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ABSTRACT 
Tourism destination marketing has been significantly influenced by the developments in Information 

and Communication Technologies (ICTs). Online marketing has been a focus of most destinations since 

the Internet became the primary information source for travel marketing and purchasing. Tourism is a 

reputation-dependent sector. An accurate perception of the destination’s reputation helps minimize the 

risk of unsatisfactory experiences of travellers. A favourable tourist destination reputation also enhances 

the destination’s competitive advantage. Despite the importance of tourism destination reputation, 

attempts at developing a better understanding through defining and assessing it have been limited due 

to an over-reliance on theories of corporate reputation.  

To address this research gap, this study aims to understand the concept of tourism destination reputation, 

and explore how to manage destination reputation using online marketing channels through achieving a 

number of specific objectives: 1. To improve the current understanding of the tourism destination 

reputation by developing a comprehensive definition of tourism destination reputation, 2. To develop a 

framework to assess the tourism destination reputation, 3. To assess the effectiveness of tourism 

destination approaches towards online marketing channels, 4. To understand the mechanisms of the 

online marketing channels, and to assess the potential for using online marketing channels to manage 

the destination’s online reputation, 5. To develop a conceptual framework that enables the destination 

marketers to better understand the tourism destination reputation concept, effective online marketing 

strategies, channels and online reputation management. 

To achieve the research objectives, a qualitative research methodology is employed. The methodology 

includes three main data collection methods: the Delphi technique, focus groups, and interviews. Two 

rounds of Delphi were used among reputation and tourism experts to define the destination reputation 

and identify the main drivers which contribute to forming the tourism destination reputation. Four focus 

groups were used to identify the respondents’ points of view about the main drivers that contribute to 

forming destination reputation. The results of Delphi technique and the focus groups were integrated to 

develop the Tourism Destination Reputation Framework (TDRF). While two sets of interviews were 

applied among two different groups; the first in-depth interviews were carried out in Egypt, with the 

online marketers at the Egyptian Tourism Authority (ETA) who are responsible for the marketing of the 

Egyptian destination. The second in-depth interviews set were applied with a sample of marketers from 

different digital marketing agencies to provide an understanding of the mechanisms of online marketing 

channels; their impact on the reputation and the possibility of using these channels to manage the online 

reputation. 

The main outcomes, and the original contribution of this research include 1. A new empirically based 

definition for the tourism destination reputation concept. 2. A framework to assess the tourism 

destination reputation. The framework includes ten themes: products and services, culture, people, 
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destination management, environment, safety and security, competitiveness, country stability, place 

identity, media, marketing and communication. 3. Insights into the ETA online performance and the 

Egyptian tourism destination reputation. 4. A strategy to manage the destination online reputation. The 

research proposes a strategy to manage the online tourism destination reputation. This strategy includes 

two different pathways: handling normal situations, and detecting reputation crises. Finally, the research 

suggests a comprehensive framework to have a favourable tourist destination reputation. This 

framework consists of three main stages: building reputation, marketing reputation, and finally, 

managing reputation.  
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CHAPTER ONE:     INTRODUCTION 

1.1 Introduction 

The Internet has dramatically shifted ways of social communication and business operations including 

marketing and promotion. Business communication and customer interaction were traditional (i.e. 

disconnected from, and unaffected by the web) until the appearance of Web 1.0 in the early 1990’s. This 

new tool shifted the process of selling products and services to the online world and gave customers the 

ability to find different sellers for the same product online and conduct a comparison to find the most 

suitable one (Clow and Baack, 2014). In late 2004, Web 2.0 appeared, characterized by social networks, 

for example, Facebook, Twitter and various blogs which powered user-generated content, real-time 

interaction between customers and businesses, and strengthened the idea of a virtual community (Schegg 

et al., 2008). Subsequently in 2006, Web 3.0 appeared (the semantic web) giving the power of 

“contextual search, tailor-made search, personalized search, evolution of 3D web, and deductive 

reasoning” (Babu and Sirvatsa, 2013:321). In 2010, Web 4.0 was introduced representing a deeper 

customer engagement. The latest move is Web 5.0 (the emotional web ) which is still in progress and 

involves human-computer interaction (Berners-Lee, 2009) and has not yet been released. 

Technology has reshaped the travel industry. It also has an essential impact on shaping travellers’ 

experience (Baka, 2016). Today’s travellers have many alternatives when planning for their trips, 

especially since they have more money, time and can use better transportation than ever before. Thus, 

tourist destinations are competing to influence the process of making travel decisions (Echtner and 

Ritchie, 1991). The Internet has had a momentous influence on the tourism sector (Werthner and Klein, 

1999). On the supply side, the Internet has become a primary tool for tourism organizations to interact 

and communicate with current and potential travellers (Buhalis and Law, 2008) and online marketing 

has been a focus of the majority of destinations. On the demand side, travellers now depend on the 

Internet to access travel-related information, including destination comparisons, planning their trips, 

buying travel products and services, sharing their travel experiences, and contacting people from 

different destinations (Chung and Buhalis, 2008, Litvin et al., 2008, Xiang et al., 2014). It is also 

expected that the technology will continue revolutionizing the tourism industry and will be the main 

determinant for the future (Gretzel et al., 2006). 

Tourism is a reputation-dependent sector (Marchiori, 2012); on the demand side, potential travellers 

without previous experience of a destination face certain risks when determining their travel options. 

An accurate perception of the destination’s reputation helps minimize the risk of unsatisfactory travel 

experiences (Yang et al., 2008). On the supply side, a favourable tourist destination reputation enhances 

the destination’s competitive advantage and helps it to compete for visitors, investments, and skilled 

human resources (Morgan et al., 2011). Despite the importance of tourism destination reputation, 
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attempts at developing a definition or even a model to assess it has been somewhat limited by an over-

reliance on theories of corporate reputation.  

1.2 Background  
The process of developing marketing strategies for the tourism destinations is intricated, due to the 

existence of a tangible – intangible continuum for tourism products (Gretzel et al., 2006), the diversity 

of stakeholders, and the complexity of the supply and value chains. Technology has revolutionized the 

way of conducting marketing. It supplies marketers with new tools to understand their customers, 

communicate with them and customize products and services to fit customer’s individual needs (Kotler 

and Armstrong, 2010). However, when applying new technologies it presents opportunities, as well 

as threats to Destination Marketing Organizations (DMOs), and DMOs generally face numerous 

obstacles while setting up their online presence. One of these obstacles arises from trying to fit online 

strategies within the existing one, while new strategies and models should be introduced to manage the 

changes (Gretzel et al., 2000). The key determinant to success is how DMOs can integrate these 

technologies with the destinations overall strategy (Gretzel et al., 2000). Despite that DMOs must adopt 

new technologies, they should not consider the new technology as just an alternative to the existing 

method of conducting business. It is also a challenge for many destinations to follow up on the changes 

in technologies, due to the shortage of financial, technological, and human resources (Gretzel et al., 

2000). 

In general, there are several organizations that are, in various ways, in charge of the marketing of any 

given tourist destination; the Destination Marketing Organizations (DMOs), the National Tourism 

Organizations (NTOs) and/or the National Tourism Administrations (NTAs) (Eraqi, 2007). The term 

DMOs is most often found in literature. It used to refer to destination marketing organizations, however, 

nowadays is used to refer to destination marketing and management organizations (Gretzel et al., 2006). 

“DMOs tend to be part of the local, regional, or national government and have political and legislative 

power as well as the financial means to manage resources rationally and to ensure that all stakeholders 

can benefit in the long term” (Buhalis, 2000:99). DMOs are non-profit organizations (Gretzel et al., 

2006) that have been created to promote destinations and grow the number of visitors. However, the 

function of DMOs has been recently expanded to include enhancing sustainability, and competitiveness 

of the destinations (Pike, 2015). DMOs communicate, and coordinate with all stakeholders in order to 

support the destination value chain (Gretzel et al., 2006, Jennifer et al., 2013), thus DMOs are of special 

importance to all nations, especially in less developed countries where the travel industry is a major 

economic driver (Jennifer et al., 2013). The budget allocated for the DMOs is the determinant for its 

success, as it defines the budget that they can spend on marketing research, destination promotion, and 

staff training (Gretzel et al., 2000).   
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1.3 Research Gap 

The study aims to advance the research in the field by addressing the following three research gaps: 

First, there is no clear understanding and theoretical conceptualisation of ‘tourist destination reputation’. 

Some researchers have discussed the notion of ‘reputation’, which is defined by Dowling (2004:20) as 

an “Overall evaluation that reflects the extent to which people see the firm as substantially ‘good’ or 

‘bad’ ”. However, as this quote implies, most of the studies have focused on corporate reputation. Such 

as the work of Fombrun and Shanley (1990), Yoon et al. (1993), Fombrun and Van Riel (1997), Gray 

and Balmer (1998), Roberts and Dowling (2002), Argenti and Druckenmiller (2004), Balmer et al. 

(2006), Barnett et al. (2006), Fombrun (2007), and Lange et al. (2011) only discussed perspectives on 

corporate reputation. There has been limited investigation with regards to the reputation of tourism 

destinations. For example the work of Morgan et al. (2011), Marchiori (2012), Mingchaun (2015), 

Artigas et al. (2015).  

Second, there is a limited understanding of the relationship between reputation and online marketing. 

The relationship between reputation and online marketing has been the focus of a few studies. For 

instance, a focus on social media or search engines as an online marketing channel and its impact on 

online reputation without taking into consideration the effect of other channels. Typically this would be 

the work of Floreddu and Cabiddu (2014) who investigated the reputation available on social media and 

found a relationship between the level of communication available and reputation level. Also along these 

lines is Marchiori (2012), who provides an understanding of the destination’s reputation available on 

social media. She succeeded in developing a framework to analyse the online reputation of the tourist 

destination. However, despite these advances, there are some limitations in Marchiori's model, some of 

which were mentioned in her thesis, in which she treated the destination as if it was a complex 

corporation. Moreover, she depends on a small sample of (seven) tourism experts both academics and 

professionals in assessing this new tourism destination reputation model without taking into 

consideration the tourist perception of destination reputation. Furthermore, the present researcher 

notices some limitations in the model itself: some of the model dimensions could be expected to have a 

greater impact on the country’s reputation than on tourist destination reputation. Specifically, leadership 

and governance. Finally, Madden and Smith (2010) discussed the role of social media and search 

engines in monitoring an individual person’s reputation. Research has also dealt with online marketing 

as a comprehensive strategy without discussing the role of each component. Typically this would be one 

of the Digital Agenda for New Tourism Approach in European Rural and Mountain Areas (DANTE) 

projects (2013).   

Third, there is a lack of a comprehensive framework that can assist researchers and practitioners to fully 

understand the complexity and relationships of destination reputation and online marketing. To the 

knowledge of the researcher, no extant study has generated a tested tourist destination reputation model 
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except the study of Marchiori (2012) which has the limitations mentioned above. No extant study 

illustrates the relationship between the different online marketing channels and tourist destination 

reputation.  

1.4 Rationale, Study Aims, and Objectives. 

Tourism destination marketing has been significantly influenced by the developments in Information 

and Communication Technologies (ICTs). Online marketing has been a focus of the majority of 

destinations since the Internet became the primary information source for travel marketing (Buhalis and 

Law, 2008). Tourism is a reputation-dependent sector (Marchiori, 2012); on the demand side, potential 

travellers without previous experience of a destination face certain risks when determining their travel 

options. An accurate perception of the destination’s reputation helps minimize the risk of unsatisfactory 

travel experiences (Yang et al., 2008). On the supply side, a favourable tourist destination reputation 

enhances the destination’s competitive advantage and helps it to compete for visitors, investments, and 

skilled human resources (Morgan et al., 2011). Taking into consideration the importance of reputation 

in relation to the tourism industry, this research has two aims: 

- To understand the concept of tourist destination reputation. 

- To explore how to manage tourist destination reputation using online marketing channels.  

To achieve these aims, this research has the following specific objectives: 

1. Improve the current understanding of destination reputation by developing a definition for the 

tourist destination reputation. 

2. Develop a comprehensive framework to assess the tourist destination reputation.  

3. Assess the effectiveness of tourist destination approaches towards online marketing channels.  

4. Assess the potential for using online marketing channels to manage the destination’s online 

reputation.  

5. Develop a conceptual framework that enables the destination marketers to better understand the 

tourist destination reputation concept, effective online marketing strategies, channels and online 

reputation management. 

1.5 Research Questions 

The study has the following research questions: 

 How can the tourist destination reputation be best defined? 

 How can the tourist destination reputation be assessed? 

 How do destinations apply online marketing channels?  

 How can online marketing channels be used to manage the destination online reputation? 
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1.6 Definition of Terms 

For the purpose of ensuring clarity and consistency, the following definitions of keywords are offered: 

Tourism Destination "A local tourism destination is a physical space in which a visitor spends at least 

one overnight. It includes tourism products such as support services and 

attractions and tourism resources within one day´s return travel time. It has 

physical and administrative boundaries defining its management, images and 

perceptions defining its market competitiveness. Local tourism destinations 

incorporate various stakeholders often including a host community and can nest 

and network to form larger destinations" (UNWTO, 2007:1).   

“A certain geographic area which contains tourism products that motivate 

visiting tourists and encourage tourism activities”  (Koestantia, et al. 2014:1141) 

Reputation  “The aggregation overtime of the consumers’ perceptual representations and 

evaluative judgements of the tourist destination’s past actions and performance” 

(Artigas et al., 2015:147). 

Online Marketing “Efforts to market products and services and build customer relationships over 

the Internet” (Kotler and Armstrong, 2010:508). 

Online Marketing 

Channels 

The tools that utilize the Internet to achieve the marketing objectives 

(communicating, selling, presenting contents and providing a network function) 

such as search engines, social media, email, online advertising, content and viral 

marketing (Hofacker, 2001, Ryan and Jones, 2009). 

1.7 Thesis Outline 
This thesis consists of seven chapters: 

Chapter One: Introduction 
This chapter represents an overview of the research. It covers an introduction to the research and the 

background. Also, it addresses the existing gaps in the literature and clarifies how the thesis aims to fill 

in these gaps. Furthermore, it discusses the research rationale, aims and objectives. In addition, it 

highlights and defines the main terms used in the research, and finally demonstrates the outline of the 

thesis. 

 
Chapter Two: Reputation 
This chapter discusses the concept of reputation, its definition and importance to the tourist destination. 

Also, it clarifies the differences between reputation and other related constructs. Furthermore, it explores 

the journey of having a favourable reputation, and finally, the chapter discusses the reputation crises 

types and the theoretical approaches to handle them.  
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Chapter Three: Online Marketing 

This chapter discusses online marketing and its importance to the tourist destinations. It also covers the 

different online marketing channels, their mechanisms and importance to the tourist destinations.  

 

Chapter Four: Research Methodology 

This chapter outlines the methodology used to address the research objectives. It is designed in a way 

where general concepts are explained thus shedding light on the methodology selected and supporting 

the selection with justification. This entails the research paradigm, approach, strategy, sampling 

techniques, data collection and analysis methods.  

 

Chapter Five: Research Findings  

This chapter presents the research findings based on the data collection methods used by presenting the 

raw data collected.  

 

Chapter Six: Discussion 

This chapter explores the journey of having a favourable reputation, through linking the main research 

findings with literature and deciphering the data collected. This chapter represents the research 

contribution to knowledge by interpreting the research findings and answering the research questions.  

 

Chapter Seven: Conclusion 

This chapter summarizes the whole thesis. The chapter briefly covers an overview of the study, its 

objectives, findings, new contributions, implementations, limitations, and future research and ends up 

with offering recommendations based on the research findings.    
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CHAPTER TWO:     REPUTATION 

2.0 Overview 
The research literature review is covered in two chapters; chapter two addresses the literature on 

reputation, and chapter three addresses the literature on online marketing. While reviewing the literature, 

the researcher was looking at marketing literature in general, as reputation and online marketing are both 

derived from the area of marketing. Regarding the reputation chapter, most of the literature available 

was focusing on ideas of corporate reputation. Despite corporate reputation literature importance, it is 
not a central aspect of this research. Thus, the chapter starts with discussing the general concepts of 

corporate reputation, progressing towards addressing the tourism destination reputation literature. This 

chapter discusses the concept of reputation, its definition and importance to the tourist destination. Also, 

it clarifies the differences between reputation and other related constructs. Furthermore, it explores the 

journey of having a favourable reputation, and finally, the chapter discusses the reputation crises types 

and the theoretical approaches to handle them.  

“A reputation once broken may possibly be repaired, but the world will always keep their eyes on the 

spot where the crack was” Joseph Hall (1574 – 1656). 

Tourism is a reputation-dependent sector (Marchiori, 2012); without previous experience of a 

destination prospective travellers may be faced with risks when assessing their travel options. As tourists 

consider the destination as one unit during the process of choosing a destination; however, many factors 

may influence the travellers experience directly or indirectly (Kozak and Rimmington, 1999). To 

minimize the risk against unsatisfying travel experiences an accurate perception of the destination’s 

reputation may help (Yang et al., 2008). In this section, the research will consider both online and offline 

destination reputation.  

2.1 Introduction to Reputation  

The era of globalization has led to the competition between countries to obtain a portion of economic 

and political transactions. In such an atmosphere, a country’s reputation plays a crucial role in helping 

to achieve commercial, social, and political targets on the global stage; in this sense, countries may be 

seen as ‘brands’ which are going before them, building trust, increasing quality and developing positive 

expectations about competence. Countries with a poor reputation may find it harder to achieve their 

goals outside their geographical region (Anholt, 2009). Reputation can be measured at different levels: 

corporate or organization, destination and country. 

Shapiro (1983), and Gibson et al. (2006) observe that reputation is the most precious asset of the 

business as it positively affects, inter alia,  performance and enhances competitive advantage (Fombrun 

and Shanley, 1990, Roberts and Dowling, 2002, Argenti and Druckenmiller, 2004, Iwu-Egwuonwu and 

Chibuike, 2010, Dowling and Moran, 2012). In this sense, having a good reputation can be perceived as 
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a pillar of corporate success (Gibson et al., 2006, Kaul and Desai, 2014). Several authors have argued 

that reputation supports and drives business competitiveness and achievement of goals which typically 

include improved profit through increased sales, and decreased operational costs (Roberts and Dowling, 

2002, Argenti and Druckenmiller, 2004). Whilst others argue that reputation gives the business a greater 

chance to attract more investment, better employees and generate more profits through charging 

premium prices (Fombrun and Shanley, 1990, Gray and Balmer, 1998). Also, Gray and Balmer (1998) 

mentioned that having a good reputation among employees will lead to good spirits, better productivity 

and overall reputation, as the employees are responsible for representing the business to all other 

stakeholders. Moreover, business reputation enhances credibility by underpinning the ability to deliver 

something of value to its customers and stakeholders (Rindova et al., 2007). A study by Hall (1992) of 

Chief Executive Officers in the UK, ranked reputation as number one in terms of contribution to the 

success of business amongst thirteen other intangible assets (including culture, trademarks, contacts). 

Also, Gibson et al. (2006) mentioned that reputation is a crucial business asset, having good reputation 

favours and enhances business activities, while negative reputation has the power to destroy the business 

completely. A later study of the services sector by Nguyen and Leblanc (2001) contended that having a 

good corporate image and reputation influence consumer loyalty and retention decisions.  

Dowling (2002) mentioned that businesses in the service and experience industries should give priority 

to maintain and build a positive image and reputation, considering the special nature of their offers, and 

its intangibility, users rely on the reputation to make the purchase decisions. In the context of tourism, 

Vengesayi (2003) argued, uncontroversially but convincingly, that having a favourable reputation has a 

positive influence on destinations and tourists. For destinations, it means having more travellers with 

longer length of stay, and for tourists, it signals a high-quality destination and the likelihood of having 

a good experience in the destination. A similar line of argument is put forward by Morgan et al. (2011) 

who suggest that good reputation enhances the competitiveness of the destination, making it easier to 

compete for visitors, events, talented people, resources, investment and at the same time, making it a 

place worth living in. A similar tourism study found that reputation is a crucial factor in generating 

repeat visits to specific destinations (Ledesma et al., 2005, Christou, 2007) as there is a compelling 

connection between reputation and customer loyalty (Saxton, 1998, Argenti and Druckenmiller, 2004, 

Christou, 2007). Finally, several researchers suggest that having a reputable destination is the most 

crucial intangible asset for destinations as it ensures its continuous development and enhances attracting 

more investment (Feldman et al., 2014, Mingchuan, 2015). 

2.2 Reputation Definition  
The concept of reputation is applicable to different spheres including; individuals, corporations, 

destinations, or countries (Berens et al., 2011), and to different contexts such as brands, products, and 

services. From the corporate perspective, there are several definitions of reputation. It is identified as 
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the sum of stakeholder’s perceptions based on an evaluation to the way the corporation responds to their 

need and meets their expectations (Wartick, 1992, Yoon et al., 1993). One of the widely agreed 

definitions of corporate reputation is the collective representation of the business past behaviours and 

outcomes that determine the extent to which the organization can deliver something of value to its 

stakeholders, in comparison to its rivals (Fombrun, 1996, Fombrun and Rindova, 1996, Fombrun and 

Van Riel, 1997, Fombrun et al., 2000). Another common definition of corporate reputation is presented 

by Hall (1992), Gray and Balmer (1998), Barnett et al. (2006) as the estimation held by the corporation’s 

stakeholders according to an evaluation of all the company’s attributes. A similar line of argument is 

put forward by Fombrun and Shanley (1990), Gioia et al. (2000) as they defined it as the public judgment 

of organizational performance and accomplishment and comparatively it is long-lasting and steady. The 

reputation reflects the stakeholder's thoughts and feelings toward the business (Saxton, 1998, Ferguson 

et al., 2000). Moreover, Bromley (2001:317) clarified that reputation is the “distribution of 

opinions....about a person or other entity, in a stakeholder or interest group”. Likewise, Dowling 

(2004:20) argued that reputation is an “Overall evaluation that reflects the extent to which people see 

the firm as substantially ‘good’ or ‘bad’ ”. Also, Argenti and Druckenmiller (2004:369) mentioned that 

reputation is the “collective representation of multiple constituencies’ images of a company built up 

over time”. Fombrun and Van Riel (1997) argued that corporate reputation can be discussed from six 

different perspectives: marketing, accounting, economic, strategic, organizational, and sociological 

perspectives. They also mentioned that reputation is unique. As it is derived from internal lineaments of 

the business, and perceived by externals, so it is out of the business direct control, at the same time it is 

created over the time (Fombrun and Van Riel, 1997). Table 2.1 shows chronological development of 

reputation definition from corporate perspective. 

 Table 2.1 Chronological Development of the Corporate Reputation Definition. 

Authors  Main concept Definitions  Critical issues arising 

Shapiro 
(1983:659) 

Collective - 
Beliefs - Quality.  

“Consumers’ beliefs toward the quality 
of the company’s products”. 

Limited to firms, and the 
author did not clarify the 
origin of the definition. 

Weigelt and 
Camerer 
(1988:44) 

Belief – History. “Players’ belief about the firm’s 
attributes based on data gathered about 
the firm’s history”. 

Limited to firms, and the 
authors did not clearly 
identify the definition 
origin. 

Fombrun, and 
Shanley 
(1990:235) 

Collective - 
Assessment. 

“Publics' cumulative judgments of 
firms over time”. 

Limited to corporations. 

Wartick 
(1992:34) 

Individuals - 
Perception. 

“The aggregation of a single 
stakeholder’s perceptions of how well 
organizational responses are meeting 
the demands and expectations of many 
organizational stakeholders”. 

Limited to corporations. 
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Authors  Main concept Definitions  Critical issues arising 

Yoon, Guffey and 
Kijewski 
(1993:215) 

History - 
Expectations - 
Quality. 

“Reflects the history of its past actions 
and effects the buyer’s expectation with 
respect to the quality of its offerings”. 

Limited to corporations, 
and based on literature. 

Fombrun 
(1996:70) 

Perceptual 
representation 
(image) – 
Collective. 

“Perceptual representation of a 
company’s past actions and future 
prospects that describe the firm’s 
overall appeal to all of its key 
constituents when compared with other 
leading rivals”. 

Limited to corporations. 

Fombrun and Van 
Riel (1997:10) 

Collective 
representation 
(image) – Valued 
outcome. 

“Collective representations of a firm’s 
past actions and results that describes 
the firm’s ability to deliver valued 
outcomes to multiple stakeholders. It 
gauges a firm’s relative standing both 
internally and externally with its 
stakeholders, in both its competitive 
and institutional environment”. 

Limited to corporations and 
based on literature.  

Gray, and Balmer 
(1998:696) 

Estimation – 
Collective. 

“The estimation of the company by its 
constituents”. 

Limited to corporations. 

Ferguson, 
Deephouse and 
Ferguson 
(2000:1196) 

Perception - 
Feelings -
Collective. 

“Reflects what stakeholders think and 
feel about a firm”. 

Limited to corporations and 
based on literature. 

Fombrun, 
Gardberg and 
Sever (2000:243) 

Collective 
representation 
(image) - Valued 
Outcome. 

“Collective representation of a firm’s 
past behaviours and outcomes that 
depicts the firm’s ability to render 
valued results to multiple 
stakeholders”. 

Limited to corporations. As 
several fields contributed 
to the corporate reputation 
literature including; 
economic, strategy, 
accounting, marketing, 
communication, 
organization theory, and 
sociology. The proposed 
definition is based on the 
similarities between these 
fields.  

Bromley 
(2001:317) 

Opinions – 
Collective. 

“Distribution of opinions...about a 
person or other entity, in a stakeholder 
or interest group”. 

Limited to corporations, 
and based on literature. 

Dowling 
(2004:20) 

Evaluation – 
Collective. 

“Overall evaluation that reflects the 
extent to which people see the firm as 
substantially ‘good’ or ‘bad’ ”. 

Limited to corporations, 
and based on the dictionary 
definition of reputation. 

Argenti and 
Druckenmiller, 
(2004: 369) 

Collective 
representation 
(image). 

“Collective representation of multiple 
constituencies’ images of a company 
built up over time and based on a 
company’s identity programs, its 
performance and how constituencies 
have perceived its behaviour”. 

Limited to corporations, 
with no explanation to the 
definition source. However, 
it is quite obvious that the 
proposed definition is 
derived from Formbrun, 
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Authors  Main concept Definitions  Critical issues arising 
Gardberg, and Sever (2000) 
definition.  

Barnett, Jermier 
and Lafferty 
(2006:34) 

Assessment. “Observers’ collective judgments of a 
corporation based on assessments of 
the financial, social, and environmental 
impacts attributed to the corporation 
over time”. 

Limited to corporations, 
however, the definition 
based on a systematic 
literature review to the 
notion of corporate 
reputation, and a 
justification for the 
definition has been given. 

Rindova, Petkova 
and Kotha 
(2007:32) 

Collective - 
Knowledge. 

“Collective knowledge about and 
regard for the firm in its organizational 
field”. 

Limited to corporations and 
based on literature. 

Walker 
(2010:370) 

Perceptual 
representation. 

“A relatively stable, issue-specific 
aggregate perceptual representation of 
a company’s past actions and future 
prospects compared against some 
standard”. 

Limited to corporations, 
based on Fombrun (1996) 
definition, with some 
contribution around. 

Dowling and 
Moran (2012:40) 

Estimation. “The estimation in which the 
organization is held”. 

Limited to corporations.  

Hardeck and 
Hertl (2014:313) 

Knowledge – 
Feelings – 
Individual. 

“The knowledge and feelings held by 
individuals about corporation”. 

Limited to corporations, 
and based on literature. 

Table 2.1 demonstrates a chronological development of reputation definition from corporate 

perspective. The table explains that some concepts are commonly used to define reputation including; 

collective/ individual, assessment, perception, history, expectation, knowledge, collective image and 

feelings. It also represents the main limitations attached to each definition. Lange et al. (2011:155) 

explained “three different conceptualizations of organizational reputation, being known (generalized 

awareness or visibility of the firm; prominence of the firm in the collective perception), being known 

for something (perceived predictability of organizational outcomes and behaviour relevant to specific 

audience interests), and generalized favourability (perceptions or judgments of the overall organization 

as good, attractive, and appropriate)”. All definitions shown in Table 2.1 are limited to corporations, 

some of the definitions proposed with no explanation of its origin, while others are based on literature. 

Given that ‘stakeholders’ were mentioned several times during the development of the reputation 

definition, figure 2.1 shows a generic stakeholder map that identifies a range of actual and potential 

players in the destination. 
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Figure 2.1 Generic Tourism Stakeholders Map 

 

 

Stakeholders are defined as any individual or group that has a stake in the organisation. Freeman 

(2004:229) defined stakeholders as “any group or individual that can affect or is affected by the 

achievement of a corporation’s purpose”. Freeman and Velamuri (2006) explained that there are 

countless number of stakeholders’ groups, however, some of these groups are more important than 

others. There are three main categories of stakeholders. Internal stakeholders are based internally, and 

they have different interest in the different activities of the destination for instance investors, tourism 

businesses, employees, domestic airlines, tourists, etc. Peripheral stakeholders may have only 

ambiguous, superficial, tangential or sporadic input or influence (Somlai, 2008), for instance, scientists/ 

academics, local officials, local NGOs, national officials, etc. While the external stakeholders are based 

outside the destination, but still they have an influence and get influenced by the destination activities 

and decisions for instance international organizations, international airlines, regional and political 

alliances, banks and insurance firms, etc. 

There was a debate on whether all stakeholders’ groups are basing their reputation perception on an 

evaluation to same factors or not, hence holding same reputation perception of the business or not 

(Fomburn et al., 2000, Bromley, 2001). The empirical study by Helm (2007) confirmed that there is 

common ground in understanding the concept of reputation among stakeholder groups, as stakeholders 

use the same criteria to evaluate reputation. However, the weight of each factor of these criteria may 

differ from one stakeholder’s group to another.  

Despite the importance of tourism destination reputation, there has been limited investigation in regards 

to its definition. Artigas et al. (2015:147) defined tourist destination reputation as “the aggregation 

overtime of the consumers’ perceptual representations and evaluative judgements of the tourist 
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destination’s past actions and performance”. Another example can be seen from Mingchuan (2015:35) 

who defined tourist destination reputation as “the public’s general feeling, impression and cognition of 

it”. Neither of these definitions is empirically founded, nor had the nuance required for useful levels of 

analysis and application. In order to undertake the empirical part of the study, especially to kick-start 

the first Delphi round, a working definition was needed as a starting proposition. Thus, the main purpose 

of the working definition was to promote discussion without framing or limiting discourse in the Delphi 

rounds. A working definition for tourist destination reputation has been developed by the researcher as 

“The public and stakeholders’ evaluation of the destination formed from their own experience of the 

place and/ or collected from a variety of sources including word-of-mouth, print, digital, broadcast 

media, etc.” 

2.3 From Offline Reputation to Online Reputation  

Offline reputation and e-reputation are two interdependent constructs (Stenger, 2014). E-reputation is 

the translation of the destination reputation in the online sphere. Vartiak (2015) mentioned that online 

reputation is the sum of all comments and contents available online about the business. While Heever 

(2018:49) pointed that “online reputation is a perceptual identity formed through the collective 

perceptions of others and it represents an organisation’s past actions and prospects, which are all visible 

on the internet”. Furthermore, Portmann et al. (2015:90) defined online reputation as “the publicly kept 

social evaluation of an entity based on the entities previous behaviour, what was posted by the entity, 

and what third parties share about the entity on the Internet”. 

Online reputation is the most intangible, precious asset a business may possess (Portmann et al., 2015, 

Heever, 2018). It can be divided into; official communication channels including all platforms owned 

and managed by the business, for instance, social media pages, and official website; and other channels 

which the business does not control but allows the consumers to share the experiences and points of 

view over them for example, blogs, and social communities (Vartiak, 2015). This research focuses on 

understanding the tourist destination reputation concept, and how to assess it either offline or online, 

then moving towards how to manage it in the online sphere.  

2.4 Identity, Brand, Image versus Reputation 

Within the present study sphere, there are four terms that occasionally overlap while maintaining certain 

differences: Identity, Brand, Image and Reputation (Kitchen and Watson, 2010). These four concepts 

apply to individuals, corporations, destinations, and countries. The following briefly describes these four 

in turn.  

• Identity is defined as a “company’s self-presentation, that is, the managed cues or signals that 

an organization offers about itself to stakeholders” (Van Riel and Berens, 2001:45). Argenti and 

Druckenmiller (2004) argued that Identity is the unique attributes of an organization. Place identity is 

defined as “an individual's strong emotional attachment to particular places or settings” (Proshansky et 
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al., 1983:61). The place identity concept refers to “potpourri of memories, conceptions, interpretations, 

ideas, and related feelings about specific physical set-tings as well as types of settings” (Rooney et al., 

2010:47). Place identity is based on the individuals’ interaction with the place, which means that it is 

not only structured based on the physical attributes of the place, but also the individuals’ social 

interaction with the physical place. Besides, Dixon and Durrheim (2000) confirmed that the consumers’ 

sense of belonging has a massive influence on the identity of the place. 

While Keller (2011) mentioned that identity is the first step in the branding ladder. Identifying who you 

are “Identity” is the brand frame. Foroudi et al. (2016) explained that to have a favourable destination 

image, the destination must build a unique and distinctive identity. Moreover, Gray and Balmer (1998) 

discussed that having a solid identity is an essential requirement to build up the business reputation. This 

means that the identity has a direct influence on the other three constructs which are brand, image, and 

reputation. 

• Brand is defined as a "name, term, design, symbol, or any other feature that identifies one 

seller's good or service as distinct from those of other sellers” (American Marketing Association, 

2011:n.p.). Destination branding helps to identify and to distinguish the destination over its competitors, 

as a result, it may accelerate the process of picking a destination (Vengesayi, 2003). Morrison and 

Anderson (2002) suggested that destination branding is a tool to differentiate the destination from its 

rivals, through highlighting its unique and distinctive attributes. Similar to the general knowledge of 

brands, tourist destination brands address two main functions: identification and differentiation. Argenti 

and Druckenmiller (2004) argued that having a good brand and meeting customers’ expectation help 

enhancing the business reputation. Bromley (2001:316) defined brand as a “set of attributes that 

distinguishes one entity from another”. Gretzel et al. (2000) claimed that despite the development of the 

internet, and online media, they cannot replace the offline aspect to build brands, a combination should 

be used. Offline media will continue as the foundation, while the online aspect can be considered as a 

supportive tool. As uniqueness can easily be imitated in the online world, a combination of online and 

offline media must be used in order to build brands.  

Van Riel and Van den Ban (2001) mentioned that the business logo has an impact on the business image 

and reputation. While Cai (2002) mentioned having a good destination image is the base of destination 

branding, as this image defines and differentiates the destination among others. The brand facilitates 

creating an image in the consumers' mind about the products and services, hence minimizing the time 

required for decision making (Gretzel et al., 2000). “What comes to mind when one sees or hears the 

corporate name or sees its logo” is Image (Gray and Balmer, 1998:696). A similar line of argument is 

put forward by Pike (2018) as he defined the image as the way consumers perceive the organization 

brand. 
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• Image. There is a direct link between image and identity. In order to have a favourable image, 

the business has to consider two main things; having effective communication (Leuthesser and Kohli, 

1997, Van Riel and Balmer, 1997, Bravo, Montaner, and Pina, 2009) and managing the business identity 

(Van Riel and Balmer, 1997, Balmer and Wilson, 1998, Foroudiet et al., 2014, 2016). Barich and Kotler 

(1991:95) defined image as “the sum of beliefs, attitudes, and impressions that a person or a group has 

of an object”. While Reynolds (1965) explained that image is the formation of mental construct based 

on impressions arising from available information. Corporate image is “the immediate mental picture 

an individual holds of the organisation” (Foroudi et al., 2014:2271). Barich and Kotler (1991), Gray and 

Balmer (1998) argue that stakeholders develop, maintain and portray a mental image about the 

organization in their minds, that is the ‘image’. The organization may have different images, as each 

group of stakeholders may have their own, based on their own experiences and interaction with the 

organization (Nguyen and Leblanc, 2001, Argenti and Druckenmiller, 2004).  

In the tourism context, destination image can be explained as the aggregation of the impressions, 

imaginations, emotional thoughts, and feelings that stakeholders have about a destination (Alhemoud 

and Armstrong, 1996, Baloglu and McCleary, 1999). While San Martin and Del Basque (2008) 

described the destination image as “a mental representation of the individual’s mind”. Bigne et al. (2001) 

defined the destination image as the overall impression that the traveller has of the destination or the 

traveller’s mental picture of the destination. Consequently, the destination image is subjective as it is 

based on the individual’s impression towards the destination (Del Basque and San Martín, 2008). Bigne 

et al. (2001) argued that the tourist destination image has an impact on the travellers' evaluation of the 

destination, hence on selecting destinations, and revisiting. This means that destinations with a 

favourable image have a higher potential to be selected by the travellers during the decision-making 

process (Etchtner and Ritchie, 1991, Bigene et al., 2001).  

Gartner (1994) highlighted that there are three components that contribute to the formation of the 

destination image; cognitive, affective, and conative. These three components are different, but 

interrelated.  Cognitive image is based on the idea that image derives from facts, as a result, cognitive 

image entails adequate understanding of the product or an assessment of the product’s different 

attributes. Affective image is based on travellers’ motivations to select a destination. The conative image 

is the action component. “After all internal and external information is processed a decision is reached. 

One destination from the decision set is selected. The conative component’s relationship to the other 

two components is direct. It depends on the images developed during the cognitive stage and evaluated 

during the affective stage” (Gartner, 1994:196). 

The tourist destination image has two levels; organic and induced. Organic image is based on the 

individual own knowledge without any exposure to commercial content. While induced image is 

brought by commercial and tourism-related material for instance advertisements, brochures, videos, etc 

(Debono, 2016). Metelka (1981) explained that image formation starts before visiting the destination, 
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as travellers have preliminary expectations about the destination. As a result, it is not necessary to visit 

the destination or being exposed to its commercial content, to form an image of this destination. 

However, this image can be further developed through the overall impression that the traveller had after 

visiting (Buhalis, 2000). Through image, stakeholders start to form Reputation.  

• Reputation. Based on identity, brand, image, and the information available from different 

sources, the public and stakeholders form their own views and opinions, leading to the development of 

‘reputation’. Artigas et al. (2015:147) defined tourist destination reputation as “the aggregation 

overtime of the consumers’ perceptual representations and evaluative judgements of the tourist 

destination’s past actions and performance”.  

To sum up, Argenti and Druckenmiller (2004) pose some questions that help illustrate the difference 

between these four terms; identity addresses the question of who you are, while brand answer the 

question of what you say you are and how you want to be, image replies to the question about what 

public and stakeholders think you are, whilst finally, reputation addresses the question of how public 

and stakeholders perceive what you say about yourself and your actual actions. 

For many years the term reputation was only used in the domain of businesses, while the term image 

was highly attached to countries (Passow et al., 2005). Recently, both terms have been applied to 

corporations, countries, and destinations. Country image and destination image are linked (Echtner and 

Ritchie, 1991). Similarly, is the country reputation and tourist destination reputation, which means that 

all the information available about the country; political, economic, etc, may have an indirect influence 

on the destination reputation. The study of Nguyen and Leblanc (2001:231) on the services sector 

mentioned that the concepts of reputation and image are both based on the consumer’s perception, and 

they found out that there is “a significant interdependency between corporate image and corporate 

reputation”. 

In regard to the relationship between image and reputation, Gray and Balmer (1998) suggested that the 

process of creating an image is straightforward, and quicker than building a reputation. The process of 

creating image entails good communication order, adequate brand name and logo, effective advertising 

and public relations campaign. The business image can be considered as the identity, and brand 

translation in the stakeholders mind through communication means (Gray and Balmer, 1998; Argenti 

and Druckenmiller, 2004). This means that brand and identity are the antecedents of the image. On the 

other hand, Gray and Balmer (1998) claimed that building a reputation is a quite complicated process. 

Good communication order still required, but the process goes beyond communication as a solid identity 

is required, which is generated through distinctive performance. This means that identity is one of the 

reputation antecedents. Argenti and Druckenmiller (2004) argued that the identity and brand can to some 

extent be controlled by the organization, while image and reputation are out of the direct control, as both 

based on the stakeholders' impressions of the business performance. Table 2.2 demonstrates the main 

differences between image and reputation. 
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Table 2.2 The Differences between Image and Reputation 

 Image  Reputation  

Perspective  Individual  Collective  

Nature  Subjective  More objective than subjective 

Formation  Instantly  Overtime 

Communication  One way communication  Two-way communication (Kitchen and 

Watson, 2010) 

Focus  Travellers  All stakeholders; employees, partners, 

businesses, governments, and travellers 

Despite that, several researchers have discussed the interrelation between image and reputation, for 

example, the work of Gray and Balmer (1998), Nguyen and Leblanc (2001). There is a debate in terms 

of which proceeds the other. Several researchers argued that reputation is one of the dimensions of 

image. For example, the study of Ostrowski et al. (1993), Nguyen and Leblanc (2001), or in other words 

reputation is one of the antecedents of image, for instance, the study of Vengesayi (2003). Others 

discussed the idea that business image leads to its reputation (Saxton, 1998, Minghetti and 

Celotto,2015). The researcher believes this depicts a type of false dichotomy, as both are vague terms, 

and it is quite philosophical to define which term came first. What is more important is that all these 

studies have discussed the interrelation between the terms. 

2.5 Corporate versus Tourist Destination 

The majority of researchers who investigated tourist destination reputation based their investigation on 

corporate reputation as they framed their investigations with the destination being a simile for a complex 

corporation. However, as indicated above, this is not entirely satisfactory and, some substantial 

differences can be noticed. Corporation is defined as “an organization engaged in mobilizing resources 

for productive uses in order to create wealth and other benefits (and not to intentionally destroy wealth, 

increase risk, or cause harm) for its multiple constituents, or stakeholders” (Post et al., 2002:17). 

Whereas, the definition of a tourist destination is stated as “A certain geographic area which contains 

tourism products that motivate visiting tourists and encourage tourism activities” (Koestantia, et al. 

2014:1141) . Another definition is put forward by the UNWTO (2007:1) as “a physical space in which 

a visitor spends at least one overnight. It includes tourism products such as support services and 

attractions and tourism resources within one day´s return travel time. It has physical and administrative 

boundaries defining its management, images and perceptions defining its market competitiveness. Local 

tourism destinations incorporate various stakeholders often including a host community, and can nest 

and network to form larger destinations". Also, Goeldner and Ritchie (2003:466) defined the tourism 

destination as “a particular geographic region within which the visitor enjoys various types of travel 

experiences”. In addition, Framke (2001:5) stated that it is “a geographical area, which contains 



 

18 
 

landscape and cultural characteristics and which is in the position to offer a tourism product, which 

means a broad wave of facilities in transport – accommodation – food and at least one outstanding 

activity or experience”. While, Buhalis (2000:98) characterised the tourist destination as a “geographical 

region which is understood by its visitors as a unique entity, with a political and legislative framework 

for tourism marketing and planning”. Table 2.3 illustrates the differences between corporations and 

tourist destinations. 

Table 2.3 The Differences between Corporations and Tourist Destinations. 

 Corporations Tourist Destinations 

Owner Shareholders  Countries/ Regions/ Cities etc. 

Main Aim Profit mainly, except non-for-profit, 
in which case they will have 
another very specific aim. 

− Political aim: reinforce country stability. 
− Economical aim: attract more tourists to 

enhance profitability. 
− Social aim: develop the local 

community. 
− Environmental aim: ensure 

sustainability. 

Sector Represented Usually, represent one sector. Represent several sectors (official tourism 
authorities, hospitality, transportation, and 
attractions at least). 

Constituents Well known; Investors, customers, 
employees, suppliers. 

Complicated; investors, tourists, suppliers, 
local communities, experts, direct and 
indirect employment.  

Number of 
Constituents  

Hundreds, thousands, or a few 
millions. 

Millions. 

Management 
responsibility 

One person in charge “Chief 
Executive Officer (CEO)”. 

Diversified and unstructured. 

Policies and strategies Determined by a board of directors 
and must be followed. Investment 
and finance support agreed on 
actions. 

General policies are determined by the 
official authorities, then each sector with 
its entities has the flexibility to choose the 
suitable strategies and mechanisms. 
Financing and budgets (often a private-
public mix) can be problematic. 

2.6 From Traditional Word-of-Mouth (WOM) to Electronic Word-of-Mouth (eWOM) 
Tourist destination reputation is manifested in what the public and stakeholders say about the 

destination. In this sense, WOM has always played a substantial role. In the business context, WOM is 

identified as an “oral, person-to-person communication between a receiver and a communicator whom 

the receiver perceives as non-commercial, regarding a brand, a product or a service” (Arndt, 1967:3). 

Westbrook (1987) simplified this definition by describing WOM as an informal communication which 

reflects the consumers' opinions in the products, services and their suppliers.  



 

19 
 

Westbrook (1987) suggested that the process of consuming products and services is attached to 

consumers’ motivations to share their experiences through WOM, regardless of being a good or bad 

experience. There are three different types of shared WOM. Firstly, product involvement which means 

that the consumer would like to share his purchase process and his satisfaction. Secondly, self-

involvement which means that the consumer would like to talk about himself and get status derived from 

consuming certain things. Finally, other involvement means that the consumer would like to help other 

people during the process of decision making (Westbrook, 1987). Keaveney (1995) found that failure 

to meet the customers’ expectation in providing a good service is one of the fundamental reasons for 

changing the service provider. Also, based on her empirical study three-quarter of consumers who 

changed the provider due to service dissatisfaction have shared their bad experience with at least one 

person, and in most cases with more than one person; family members, friends, or co-workers. Some of 

them shared their experience with the new provider, in order to avoid it happening again, and around 

7% shared their bad experience with the main provider. Williams and Buttle (2014) clarified that there 

are two master sources for Negative Word of Mouth (NWOM); customers’ dissatisfaction with the 

products or services offered, and media. Some researchers claim that competitors could be the source of 

NWOM. 

Travel decision-making entails high levels of risk. This is due to the intangible characteristics of tourism 

products, which means that they cannot be assessed before their consumption (Lewis and Chambers, 

1999). However, WOM affects perception, expectation, awareness and attitude (Buttle, 1998, Williams 

and Buttle, 2014). As it is considered one of the most substantial information source (Litvin et al., 2008). 

Moreover, WOM has a great influence on the process of decision-making (Zhang et al., 2010), 

especially in the tourism and hospitality industries as it helps to address uncertainty within that process 

(Litvin et al., 2008, Voyer and Ranaweera, 2015). In another example, Shanka et al. (2002) found that 

59 per cent of international students’ visits to Western Australia was based on WOM. Furthermore, 

given that the tourism industry is highly competitive, Positive Word of Mouth (PWOM) will support its 

competitive advantage, especially for new travellers (Litvin et al., 2008). On the other side, William and 

Buttle (2014:1440) mentioned that “NWOM is regarded as a significant threat to revenues, customer 

loyalty, customer acquisition, brand equity, organizational reputation, employees’ morale and 

management tenure”. Despite the importance of PWOM, and manager’s acknowledgement of its 

substantial influence on different business aspects, based on Williams and Buttle (2014) empirical case 

studies, utilizing PWOM is not the priority of organizations managers. They are more focused on 

NWOM prevention, as concerns of the NWOM spread it pushes them to devote business resources to 

control it. Despite the substantial influence of NWOM generated by unsatisfied customers, handling 

customer complaints has the power to change the equation and convert the NWOM to PWOM. While 

ignoring it, may lead to increased problems. 
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The Internet is a two-edged sword. On one side, it enables businesses the power to reach and 

communicate with consumers. On the other, it allows customers to share their viewpoints and thoughts 

with all Internet users (Hennig‐Thurau et al., 2004). eWOM is the transmission of WOM in the online 

world. eWOM is described as “any positive or negative statement made by potential, actual, or former 

customers about a product or company, which is made available to a multitude of people and institutions 

via the Internet” (Henning-Thurau et al., 2004:39). eWOM helps internet users to explore, judge, and 

compare products and services (Zervas et al., 2015). eWOM is “far different from physical WOM, 

eWOM can create virtual relationships and communities, with influence far beyond the readers and 

producers of WOM; it actually creates a new type of reality by influencing readers during their online 

information searches” (Litvin et al. 2008:426). Furthermore, its existence in the online world makes it 

easier to be searched and accessed (Litvin et al., 2008), thus managers believe that eWOM is more risky, 

as they do not have control over it (Williams and Buttle, 2014).  

 eWOM can take several formats; one-to-one similar to instant messages and emails, one-to-many 

resembling normal websites and boycott websites or many-to-many through using virtual communities 

similar to TravBuddy, blogs such as TravelBlog, web-based opinion platform as TripAdvisor, discussion 

platforms comparable to Facebook and Twitter, and newsgroup like Google Group (Hennig‐Thurau et 

al., 2004, Litvin et al., 2008). Furthermore, eWOM can take two different formats, it is either in the 

form of reviews or an online rating system (Amblee and Bui, 2008). Due to the effectiveness of WOM 

in both forms offline and online; the business needs to understand it and exploit it to its maximum 

potential (Baka, 2016).  

The terms User-Generated-Content (UGC), Consumer-Generated-Content (CGC) or User-Created-

Content (UCC) are synonymously used in relation to eWOM. OECD (2007:4) described UGC as “i) 

content made publicly available over the Internet, ii) which reflects a certain amount of creative effort, 

and iii) which is created outside of professional routines and practices”. Eastin (2010) claimed that 

eWOM is a specific type of UGC. However, the present study suggests that there is a slight difference 

between both expressions with regards to the content producer. In UGC, the consumers are the content 

developer without any interference from the suppliers or marketers, while the eWOM can be developed 

by customers as well as marketers as in the case of viral marketing which is considered a type of eWOM. 

UGC, as well as eWOM, can be presented in several forms including; texts, novels, videos, photos, 

audios, music, Films (OECD, 2007). Bart et al. (2005) claimed that the information generated by 

consumers is more reliable than the one generated by the business.  
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2.7 Towards a Destination Reputation Framework  

Developing and maintaining a good reputation is not a straightforward task. This research proposes a 

framework to gain a favourable reputation. The framework composed of three main stages; building, 

marketing and managing the destination reputation. Figure 2.3 demonstrates the tourist destination 

reputation stages. 

Figure 2.3 Tourist Destination Reputation Stages 

 

 

The suggested framework is new, however, the steps included are proposed separately by some 

researchers in the context of corporations. Building reputation was mentioned explicitly by Fombrun 

and Shanley (1990), Rindova et al. (2007), and Pearce (2016). Some researchers discussed the idea of 

measuring and assessing reputation, which is the core of the reputation building process. However, these 

researchers do not refer to the concept of building a reputation. This is typically the work of Saxton 

(1998), Fombrun et al. (2000), De Castro et al. (2006). While others discussed the idea of building 

reputation through only one driver, mainly social responsibility such as Brammer and Pavelin (2004), 

Fombrun (2005), or corporate governance like Ljubojević and Ljubojević (2008). To the knowledge of 

the researcher, no studies have discussed marketing reputation as a major step to gain a good reputation. 

However, some researchers have mentioned marketing as one of the drivers of reputation such as Le 

Roux (2003), and Öztürk et al. (2013). Managing reputation was mentioned by Griffin (2008), and Jones 

et al. (2009). 

2.7.1  Developing (Building) Reputation  

Pearce (2016) argued that reputation can be built through specific steps. First, evaluating the current 

position through SWOT analysis, and second, defining the stakeholder’s priorities according to their 

contribution to achieve the business goals and objectives. The study of Kitchen and Laurence (2003:111) 

suggested that there are 12 influencers to corporate reputation (ranked based on importance); 

“customers, employees, CEOs reputation, printed media, shareholders, Internet, industry analysts, 

financial analysts, regulators/ governments, broadcast media, labour union leaders, plaintiff’s lawyer”. 

Pearce (2016) clarified that once these two steps have been taken, the factors that stakeholders consider 

through the process of assessing destination reputation can be deciphered. The destination can also add 

some unique factors in order to positively influence the stakeholder’s assessment. Third, developing a 

Building 
Marketing 

Managing 
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reputation strategy with definite objectives. This strategy should cover the main reputation factors with 

the attributes included in each factor. To understand the importance of each pillar to the destination 

reputation strategy; a qualitative and quantitative analysis should be conducted, and the gaps should be 

identified and addressed in order to be improved. And finally, the reputation strategy should be measured 

regularly to assess its performance and to undertake necessary improvements.  

There are several attempts from practitioners and academics at the corporate level to develop instruments 

to measure corporate reputation. At the practitioner’s level, several business newspapers as The Wall 

Street Journal and Financial Times, and magazines for instance Fortune, BusinessWeek, and Forbes, 

rank companies to help investors during the decision-making process and reduce uncertainty (Gardberg 

and Fombrun, 2002, Fombrun, 2007, Baka, 2016). Reputation lists are important; as they shed light on 

the company’s activities, hence pushing all stakeholders to better appreciate and respect the business. It 

also may influence the expert’s opinions (Fombrun, 2007), as reputation lists have the power to convert 

an ordinary business to celebrity status or in contrast famous business to infamous (Rindova et al., 2007). 

There is a significant debate between researchers about the main drivers of reputation. Table 2.4 

demonstrates the level of consensus of reputation drivers. 

Table 2.4 Level of Consensus of Reputation Drivers 

Reputation Driver Authors Area 
Management 
performance 

Fomburn and Shanley (1990), Dollinger, Golden and Saxton 
(1997), Saxton (1998), Le Roux (2003), De Castro, Lopez and 
Saez (2006), Fomburn (2007), Marchiori (2012), Öztürk et al. 
(2013), Mikáčová and Gavlaková (2014), Pearce (2016). 

Corporation, Tourism 
destination. 

Product and 
services quality 

 Fomburn and Shanley (1990), Dollinger, Golden and Saxton 
(1997), Saxton (1998), Fomburn, Gardberg and Sever (2000), 
De Castro, Lopez and Saez (2006), Fomburn (2007), Kiousis, 
Popescu and Mitrook (2007), Harris Interactive (2006, 2011), 
Berens et al., (2011), Marchiori (2012), Öztürk et al. (2013), 
Feldman, Bahamonde and Bellido (2014), Mikáčová and 
Gavlaková (2014), Pearce (2016). 

Corporation, Country, 
Tourism destination. 

Innovation Fomburn and Shanley (1990), Dollinger, Golden and Saxton 
(1997), De Castro, Lopez and Saez (2006), Fomburn (2007), 
Berens et al., (2011), Marchiori (2012), Feldman, Bahamonde 
and Bellido (2014), and Mikáčová Gavlaková (2014). 

Corporation, Country, 
Tourism destination. 

Corporate assets 
usage 

Fomburn and Shanley (1990), De Castro, Lopez and Saez 
(2006), Mikáčová and Gavlaková (2014). 

Corporation. 

Financial 
efficiency 

Fomburn and Shanley (1990), Dollinger, Golden and Saxton 
(1997), Saxton (1998), Fomburn, Gardberg and Sever (2000), 
Le Roux (2003), Passow, Fehlmann and Grahlow (2005), De 
Castro, Lopez and Saez (2006), Kiousis, Popescu and Mitrook 
(2007), Harris Interactive (2006, 2011); Öztürk et al. (2013), 
Mikáčová and Gavlaková (2014). 

Corporation, country. 

 Social 
responsibility 

Fomburn and Shanley (1990), Saxton (1998), Fomburn, 
Gardberg and Sever (2000), Passow, Fehlmann and Grahlow 
(2005), De Castro, Lopez and Saez (2006), Kiousis, Popescu 
and Mitrook (2007), Harris Interactive (2006, 2011), Berens 
et al., (2011), Öztürk et al. (2013), Feldman, Bahamonde and 
Bellido (2014), Mikáčová and Gavlaková (2014). 

Corporation, Country.  

 Long-term 
investment 

Fomburn and Shanley (1990), De Castro, Lopez and Saez 
(2006), Mikáčová and Gavlaková (2014). 

Corporation. 
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Reputation Driver Authors Area 
Qualified staff Fomburn and Shanley (1990), De Castro, Lopez and Saez 

(2006), Fomburn (2007), Harris Interactive (2006, 2011), 
Öztürk et al. (2013); Mikáčová and Gavlaková (2014), Pearce 
(2016). 

Corporation. 

Leadership Saxton (1998), Fomburn, Gardberg and Sever (2000), 
Passow, Fehlmann and Grahlow (2005), Fomburn (2007), 
Kiousis, Popescu and Mitrook (2007), Harris Interactive 
(2006, 2011), Marchiori (2012), Pearce (2016). 

Corporation, Country, 
Tourism destination. 

Emotional appeal Fomburn, Gardberg and Sever (2000), Passow, Fehlmann and 
Grahlow (2005), Kiousis, Popescu and Mitrook (2007), 
Harris Interactive (2006, 2011), Berens et al., (2011), 
Feldman, Bahamonde and Bellido (2014). 

Corporation, Country. 

Environmental 
workplace 

Fomburn, Gardberg and Sever (2000), Kiousis, Popescu and 
Mitrook (2007), Harris Interactive (2006, 2011), Feldman, 
Bahamonde and Bellido (2014). 

Corporation. 

Communication 
and marketing 

Le Roux (2003), Öztürk et al. (2013), Feldman, Bahamonde 
and Bellido (2014). 

Corporation. 

Physical appeal Passow, Fehlmann and Grahlow (2005), Berens et al., (2011). Country. 
Cultural appeal Passow, Fehlmann; and Grahlow (2005), Berens et al., 

(2011). 
Country. 

Governance Fomburn (2007), Berens et al., (2011), Marchiori (2012). Tourism destination. 
Ethics Feldman, Bahamonde and Bellido (2014). Corporation . 
Environment Berens et al., (2011), Marchiori (2012). Country; Tourism 

destination. 
Society Marchiori (2012). Tourism destination. 
Brand image Saxton (1998). Corporation. 
Citizenship Fombrun (2007). Corporation . 

The Reputation Institute has introduced a model to assess corporate reputation (Fombrun et al., 2015). 

However, assessing the tourist destination reputation is a different matter; the model for a tourism 

destination should include all the drivers that contribute to the formation of that reputation. As 

mentioned previously, an attempt was made by Marchiori (2012) to develop a model for assessing a 

destination’s online reputation. She developed this model based on a review of literature and her 

contribution around. The Reputation Institute’s model served as the basis for developing her online 

tourist reputation destination model. Marchiori’s model consists of seven main dimensions: products 

and services, leadership, innovation, performance, society, governance, and environment, with each 

dimension containing specific factors. Marchiori’s data gathering included focus groups and interviews 

with experts in the field of tourism and reputation (both academics and professionals) to assess the 

dimensions included in her model. However, there are some limitations to this approach. Some of these 

limitations she mentioned in her thesis, notably that she treated the destination as a complex corporation. 

Also, she depended solely on the literature review to develop her preliminary model without conducting 

any form of field study. Furthermore, she relied on a sample size that consisted of seven tourism experts, 

whom she interviewed to assess the new model without taking into consideration the tourist perception 

of reputation. Moreover, the researcher notices some limitation in the dimensions included in the model. 

Some of these dimensions could be expected to have a greater influence on the country’s reputation than 

on the tourist destination’s reputation, specifically, the dimensions of leadership and governance. 
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Assessing the tourist destination reputation can be done offline and/ or online. The study of Minghetti 

and Celotto (2015) highlighted that while assessing the online tourist destination reputation, several 

questions should be addressed; does the audience speak positively, negatively or are they neutral;  which 

theme/ topic did they talk about; to what extent was the post strong, viral, and reachable; which platform 

was used to express the viewpoint and its value; and finally, who are the main influencers. 

2.7.2 Marketing Reputation 

The second stage to have a good reputation is marketing reputation. The stakeholders depend on the 

information available about a destination to form their opinion. This applies whether they gain such 

information from direct interaction with the destination, various media outlets or other forms of 

monitoring (Fombrun and Shanley, 1990). Arguments put forward by Yoon et al. (1993) claimed that 

there are two ways to market reputation: effective communication between marketers and customers, 

and the diffusion of positive WOM. Thus, the destination has the responsibility to update information 

available about itself on different sources to enhance its reputation. These general principles have not 

been changed by the rise of the internet. A destination can keep its information up to date by launching 

effective marketing campaigns offline and online, utilizing the latest communication technology to 

effectively interact and communicate with current and potential travellers. This encourages consumers 

in different destination facilities and attractions to share their experiences, by putting their reviews 

online and finally utilizing the customer’s positive comments to influence potential customers. Which 

then direct the positive reviews to the review portals and any other important websites. 

2.7.3 Managing Reputation  

The last stage is managing reputation. Berens et al. (2011:77) argued that “increased global accessibility 

of information through the internet and other digital channels has increased the importance of managing 

a country’s reputation”. Gibson et al. (2006:16) mentioned that “Reputation management involves 

creating and defending positive public perceptions”. Reputation management is an attempt to influence 

the stakeholders’ perception of the business by managing the information available about it (Heever, 

2018). Online Reputation Management (ORM) is about managing the online information available about 

the business in order to keep positive online sentiment. Portmann et al. (2015:93) mentioned that 

“Online reputation management is the task of monitoring, addressing, or rectifying undesirable or 

negative mentions on the Web”. While Jones et al. (2009:934) stated that “On-line reputation and 

branding management is the process of positioning, monitoring, measuring, talking and listening as the 

organisation engages in a transparent and ethical dialogue with its various online stakeholders”.  

Failure in managing online reputation will always fire back. Vartiak (2015) presented some examples 

of ORM failure. The first example is of ‘Amy’s’ baking company. The company perceived law rating 

review, thus they offended the reviewer. The incident was highlighted in the news and it influenced their 

reputation badly. The second example is for ‘Nestle′’ when they received a few negative comments, and 
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instead of handling the issue, they ignored them completely. As a result, various online communities 

start sharing a modified and sarcastic version of their logo, and being aggressive with the company and 

forcing them to shut down all their social media accounts. Abramyk (2016) gave an example of 

‘American airlines’ as they sent an automated response to a disgruntled consumer saying “Thank you 

for your support” which was not suitable in that instance.  

Managing reputation is not restricted to the corporation; it is now extended to countries. The process 

has a substantial role in creating competitive advantage, consequently, countries should be able to assess 

and manage their reputation effectively (Passow et al., 2005). The development of information 

technology and the wide range of information available online has enhanced the necessity of countries 

reputation management. Through the internet, news spreads in a few minutes and may result in a change 

in the public’s perception (Berens et al., 2011). Managing reputation is crucial, especially in the era of 

information technology. As any news, positive or negative, real or fake can spread out and reach millions 

of users around the world in no time, and it may have a substantial influence on their perceptions and 

beliefs.  

It is pivotal that all countries manage their reputation especially developing countries as they are striving 

to attract more investment to their nations (Berens et al., 2011). Managing tourist destination reputation 

should be of special interest especially for the countries which are relying on tourism as a major 

economic pillar, for instance, Egypt, as the tourism sector is a central source of the national income. 

Some destinations have dedicated their resources to enhance or change public perception, and they 

succeeded. For instance Spain, they succeeded to change the British and German perceptions of their 

destination from cheap destination to advanced cultural ones (Berens et al., 2011). Saxton (1998) argued 

that reputation should be managed at both times of success and crisis, an approach that will enhance the 

viability and long-term prosperity. Also, the prevalence of UGC in tourism and its immense impact on 

travellers decision making (Kennell and Rushton, 2015) results in it being crucial with the process of 

ORM as an everyday task (Baka, 2016).  

Arguments presented by Amigó et al. (2012) suggested that the process of reputation management is 

split into two major stages. The first one is monitoring, which means regularly reviewing what is being 

published online regarding the destination including general information, news, or reviews and detecting 

any potential threat that may affect the reputation. The second stage represents profiling, which means 

periodic analysis and evaluation of the destination’s online reputation as it develops from online 

information, news, and reviews. Fombrun (2007) mentioned that the process of managing corporate 

reputation requires good acknowledgement by the business managers of the importance of having a 

favourable reputation. It also requires an adequate understanding of the process itself, which means the 

quality of reputation lists and the evaluation criteria.  
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Fombrun (2007) also claimed that in order to track reputation; five steps should be followed. First, the 

reputational landscape should be identified, which means that the business should determine the lists 

where they have classified and the lists that they have not mentioned, while it should be. Second is to 

examine the change in the business ranking over time, as any change gives an indicator to the shift in 

the stakeholder’s perception. Third, benchmark the business against competitors, as reputation is a 

relative construct and comparison is essential to understand whether the changes affect the whole 

industry, or only influence the business. Fourth, the business should understand the importance of the 

different reputation lists, where it is getting published and circulated, in order to precisely define its 

influence on the stakeholder’s viewpoints. Finally, review the evaluation criteria, as the business must 

understand the methodology used to generate the list, so they can define ways for ranking improvement.  

A conceptual model has been proposed by Baka, (2016) in order to shift Fomburn’s five steps to manage 

online reputation in the tourism sector. TripAdvisor was taken as a case study to develop the model. In 

the first stage, the business should understand what is being said online. She presented a few different 

tools which could assist during this stage, for instance, Google analytics, and Google alerts. Moreover, 

the phase should include monitoring of web 2.0 sites. In the second phase, Baka suggested that based 

on the data collected, reputation is changed from time to time, it is neither consistent nor asset, 

particularly while discussing ratings and ranking lists. She added that the tools mentioned earlier can be 

used to monitor the change. She also mentioned that managers must understand how web 2.0 encourages 

users to share their experiences. Furthermore, she clarified that the managers' reviews are alongside the 

traveller’s reviews; consequently, they both get the same publication. In the third stage, the business 

should compare their performance and rank to their competitors. In the fourth phase, while the business 

is supposed to understand the criteria for ranking, Baka (2016) mentioned that TripAdvisor did not share 

the ranking criteria; however, there were several attempts by writers and bloggers to clarify the mystery 

of the process. She has also mentioned that TripAdvisor has its own system in order to detect counterfeit 

reviews. The final stage is considered as an additional one, which is to enhance the reputational score. 

As the managers should work towards exceeding the customer’s expectation, and encourage them to 

share their experiences, considering that the use of online platforms has accelerated the spread of 

reviews. 

2.8 Reputation Crisis in the Tourist Destination 

A crisis is a sudden and adverse event which poses a financial and reputational threat to the entity 

Coombs (2007c). Crises may threaten the public safety, and directly cause financial and reputation losses 

(Coombs, 2007b). Crises may cause damage to an entity’s reputation including an institution, 

destination, or organization as it gives the public reasons to think negatively about it. Beirman (2016:4) 

described the tourism crisis as “an event or set of circumstances which can severely compromise or 

damage the marketability and reputation of tourism business, its brand or an entire tourism destination 

region”.  



 

27 
 

Generally, reputation crisis consists of three forms: victim crisis, accidental crisis and preventable crisis. 

In the context of destination reputation, victim crisis means that not only tourists but also the destination 

itself is a victim of the crisis as it usually caused by forces outside of the destination’s control mainly 

cases of natural disasters (earthquake and tornado) or political/ social events (armed conflicts, wars, riots 

and strikes). Accidental crises denote that the destination and its management actions can lead to the 

crisis inadvertently, such as food poisoning, fires, and explosions. It normally reflects the neglect of the 

governments and the tourism authorities. In contrast, a preventable crisis suggests that the destination 

actions or lack of action lead to the crises and despite the knowledge that it will harm the destination it 

is still allowed it to happen such as law violations, customer discrimination, high prices to low-quality 

services and products (Coombs, 2007c, Mingchuan, 2015).  

Mingchuan (2015) argued that a tourist destination reputation crisis may affect the destination negatively 

in some respects. Notably, as the spread of negative information about the destination harms the tourist 

destination image (Ritchie et al., 2004, UNWTO, 2011, Mingchaun, 2015), this, in turn, decreases the 

number of tourists, and destabilises tourism investment (Mingchuan, 2015). On the other hand, an 

adequate and quick response through crises communication and marketing strategies will help minimize 

these risks and maintain the tourist destination image and reputation (Mingchuan, 2015, Ritchie et al., 

2004). In order to give this response, there should be an overall evaluation of the situation, efforts to 

define the crisis type and degree, and finally select the crisis management strategy that could be used to 

overcome the situation (Mingchuan, 2015).  

2.9 Theoretical Approach to Handle Reputation Crisis. 

Coombs (1995) mentioned that in order to manage crisis, an understanding of the public perception 

should be done based on attribution theory, which suggests that public evaluation consider three main 

dimensions; ability of the business to control the crisis reasons, the stability of the crisis which means it 

is there all the time or it differs from time to time, and finally crisis locus either inside or outside the 

business. In other words, there should be adequate understanding of the crisis nature, in order to select 

the right crises management strategy, which will have a direct influence on reputation, image, and 

market share (Coombs, 2007a). Despite that Crises have a severe influence on reputation; selecting the 

right strategy to handle, may help in controlling negative effects, and save reputations (Coombs and 

Holladay, 2002). 

Situational Crisis Communication Theory (SCCT) was introduced by Coombs (2007a) as a response 

mechanism for reputational crises. It is mainly based on attribution theory and it is suggested that for it 

to respond well, an assessment of the situation and the reputational risks attached should be undertaken. 

Coombs (2007a:137) clarified that there are “three factors in the crisis situation that shape the 

reputational threat: (1) initial crisis responsibility, (2) crisis history, and (3) relationship history/prior 

reputation”. Crisis managers and marketers should be clearly identifying to what extent the public 
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understands that the business activities and attitudes are the main reasons for the crisis. The more the 

business responsibility, the worse the influence of the crisis on reputation (Coombs and Holladay, 2002, 

Coombs, 2007a). Business responsibility depends mainly on the crisis type. In victim crises, the 

responsibility is very low, while it is medium in the cases of accidental crises and high in cases of 

preventable crises. There should be an assessment of the business history with such a crisis, as having a 

similar crisis before, increases the damage effects. Finally, assessing the business relation with 

consumers, as having a good consumer relationship and good history may reduce the negative influence 

that the crisis has on reputation. Coombs (2007a) suggested that based on the reputation risk that is 

attached to the crises, the managers should define the response strategy, once the risk increases, the 

managers should show more responsibility to the situation.  

There are several response strategies that managers can adopt. i) Offending the reporter: through 

attacking the person or the organisation that reported the existence of the crisis.  ii) Ignoring the situation: 

in case the manager does not believe in the existence of the crisis. iii) Making excuses: as an endeavour 

to reduce the business responsibility. iv) Victimization: through explaining to the general public that the 

business is also a victim. V) Justification: to reduce the crisis harm effects. vi) Ingratiation: reminding 

stakeholders with the business good history. Vii) Corrective actions: fix the damage and protect the 

business against the occurrence of any future crises. Viii) Full apology: showing full responsibility for 

the incident, apologise to the audience and ask them for forgiveness (Coombs and Holladay, 2002).  

Crises communication and marketing is an essential part of the crises management strategy, which has 

the power to mitigate or enhance the situation (Ritchie et al., 2004). As media can convert a routine 

problem to a crisis (Keown-McMullan, 1997). Media has time limits to find the required information 

and if they cannot find it through official sectors, they will look for other substitutes even if they are not 

accurate. Hence, it is the business responsibility to provide accurate information to the media on time 

(Ritchie et al., 2004). The crisis communication strategy function is to provide stakeholders with 

accurate and up-to-date information about the incident in order to protect the business image  (Ritchie 

et al., 2004). 

2.10 Egyptian Tourist Destination  
Egypt was used in this research as a case. Egypt, with its 7000 years of history can, in various ways, be 

considered the oldest existing tourist destination. In its recent history, it can be seen as a macro 

destination consisting of micro-elements such as Sharm El-Sheikh, Cairo, Hurghada, Alexandria, Luxor, 

and Aswan (Eraqi, 2007). Tourism is a major economic sector in Egypt and a primary source of foreign 

income. However, despite the variety of the Egyptian tourist product, tourism in Egypt has proven to be 

volatile. In January 2011, the Egyptian revolution took place where millions of Egyptian protesters 

turned out in many governors from different social classes and religion backgrounds demanded the 

overthrown of the president. The capital city ‘Cairo’ was described at the time as a hotspot. 
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Consequently, tourist arrivals have dropped dramatically from 14.7 million in 2010 to 11.5 million in 

2012 (OECD, 2014). In June 2013, Egypt had a second wave of revolution that resulted in the 

overthrown of the president for the second time. As a result, the tourist arrivals have dropped again to 

9.9 million in 2014 (OECD, 2016), then to 5.4 million in 2016 (OECD, 2018). As a consequence, hotel 

occupancy has decreased from approximately 73 per cent in 2010 to some 44.5 per cent in 2012 (Central 

Bank of Egypt, 2012), subsequently to 31 per cent in 2016 (Puri-Mirza, 2019), resulting in the closure 

of a significant number of hotels. Inevitably, tourism revenues have reduced from $12.5 billion in 2010 

to $7.5 billion in 2014 (Egypt State Information Service, 2015). Certainly, the unstable political 

circumstances prevailing after the two Egyptian revolutions is one of the main reasons. However, there 

is a slight doubt that the international media has been a major negative influence in affecting Egypt’s 

reputation as a safe destination. Any incidents in Egypt seem to generate rapidly issued travel advisories 

from different countries advising their citizens not travel to Egypt as it is not a safe destination.  

In 2017, the tourist arrivals started to increase once again to reach 8.19 million, and then 11.34 million 

in 2018 (Statista, 2019). Consequently, the hotel occupancy rate has increased to 34 per cent in 2017. 

The tourism revenues have increased from 3.3 billion in 2016, to 4.4 billion in 2017, then to 9.8 billion 

in 2018, and then to 12.57 billion in 2019 (Central Bank of Egypt, 2020). So, there is a case to be made 

to find out how Egypt’s reputation as a viable tourist destination has been positively changed, which 

results in an obvious increase in the tourist arrivals and tourism revenues, and also to find out if the 

online marketing mechanisms affected this reputation transformation.  

There were some other reasons that supported using Egypt as an example case for addressing one of the 

research objectives “assessing the effectiveness of tourist destination approaches towards online 

marketing channels” of this study. First, Egypt is the researcher’s country of origin, which means easy 

access to participants. Also, the researcher was on a funded scholarship from the Egyptian government, 

so the researcher thought it will be fruitful to apply the research in the context of the Egyptian destination 

to understand the situation and offer some recommendations to improve the Egyptian destination 

position in the international market. Considering that the Egyptian destination is going through a lot in 

terms of its reputation, especially in the online sphere. In Egypt, the DMO officially responsible for 

marketing Egypt as a tourist destination is the Egyptian Tourism Authority (ETA). “The ETA is 

responsible for promoting inbound and domestic tourism. It manages the development and 

diversification of the tourism product, both regionally and internationally, and is working on creating a 

new Egypt tourism brand” (OECD, 2014:n.p.). 

2.11 Chapter Summary  
This chapter aimed to cover the reputation literature review. At the start, the chapter discussed corporate 

reputation and then moved forward to tourist destination reputation. Also, the chapter clarified the 

differences between corporations and tourist destinations and between image, identity, brand, and 
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reputation concepts. Furthermore, the chapter highlighted the e-reputation concept, and how reputation 

is presented online in the form of eWOM, and UGC. Likewise, the chapter revealed the journey of 

having a good destination reputation which is a three-stage journey; developing (building) reputation, 

marketing reputation and managing reputation. In addition, the chapter highlighted the reputation crises 

concept and the different types of reputation crises and finally, the chapter ended with discussing the 

theoretical approaches to handle the reputation crises and the importance of communication and 

marketing in the reputation management strategy.   

The next chapter covers online marketing and its importance to tourism destinations. Also, the chapter 

discusses the different online marketing channels, its mechanism and importance to tourism 

destinations.  
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CHAPTER THREE:     ONLINE MARKETING 

3.0 Overview 
This chapter aims to review literature on online marketing. The chapter highlights the importance of 

online marketing to the tourist destination, the challenges to develop online marketing strategies, and 

sheds light on the common online marketing channels and their mechanisms.  

Marketing is one of the crucial management tasks for any tourist destination. An effective marketing 

strategy may guarantee, to a great extent, the success of the destination. The rapid progress of the internet 

has had a strong influence on travellers’ behaviour. As the internet has become the primary tool to search 

for travel-related information, compare multiple destinations, book holidays, share experiences, and 

communication. Tourism is an information-intensive industry (Buhalis, 2000, Gretzel et al., 2000). 

Online information is a major determinant in the travel decision making process in almost all travel 

markets (UNWTO, 2011). As a result, it has become necessary for destinations to engage in the online 

world, to adopt the latest technologies in order to satisfy the traveller’s needs, and boost their 

competitiveness, as competitiveness is one of the main determinants of success (Kozak and 

Rimmington, 1999). Technology has revolutionized the way of conducting marketing, as it supplies 

marketers with new tools to understand their customers, enabling them to communicate with them and 

customize products and services to fit customer’s individual needs (Kotler and Armstrong, 2010). 

However, applying new technologies gives arise to opportunities, as well as to threats to DMOs, and 

generally, DMOs face numerous obstacles while setting up their online presence. One of these obstacles 

arises from trying to fit online strategies within the existing ones, whereas new strategies and models 

should be introduced to manage the changes (Gretzel et al., 2000).  

Recently, technology has become easily accessible to everyone, which means that using technology 

does not guarantee competitiveness. The key determinant to success is how DMOs can integrate these 

technologies with the destinations overall strategy (Gretzel et al., 2000). Despite the DMOs having to 

adopt new technologies, they should not consider the new technology as just an alternative to the existing 

method of conducting business. It should be used to introduce innovative ways to do business to 

establish value and boost the consumer experience. As a result, adapting technology should not be 

considered as a tool to reduce the cost, but a tool that generates revenues (Gretzel et al., 2000, Gretzel 

et al., 2006). It is also a challenge for many destinations to follow up the changes in technologies, due 

to lack of financial, human, and technological resources (Gretzel et al., 2000). 

The overreliance on technology led to the growth of surveillance capitalism. Surveillance capitalism 

considers people’s experiences as a free source for behavioural data. This data can be used for improving 

the products and services provided. Also, it can be used as a raw material to support machine intelligence 

which helps in predicting what people do now, and in the future. Surveillance capitalists have increased 
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massively from these trading operations, for many businesses are eager to lay bets on the future 

behaviour of customers (Zuboff, 2019). 

Digital, online, and internet marketing are all used interchangeably to describe the process of marketing 

products and services through the internet, while there are slight differences between these expressions. 

Digital marketing is “an adaptive, technology-enabled process by which firms collaborate with 

customers and partners to jointly create, communicate, deliver, and sustain value for 

all stakeholders” Kannan and Li (2017:23). Digital marketing is the umbrella that includes marketing 

through all digital channels (online and offline) and devices, and it is not limited to the internet such as 

mobile and multimedia marketing. Online marketing and internet marketing are almost the same, as both 

could be considered as a type of digital marketing which engages with the internet like search engines, 

social media, email marketing etc. Online marketing is defined as “Efforts to market products and 

services and build customer relationships over the Internet” (Kotler and Armstrong, 2010:508). Online 

marketing enables communication and direct interaction between buyers and sellers, harmonious 

transactions (Parsons et al., 1998, UNWTO, 2011), and personalization of products and services 

(Parsons et al., 1998). It also supports the business brand and enhances brand awareness. Moreover, it 

facilitates engaging with consumers on an individual basis. It allows accessibility to vast amounts of 

information regardless of the users' location at almost no cost, no time constraints, and in user-friendly 

environment (UNWTO, 2011). Thus, online marketing perfectly fits in with the tourism industry 

because of the special nature of its products and services, its reliance on information availability and the 

possibility of conducting online transactions (Parsons et al., 1998).  

Online marketing presents a challenge to any business, as it requires technical expertise in order to build 

the online infrastructure and to develop the right content (UNWTO, 2011). Once the online material is 

uploaded on to the online space, it is available to its target audience, which means that the online 

marketers must observe in great details the accuracy, and trustworthiness of the information. The online 

marketing strategy should work in harmony with the overall marketing strategy of any destination 

marketing organization (DMO) even if it represents a city, region or a country (UNWTO, 2008, 2011). 

Parsons et al. (1998) clarified the five steps to be adhered to guarantee the success of the online 

marketing strategy. First attractiveness, the internet is a pull medium which means that the customers 

are the initiators, they have to go online and search for information. Thus, the online channel should be 

attractive to get more traffic. Second engaging, the core of online marketing is not only driving traffic 

to the business channels but also to have a high level of engagement. In order to do so, the channel 

should be using innovative, and interactive media, and adequate content. Third retaining, this means 

gaining the users’ loyalty, so they are visiting the online marketing channel again in the future. Fourth 

learning, the use of online marketing enables marketers to better understand their consumers’ 

demographics, behaviours, and preferences. Finally relating, which means that based on the previous 

steps, online marketers can personalize their products and services to better fit their consumers.  
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VisitBritain campaign is a good example of how countries are promoting for their destinations, and 

creating positive destination image through a marketing campaign that is a customer-focused and 

through relying basically on content, digital, and public relations (British Tourism Authority (BTA) 

Annual Report, 2019). VisitBritain does not only support the tourism industry, and its expansion, but 

also, it supports other sectors through having a solid source of information and positive image of the 

whole country (British Tourism Authority (BTA) Annual Report, 2015). VisitBritain contributed to 5% 

increase in the tourism arrivals in 2017 (British Tourism Authority (BTA) Annual Report, 2019). 

3.1 Online Marketing Channels 

An effective online marketing strategy is underpinned by appropriate channels to achieve marketing 

goals. In this section, each of the channels used in the business arena will be discussed showing the 

advantages and disadvantages of each one. Figure 3.1 summarizes all these channels in regular use at 

present based on the literature review. 

Figure 3.1 Online Marketing Channels. 

 

3.1.1 Website 

The internet has reshaped the travel industry. Websites facilitated cutting off the intermediaries between 

the travellers and destinations. Websites allow destinations to directly communicate with current and 

potential travellers, share information, promote the destination, and influence their decision-making 

process (Standing et al., 2014). In order to support the decision-making process, the destination must 

have a positive image. As destinations provide intangible products, the images (pictures) available on 

the destination website could be important to encourage travellers to make the decision to visit (Gallarza, 

Saura, and Garcıia, 2002, Govers et al., 2007). Hence, having a positive destination image is a basic part 

of the destination marketing strategy (Lawson and Baud-Bovy, 1977).  

The business image depends on the customers’ impression of the business which can be built or lost 

based on the perception they have of the business website (DeChernatony and Christodoulides, 2004, 

Bravo   et   al.,   2009) and its identity (Van Riel and Balmer, 1997, Balmer and Wilson, 1998, Foroudi 

et al., 2014, 2016). This means that having a good website positively influences the business identity 

(Foroudi et al, 2018), image (De Chernatony and Christodoulides, 2004, Tran et al., 2015, Foroudi et 
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al., 2018), and reputation (Braddy, Meade, and Kroustalis, 2008). Foroudi et al., (2018) suggested that 

through the website the destination can highlight its unique and distinctive features which will result in 

having a solid identity. Also, the website is a key tool to build a favourable destination image in the 

customers’ mind. In addition, having a good website will have favourable influence on the customers’ 

perception (Braddy, Meade, and Kroustalis, 2008). As the internet usage has increased widely, and 

websites become the window to perceive the world (Nguyen et al., 2016). 

The development and use of websites is the most common and important online marketing tactic. The 

website is the business place on the Internet. In the online world, the website is the channel that the 

business can fully control (Ryan and Jones, 2009). The main purpose of all channels is explained 

extensively later in this chapter but in short, it is to drive traffic to the business website. There are two 

major types of websites; first, corporate or brand website which may be considered the basic type. This 

type of website is designed to inform customers of the latest news, products, and create excitement about 

the company’s services and products. Second, marketing websites which are designed to interact with 

customers in order to convert the website traffic into purchasing decisions (Kotler and Armstrong, 2010). 

As conversation is the major success factor in the online marketing world hence the website's role should 

not simply stop at providing information about the business to customers, but it should also be seen as 

a primary tool to achieve the conversational goals: online queries, subscribing to an online newsletter 

and making online purchases. 

Gretzel et al. (2000) proposed that the effectiveness of a website can be measured through the number 

of users who are asking for more information both online for instance online chatting, emails or offline 

like calling customer services; and the number of customers who are revisiting the website. Moreover, 

the website features are determinants to its success; the accuracy, and comprehensiveness of 

information, interactivity, and ease of the website navigation (Gretzel et al., 2000, UNWTO, 2011) and 

these features enhance the online experience. As consumers are looking for not only information, but 

also an entertaining experience, and interaction (Schlosser et al., 1999). If the website does not meet the 

traveller's expectations and does not offer them the experience that they are looking for, the website 

cannot retain them, and the travellers will look for a better substitute to satisfy their needs. Consequently, 

website developers have to consider the travellers' expectations while designing the website and its 

content (Gretzel et al., 2000). As recorded by Ryan and Jones (2009) in order to have an effective 

website, certain steps should be followed. Figure 3.2 illustrates the steps required to have an effective 

website. 
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Figure 3.2 Steps to have an Effective Website 

 
Source: (Ryan and Jones, 2009) 

 

In the tourism domain, the DMOs official website is used as an instrument to supply potential and current 

travellers with destination-related information, support the destination brand, convince potential 

traveller to visit, promote the destination’s products and services, and it also serves as a platform for 

information exchange amongst all stakeholders (Fernández-Cavia et al., 2014). Furthermore, DMOs 

official website has an immediate bearing on the destination image (Jeong et al., 2012). From the 

travellers perspective, Jeong et al. (2012) mentioned that a large segment of travellers relies on 

information that is available on the destination website to make travel decisions. Consequently, DMOs 

have to give special attention to the process of designing the website content. The content should be 

attractive, up-to-date, and accurate (Gretzel et al., 2000). The website has to stimulate the customer’s 

curiosity to have more information about the destination and for them to arrange a visit (Litvin et al., 

2008). Whilst travellers search for travel-related information, travel portals can be considered as a 

gateway for the destination website. For this reason, the destination website must have a good presence 

on these online portals (Gretzel et al., 2000).  

In 2014, the United Kingdom introduced VisitBritain as the official place website for the United 

Kingdom. Which means that VisitBritain becomes the primary source of travel related-information for 

travellers and residents as well (British Tourism Authority (BTA) Annual Report, 2015). Tourism 

stakeholders appreciate the role of the destination website. Most of existing literature discusses the 

features of a good website including Kaplanidou and Vogt (2006), Romanazzi, Petruzzellis, and 

Iannuzzi (2011). However, more studies should focus on how the place website shapes the destination 

identity, and influence its image, and reputation which will result in more visits and referrals, and 

revisits.  

 

 

Plan
•Define the aims of having a website, the target audience and their needs, how they
will find the website and an action plan.

Lay Out
•Start designing the website; information available, colours and navigation tools.

Develop
•Construct the actual website pages according to the approved design.

Test
•Make sure that everything is working successfully.

Publish
•Put the website on the internet to be available for audience.



 

36 
 

3.1.2 Social Media Marketing (SMM)   

Social media (SM) or Consumer-Generated Media (CGM) has modified the marketing paradigm from 

a monologue to a two-way dialogue (Doherty, 2015). Ryan and Jones (2009) identified social media as 

any software or service that is used to connect users together in the online world to communicate and 

share the information which could include text, audio, video, and documents. While Blackshaw 

(2006:n.p.) mentioned that CGM is “media impressions created by consumers, typically informed by 

relevant experience, and archived or shared online for easy access by other impressionable consumers”. 

Blackshow and Nazzaro (2006:2) defined CGM as “a variety of new and emerging sources of online 

information that are created, initiated, circulated and used by consumers intent on educating each other 

about products, brands, services personalities and issues”. While Kaplan and Haenlein (2010:61) defined 

SM as “a group of internet-based applications that build on the ideological and technological foundations 

of web 2.0, and that allow the creation and exchange of user-generated content”. As stated by Roberts 

and Zahay (2012) SMM means utilizing SM platforms to reach and interact with customers with a 

review to achieve the marketing and businesses objectives.  

SM or CGM refers to any eWOM platform, for example, social networking websites (e.g. Twitter, 

Facebook, etc.), blogs, vlogs (video blogs), individual’s websites, posting in public online discussions 

(boards/ forums), and consumer rating websites (e.g. TripAdvisor) (Blackshaw and Nazzaro, 2006). 

Despite this, SM represents a new opportunity for marketers, as SM/ CGM could be used as marketing, 

customer engagement, and customer service tool. However, this approach has its challenges as well. 

Portmann et al. (2015) mentioned that SM influences the stakeholders' perception of the business. As 

SM is a mix of thoughts, opinions, emotions and facts that have been created and shared by customers, 

this requires marketers to analyse it regularly to act on customer feedback to enhance their products and 

services. But concurrently, these opinions may be based on real experiences or unfounded rumours that 

may harm the business as other customers cannot differentiate between them. Also, Carroll (2015) 

mentioned that consumers may use SM platforms to report the business failures to meet their expectation 

or keep their promises which may lead to reputational damages.  

Any business must have a presence on SM platforms, as it gives a chance to businesses to directly 

communicate with current and potential customers at a low-cost (Mangold and Faulds, 2009, Kaplan 

and Haenlein, 2010). However, it is almost impossible to cover all SM channels thus, it is important to 

define the right platform based on the target audience (Kaplan and Haenlein, 2010). In order to succeed 

on social media, the business must first understand how it works, and how it can be used to reach the 

business targets. Therefore, being active is crucial, as SM is based on sharing content with followers, 

and communicating with them. After that, the business has to consider the content shared, as it must be 

interesting, up-to-date, and relevant to what they are looking for. Finally, the business should be genuine, 

and follow up the rules of SM (Kaplan and Haenlein, 2010).  
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SM may come up with different opportunities as well as challenges to the business reputation and brand 

(Jones et al., 2009, Laroche et al., 2013). Amongst the major challenges that SM faces is that anyone 

can publish any information without having knowledge, and this information spreads out to reach 

millions of users (Williams and Buttle, 2014). In case this information has negative content related to 

the business, it may result in damaging the business reputation, and trade name (Steinman and Hawkins, 

2010). In addition, the use of SM may have an impact on the trust, privacy, and data security issues. 

Nadaraja and Yazdanifard (2013) mentioned that the business must have measures in place in order to 

reduce their exposure to liability for data use and protection. Also, SM requires intense time investment; 

as it is an interactive marketing channel that requires handling customers feedback in real-time (Nadaraja 

and Yazdanifard, 2013). Moreover, it is hard for the business to protect its trade name and mark on SM; 

as it could be easily imitated. Consequently, mix of offline and online marketing promotion is always 

preferable to protect the business intellectual property (Steinman and Hawkins, 2010).  

Despite the importance of social media, not all DMOs worldwide are fully utilising it for building a 

strong relationship with their actual and potential travellers. “Social media shifted power to customers 

and so they are no longer passive recipients of destination brand messages; rather, they are the brand” 

(Jucan, Jucan, and Rotariu, 2013:1672). The effectiveness of the traditional marketing channels has 

declined in the last few years, and more importance is given to the channels that allow two-way 

communications with the target audience, and support dynamic communication. As SM became the 

primary tool to share the travel experiences and travel-related information, DMOs have to satisfy the 

target audience needs through providing them with value-added information and services. SM fits 

perfectly with the tourism industry due to its special nature. As travellers would prefer and trust UGC 

than the one created by the destination or any related tourism business (UNWTO, 2011, Lim et al., 

2012). SM is used before, throughout and after the trip. Normally, SM is used before the trip as travellers 

like looking at others’ travel experiences especially while preparing for their own trips and to choose 

their destinations. It is used during the trip to maintain contact with family and friends and finally used 

after the holiday to share their travel photos and experience with their peers (Fotis et al., 2012, Litvin et 

al., 2008). Many DMOs turn to social media as a relatively low-cost and global reach marketing tool. 

DMOs has to listen carefully to their customers and handle their complaints to avoid any negative UGC 

(Kietzmann et al., 2011). Negative UGC has the power to destroy the business, if not handled 

appropriately. DMOs must have a clear SM strategy and this strategy must be incorporated with the 

overall marketing strategy to achieve their strategic goals. SM influences the destination brand (Lim et 

al., 2012), and destination image (Molinillo et al., 2017). Furthermore, the trustworthiness of travel-

related information available in SM is more than the information available from other different sources 

(Fotis et al., 2012). There are several SM platforms, for instance, Twitter, Facebook, Slideshare, 

YouTube, Instagram, TripAdvisor, Blogs, Wikipedia, Flickr, and MySpace, however, there is no 

methodology for classification  (Kaplan and Haenlein, 2010). Discussed below are the most common 

SM platforms: 
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3.1.2.1 Blogs 

The term Blog was coined by Jorn Barger 1997, it is a mix of words “Web-Log” (Paquet, 2002). Kotler 

and Armstrong (2010:511) defined blogs as “online journals where people post their thoughts, usually 

on a narrowly defined topic”. “It is a type of website. It allows the owner (the blogger) to write web 

pages (posts) and make them available in reverse chronological order. Most blogs are public, but many 

companies have internal blogs for staff to read, create, write and add content to” (Phillips and Young, 

2009:12). Although the blogs are managed and controlled only by the publishers, it includes a high level 

of interactivity through feedback, and comments (Kaplan and Haenlein, 2010). Some marketers have 

perceived blogs as a social media tool and others have perceived them as a public relations tool.  

There are many travel blogs with different formats and focus for instance; Travelblog.org and 

Travelpost.com. Travel blogs are a source of marketing information. Travel blogs have a direct influence 

on travellers’ decision making, and destination images (Wenger, 2008, Xiang and Gretzel, 2010). Blogs 

can be utilized to create eWOM in the tourism industry, through inviting established bloggers in the 

targeted markets for familiarization trips to the destinations and supporting them with all materials 

required to encourage them to blog positively (Litvin et al., 2008). Furthermore, the tourist destination 

can create its own blog to communicate, engage and update customers with its latest news, events, and 

services. 

3.1.2.2 Twitter 

Twitter is an essential channel for DMOs as it is used during different travel stages. Dwivedi et al. 

(2011) found that 50 out of 81 NTOs use Twitter as a marketing tool for their destinations. Kim et al., 

(2013) mentioned that Twitter is one of the top three most used platforms by hotels and restaurants in 

the United States. It can be used to examine the eWOM, as it could be used to gather qualitative 

feedback, and conduct competitive benchmark (Xiang et al., 2014). According to research conducted 

by Twitter (2014) it showed the following:  

 50 per cent of users express that Twitter affected their ideas about travel brands. 

 Approximately 33 per cent of users log into Twitter before or after their Trip. 

 39 per cent of users access Twitter during their Trip. 

 20 per cent of users share their travel experience. 

3.1.2.3 Facebook 

Facebook is in terms of popularity ranks number one in all SM platforms with about 1,550 million active 

users around the world in 2016  (Statisia, 2016). Facebook can be used to support businesses in various 

ways; getting more information about employees and customers, attracting more consumers, advertising 

the business image; and supporting competitiveness. It is also an effective marketing tool, as it enables 

DMOs to market for their destination through creating pages and groups (Stankov et al., 2010). 

“Facebook is one of the prime destinations for sharing life events and travel-related content. 52 per cent 
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of users surveyed said their friend’s photos inspired travel plans, and 76 per cent post their vacation 

photos to social networks” (Morrison, 2015:n.p.). Most tourist destinations have Facebook pages. A 

study by Dwivedi et al. (2011) found that 64 out of 81 National Tourism Organizations (NTOs) use the 

Facebook platform to promote their destinations. 

3.1.2.4 TripAdvisor 

The world’s most popular travel website, it helps travellers in different stages of travel. It allows them 

to reach millions of user-generated pages expressing customers’ opinions about a destination or specific 

tourist products, price comparison, ability to book a trip according to traveller preferences, and comment 

on the trip through their mobile device and the traveller can access information about attractions at the 

destination (TripAdvisor, 2015).  In 2016, TripAdvisor exceeded 390 million unique users (TripAdvisor, 

2016). Every minute, they have 200 new users (TripAdvisor, 2015). The role of TripAdvisor as a review 

platform has been changed over the time; from destination storytelling at the early performance to a 

consistent habit that most of the travellers go through while they are planning for their trips (Baka, 

2016). 

3.1.2.5 YouTube  

YouTube is a video-based platform that has been developed to allow users to upload/download videos 

and share them with others. Ten minutes of content is added to YouTube every second (Kaplan and 

Haenlein, 2010). YouTube has a substantial impact on forming the destination’s image. YouTube is a 

two-way communication platform, as it allows consumers, and the destination management team to 

communicate with each other, as well as, communicate with other consumers (Reino and Hay, 2016). 

Reino and Hay (2016) mentioned that YouTube and TripAdvisor allow users to share their travelling 

experiences and rate destinations, which mean that each user places a comment or shares his/her 

experience in a certain place, or rates a destination, is participating in the destination marketing. Dwivedi 

et al. (2011) found that 48 out of 81 NTOs are using YouTube to promote their destinations. 

3.1.3 Search Engines 

Search engines are the primary gateway for travellers to get travel-related information (Xiang et al., 

2008). “Search engines are developed to provide access to the huge amount of information on the 

Internet by crawling, indexing, retrieving, and representing relevant information for users based upon 

unique algorithms” (Xiang et al., 2013:4). Egri and Bayrak (2014) mentioned that search engines 

administer 93% of the online traffic, this figure demonstrates how important a search engine is in 

directing internet users to the right webpage. There are several kinds of search to use: news, images, 

maps, videos, books, and blogs. Google, Yahoo and Bing are the most popular search engines, being 

used daily by millions of people to find relevant information. According to the Travel Industry 

Association of America (TIA), approximately 64% of travellers depend on search engines to plan for 

their trips (TIA, 2004). Google was the pioneer of surveillance capitalism in thought and practice, as 
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Google relies on machine intelligence in order to understand and predict user interests, and preferences 

(Zuboff, 2019). 

Search Engine Marketing (SEM) is an indispensable component in any online marketing strategy (Xiang 

et al., 2008), and is used to describe the process of using search engines for the purpose of marketing a 

website. The Search Engine Marketing Professional Organization SEMPO (2004:n.p.) has defined SEM 

as “a form of Internet marketing that seeks to promote websites by increasing their visibility in search 

engine result pages (SERPs)”. “Search engine marketing (SEM) has become a strategic tool for 

destinations and tourism organizations to promote and advertise online. Due to the dynamic and 

constantly evolving relationships among travellers as information searchers, search engines, and the 

online tourism domain” (Pan et al., 2011:4). In the tourism industry, people are using questions of less 

than four keywords in order to look for the information needed, and most of those users are relying on 

the information available on the first page of the search engine. This means that only few webpages will 

be visible out of hundreds of potential webpages (Xiang, Wöber, and Fesenmaier, 2008). There are two 

types of SEM:   

The first one is the organic search, also known as Search Engine Optimization (SEO) which aims to 

improve the website ranking on the SERPs through creating websites with an efficient structure, good 

content and managing links to other sites (Pan et al., 2011). SEO is a technical process depending on 

the search engine algorithms and thus it is often carried out through online marketing agencies that 

specialized in SEO (Chaffey et al., 2009). SEO requires an understanding of the consumer search 

queries, creating relevant and up-to-date content, websites with good and friendly used structure, 

updated software, and links with other high-status websites (UNWTO, 2011). There are some benefits 

arising from search engine optimization, Jain (2013) mentioned that using SEO helps increase the 

visibility of the websites on the search engine and accordingly, to increase popularity. There is a positive 

correlation between the rank of a website on the SERP and number of visitors received, which means 

the higher the business ranking, the more visitors the business receives, which will improve the Return 

on Investment (ROI) through targeting visitors who are looking for particular services and products; so 

the potential of completing the purchase process is higher (Chaffey et al., 2009, Jain, 2013). 

Furthermore, it is cost-effective as the payment is limited to the optimization process and there is no 

payment for the search engine to be placed (Chaffey et al., 2009, Chheda, 2013). 

Despite all the previous advantages of search engine optimization, there are, however, several 

disadvantages. Complexity is the first one as the search engine takes into consideration hundreds of 

factors to order the websites in their organic list, at the same time these factors are not published (Chaffey 

et al., 2009). In addition, it is time-consuming as it may take months or even a year; to see the website 

ranking improved on a search engine results page (UNWTO, 2011, Chheda, 2013) and finally it is 

unpredictable in terms of when ROI will happen as it depends entirely on the search engine algorithms 

(Chaffey et al., 2009, Chheda, 2013). 
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The second type of SEM is paid search which means paying a search engine to be displayed and there 

are two main types of paid search. The first includes “paying search engine companies for inclusion of 

the site in their organic listings” (Pan et al., 2011:366). Whereas the second is Search Engine Advertising 

(SEA) which is also common with Pay-Per-Click (PPC), Paid Placement, and Cost Per Click (CPC) 

(Moran and Hunt, 2014). These tools mean paying search engines to buy a display position on the 

sponsored lists (Pan et al., 2011). Each one of the major search engines has its own program of PPC; 

Google has Google Adwords, Yahoo has Yahoo! Search Marketing, and Bing has Microsoft Adcenter 

(Chaffey et al., 2009). 

Paid search is considered more effective than other types of advertising, even though the advertiser is 

paying for a search engine but not paying to get the advertisement displayed, only paying when an action 

occurs (when the link is clicked) and a visitor has been directed to the website (Chaffey et al., 2009, 

Kumar et al., 2011). Also, a paid search is brand-supporting, as according to some studies, seeing the 

advertisements on the sponsored list helps improve product or service brand visibility even if the visitor 

has not clicked on the ad (Chaffey et al., 2009). From a technical perspective PPC is easier than SEO as 

the website position is only dependent on the website quality and the amount of money paid (Chaffey 

et al., 2009, Kumar et al., 2011), at the same time it is highly targeted as the advertisement is only 

displayed when a search keyword is closely relevant (Chaffey et al., 2009, Kumar et al., 2011). In 

addition, it is easy to calculate the ROI in comparison with the number of visitors. Finally, speed is a 

crucial advantage, as the advertisement will be listed on search engine advertising space in a few days 

(Chaffey et al., 2009). 

Notwithstanding all the above advantages of using paid search, there are still some notable 

disadvantages. For example, some search engine users do not trust the advertisers, so they do not click 

on the paid search advertisement. Also, it is not suitable for businesses with a limited budget and at the 

same time, configuring and managing paid search needs some technical knowledge (Chaffey et al., 2009, 

Aswani et al., 2018). Moreover, Berman and Katona (2013) mentioned that the outcome of using search 

engine advertising is not as high as the investment spent on it.  

3.1.4 Email Marketing   

Emails can be used as a Customer Relationship Management (CRM) channel to deliver commercial 

messages to target audiences. It is acknowledged as amongst the most effective online marketing 

channels as it is low cost, highly targeted, measurable, and customisable (Stokes, 2013). Email 

marketing is defined as “an e-mail sent to a customer list that usually contains a sales pitch and a call to 

action” (Ryan and Jones, 2009:134). It is divided into: 

 Outbound Email Marketing: handles emails which are sent from the organization to their 

customers to advertise the new products and encourage them to complete the purchase process 

(Chaffey et al., 2009). 
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 Inbound Email Marketing: handles emails received from the customer; answering enquires, 

asking for more information (Chaffey et al., 2009). 

Email marketing is cost-effective in comparison with direct mail (Litvin et al., 2008, Chaffey et al., 

2009) and is a very simple channel; templates are available and can be used without expertise. Also, it 

is easy to measure as it is supported with tracking tools that help businesses to know the number of 

receivers who have opened, ignored or reacted to the business message. At the same time, the business 

can personalize its email marketing campaign through tailored messages to fit the target audience (Ryan 

and Jones, 2009). However, customers’ preferences vary, so it is very hard to keep them all engaged 

with the marketing messages (Chaffey et al., 2009). Litvin et al. (2008) suggested that when sending 

multiple emails, the business has a higher potential to reach new consumers. 

Litvin et al. (2008) suggested a strategy to support eWOM in the tourism sector through using emails. 

First, marketers must have an email list for the target audience, and then it will be easy to send them 

regular newsletters, promotions, sales, and events. There are three methods to acquire such lists: 

1. Build an opt-in list through which people who voluntarily give their email addresses either 

offline or online. This is considered the best method as it reflects the customers who are 

interested to receive the latest news; 

2. Buy an email list according to demographic and/ or geographic information through a list 

provider or; 

3.  Rent an email list which means that the business does not own the list, and cannot see the email 

addresses, the business emails are sent by the list provider.  

The second and third methods of getting email lists are not sufficient; it does not reflect the customers 

who have an interest in the business products and/or services, the email marketing software does not 

allow using bought email list as it causes poor deliverability and may harm the business reputation 

(HubSpot, 2015). In the tourism sector, it is easy to grow an opt-in list as it is a compulsory step in the 

online booking process for airlines, hotels, car rental agencies and travel agencies websites. While in 

restaurants and different tourist destination attractions, guest cards should be distributed and guests 

should be encouraged to leave their email addresses through some incentives; welcome drinks, 

appetizers or future discounts (Litvin et al., 2008).  

The majority of users do not trust emails delivered to the spam folders and they do not open them, so 

while preparing for the email marketing campaign, email standards should be followed to assure that 

the email is received in the inbox folder. Also, the users should be encouraged to open the email and 

forward it to their friends and/or relatives (eWOM) through emotionalizing the email messages by 

including some elements of surprise, incentives or promotional codes (Lindgreen and Vanhamme, 

2005). Moreover, the email should include the provider website or a bulletin board to encourage 

customer’s interaction (Litvin et al., 2008).  
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3.1.5 Online Advertising  

The main focus of advertising is to deploy information about the business. Schlosser et al. (1999) 

clarified that disparities exist between traditional and online advertising in terms of managing 

advertising exposure. Traditional advertising is considered as a push medium for instance television or 

radio advertising. The marketer or the business has full control over the advertising exposure, so they 

can seize the consumer attention or interrupt them anytime while watching television, or listening to the 

radio. Online advertising is regarded as a pull medium. While browsing the internet, the user may see 

an advertising banner, but it is the consumer choice to select the time to find out more information about 

the ads. So, web users have a control over the process. Moreover, online advertising facilitates the 

interaction between the advertisement and the receiver (Gretzel et al., 2000). A definition of online 

advertising is put forward by Schlosser et al. (1999:36) as “any form of commercial content available 

on the Internet that is designed by businesses to inform consumers about a product or service”. From 

the literature, three types of online advertising are potentially identified:  

1. Display advertising, also known as banner advertising. This is an online paid advertising form 

used to transfer a commercial message through a graphical or media-rich advertisement 

(Chaffey et al., 2009). Display advertising does not appear in search results, it can be found on 

media or other sites that offer display ads.  

2. Search advertising which appears on the right-hand side of the SERP. The advertisers pay fees 

to search engines for every click on their adverts (Stokes, 2013); and finally 

3. Social Media Advertising (SMA) which is considered an ideal tool for advertising to reach the 

target audience based on their demographic information. Each one of the major social media 

platforms has advertising space which represents their primary revenue resource (Stokes, 2013). 

Online advertising is a highly targeted marketing channel; the advertisers have the ability to choose the 

site of the advertisement and at the same time, audiences can be targeted through their demographic 

information if they are registered on that particular site (Gretzel et al., 2000, Chaffey et al., 2009). 

Customizing the marketing message is fundamental to succeed in online advertising. Through the 

website cookies, online marketers can gain considerable information about the users. However, this 

information should be processed and used smartly to understand the consumers’ preferences (Gretzel et 

al., 2000). The development of the marketing tools makes it easy to measure the success of online 

advertising, through tracking the user’s steps on the internet. Therefore, it is easy for the advertiser to 

measure the result of the advertisement campaign, reach target customers, especially the younger ones, 

and generate an instant reaction through clicking on the advertising which leads to the business website 

and completion of a purchasing transaction in real-time (Chaffey et al., 2009).  

Online advertising enhances branding even with customers who do not interact with the advertisement; 

just seeing the name and logo located on the advertisement will enhance brand awareness. However, 

online advertising may cause damage to the brand reputation, if it is associated with bad content such as 
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racism, or gambling, particularly as it is difficult to control the content that the advertisement will be 

placed next to. Such incidences regularly receive media and news attention (Chaffey et al., 2009). 

Gretzel et al. (2000) highlighted that in order to fully utilize the internet capabilities and better reach the 

desired outcome, a mix of offline and online advertising should be used. 

3.1.6 Online Public Relations 

The Chartered Institute of Public Relations (2007:n.p.) identified public relations as “the determined, 

planned and sustained effort to establish and maintain mutual understanding between an organisation 

and its public. Also understood as reputation management”. The Public Relations Society of America 

PRSA (2011:n.p.) has defined public relations in a slightly different way, “a strategic communication 

process that builds mutually beneficial relationships between organizations and their publics”. Online 

public relations are about the utilizing of the Internet and digital technologies to communicate effectively 

with all stakeholders (Chartered Institute of Public Relations, 2007). Chaffey et al. (2009:385) defined 

online public relations as “maximising favourable mentions of an organisation, its brands, products or 

web sites on third-party web sites which are likely to be visited by its target audience”.  

Online public relations include several activities. First, it can be used as an online communication tool 

with media (Chaffey et al., 2009). As press releases can be published online through online magazines, 

emails, and different websites that are welcoming press releases that are well-written and useful for their 

target audience. Also, there are press release distributor websites that could be used to reach the target 

audience (Greene, 2016). Second, monitoring the brand presentation on different websites as passive 

public relations should be handled as a part of the whole ORM strategy. Third, online viral marketing, 

which could be considered as an independent online marketing channel, or an activity of the online 

public relations as it always includes the generation of eWOM (Chaffey et al., 2009). 

PR (offline/ Online) is one of the basic parts of VisitBritain. VisitBritain target the international media, 

and organize familiarization trips, in order to promote the country. Through the trips, they are showing 

the diversity of British destinations for instance; adventure, food, royalty and luxury amongst other 

things. British Tourism Authority  (BTA) Annual Report (2019) mentioned that the publications on its 

familiarization trips in 2018 provided access to more than 65 million opportunities for its target audience 

to see spectacular content. In 2017, VisitBritain successfully had 6500 pieces of press coverage (online, 

print, and broadcast) at different levels; local, regional, and international which demonstrated the latest 

tourism news, and reflected the diversity and uniqueness of the British destinations (British Tourism 

Authority (BTA) Annual Report, 2019) 
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3.1.7 Viral Marketing 

Viral Marketing, buzz marketing, or stealth marketing is the application of Word-of-Mouth (WOM) 

traditional marketing within the online world (Eckler and Rodgers, 2010) as customers share the 

products and services information and news with their peers through any online channels. Viral 

marketing is “any strategy that encourages individuals to pass on a marketing message to others, creating 

the potential for exponential growth in the message's exposure and influence” (Wilson, 2000:1).  

Dobele et al. (2005), Eckler and Rodgers (2010) noted its distinguishing features as being low cost, free 

customer-to-customer distribution, and high levels of trust as the marketing message transfers without 

any interference from the original source. Additionally, it is very flexible as different formats could be 

used for the marketing message as text, image, video or PowerPoint files, and at the same time different 

channels could be used to transfer the message for instance; YouTube, email, podcasts, and social 

networks (Woerndl et al., 2008). Kirby and Marsden (2006) noted that viral marketing can be used to 

enhance branding and increase brand awareness. Although it may be a risk as the message is being 

transmitted is out of the marketer’s control and it may contain negative contents and also, the spread of 

the message is dependent on the customers' motivation (Woerndl et al., 2008, Eckler and Rodgers, 

2010). 

Viral marketing is one of the best online marketing channels, as it is easy to assess its success. In the 

case of YouTube or Facebook pages as the viral marketing platform, success can be examined through 

the number of viewers, likes, and comments per post (Woerndl et al., 2008). Kirby and Marsden (2006) 

indicated that there are three fundamental steps to create viral marketing campaigns: first, create the 

viral marketing message in its digital format, second, choose the viral marketing channel according to 

the target audience, and distribute the message and finally, assess the outcome of the campaign to ensure 

its success. To ensure the success of the campaign, significant attention should be paid to five critical 

factors; the campaign structure should encourage viral spread, the nature of product and/or service 

should be suitable for the viral activity, the message content must be easy, funny, and encourage 

imagination, the efficiency of the channel used and its availability to the transmitter and the receiver and 

finally the diffusion characteristic including the spreading of the message to the right audience (Dobele 

et al., 2005, Woerndl et al., 2008). 

3.1.8 Content Marketing 

Content Marketing is not a marketing channel, but it is a major key success determinant for any online 

marketing campaign. Content marketing aims to satisfy customer’s needs by providing relevant, 

compelling, helpful, and educational information about the destination in several formats to help them 

make the purchase decision. These formats include “articles, blogs, case studies, custom print 

magazines, desktop applications, digital magazines, eBooks, email newsletters, microsites, mobile 

applications, press releases, print newsletters, photos, podcasts, videos, webinars, white papers, wikis” 
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(Lieb, 2011:2). Digital content marketing is “the management process responsible for identifying, 

anticipating, and satisfying customer requirements profitably in the context of digital content, or bit-

based objects distributed through electronic channels” (Rowley, 2008:522). Another definition has been 

developed by the Content Marketing Institute (2013:n.p.) “a marketing technique of creating and 

distributing relevant and valuable content to attract, acquire, and engage a clearly defined and 

understood target audience – with the objective of driving profitable customer action”. 

Creating favourable content requires adequate understanding of the target audience and their needs, and 

selecting the right format in order to create unique content (UNWTO, 2011). In the field of tourism, 

content should be comprehensive and cover all information areas that customers require during trip 

planning; information about the destinations, locations, transportation, accommodation, brands, 

weather, links and contacts (UNWTO, 2008).  

VisitBritain campaign relies on creating a massive and powerful content, in order to promote the British 

destinations over social media platforms. They have introduced the “magical map of Britain” which 

demonstrates the tourist destinations all over the country. This magical map was liked 250K on 

Facebook, and 18K on Instagram. Furthermore, they have introduced another map that demonstrates 

‘England’s literary locations’, this map was liked by 1.4 million on Facebook and was shared 10k times. 

They have also introduced an ambassador’s programme where they are using influencers to promote 

content that highlights the diversity and amazing experience that visitors can have in destinations nearby 

their hometowns. This content covered many destinations all over Britain presenting different themes; 

countryside, seaside, shopping, etc. In a year, over 1.1 million of the target audience have seen the 

content (British Tourism Authority (BTA) Annual Report, 2019). 

3.2 Chapter Summary 
This chapter discussed the online marketing concept, and its growing importance to tourism destinations, 

and highlighted the main steps to develop a successful online marketing strategy. Also, the chapter 

clarified the differences between digital, and online marketing. Furthermore, the chapter discussed the 

different online marketing channels, and clarified the mechanism of each channel, its key success 

factors, strategies and impact on the tourist destination. The chapter gave an example of VisitBritian as 

a successful online marketing campaign that aims to promote Britain as a tourist destination, and its 

tools, and mechanism. 

The coming chapter discusses the research methodology. The chapter covers the methodology general 

concepts and then clarifies the methodology used in this research and supports the researcher’s choice 

with justifications. This includes discussing the research paradigm, approach, strategy, sampling 

techniques, data collection and analysis methods.  
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CHAPTER FOUR:     RESEARCH METHODOLOGY 
This chapter outlines the research philosophy, paradigm, approach, and methods that are used to collect 

and analyse data to achieve the aims and answer the research questions. The research nature and the 

research questions form the base on which the research paradigm and methods are chosen. This chapter 

starts with an explanation to the different research philosophies, and strategies then moving forward to 

shed more light on this research methodology, which is supported with justifications and evidence. 

Figure 4.1 demonstrates the research methodology process. 

Figure 4.1 Research Methodology Process 

 

4.1 Research Paradigm 

The research paradigm is the foundation that builds the process of data collection and interpretation. In 

this sense, the research paradigm may be considered the framework that defines the research design, 

methodology, and methods (Mackenzie and Knipe, 2006). A research paradigm is identified as “the 

basic belief system or worldview that guides the investigator, not only for choices of method but in 

ontologically and epistemologically fundamental ways” (Guba and Lincoln, 1994:105). Denzin and 

Lincoln (2011) noted that there are four main research paradigms: 1) positivism 2) post-positivism 3) 

critical theory 4) constructivism/ interpretivism. The present study will follow the interpretivism 

paradigm, which relies on interviews and observations. Whilst meanings and interpretation will come 

towards the end of the study, safeguarding against lack of focus or ‘mission drift’ will be ensured through 

Research Paradigm 
Interpretivism

Research Approach
Qualitative 

Research Stratgey 
Exploratory

Research Sampling 
Purposive, Convenience

Data Collection Methods
Delphi Technique, Focus Groups, in-depth Interviews

Data Analysis Technique
Thematic Qualitative Analysis (supported with NVivo 11) 
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a clearly planned research framework, which is explained below. To help justify this choice, an 

explanation of the differences between the four research paradigms provided within the context of the 

research aim and particularities of the research.  

The positivism paradigm is concerned with facts; their position is that there is no probability of bias as 

the paradigm presumes that the researcher is independent, and the researcher has no influence on the 

phenomena under investigation. Which means that the positivist believes that even if many researchers 

are trying to make sense of the same phenomena, they will all end up with same results through using 

the statistical tests (Creswell, 2009). Also, the role of the researcher should entail monitoring the 

quantitative observations which could effortlessly be converted into statistical analysis and for this 

reason, quantitative research methods are ideally suited for the positivism paradigm. The positivism 

paradigm suits natural sciences researches (Crotty, 1998), and positivists believe in generalisation 

(Creswell, 2009). That being said, post-positivism challenges this quantitative approach as the post-

positivists believe that the world is “ambiguous, variable, and multiple in its realities - what might be 

‘truth’ for one person or cultural group may not be ‘truth’ for another” (O’Leary, 2004:6). The post-

positivist paradigm is, to some extent, similar to the positivist paradigm regards being relied on 

observations that then translate into numeric results (Creswell, 2003). While critical theory paradigm is 

concerned with critiquing the phenomena under the study. The critical theory paradigm is based on two 

major factors; identifying the phenomena/ problem within the current social reality, followed by an 

explanation of how the situation will be changed with an identification to the critiquing and changing 

process (Asghar, 2013).  

Finally, constructivism/interpretivism is concerned with a nuanced understanding. Interpretivist 

scholars do not believe in generalization, as the world is quite dynamic and ever-changing. Interpretivists 

give special interest to the details of the area under investigation in order to understand the reality and 

how it works (Creswell, 2003). “Interpretivist researchers vote a study that uncovers inside perspectives 

or real meanings of social phenomena from its study participants as a good social knowledge” (Wahyuni, 

2012:71). The belief of interpretivists is that reality is socially constructed. Participants’ experiences, 

perceptions and backgrounds are the basis in constructing reality, that is why interpretivists would prefer 

communicating directly with their research participants for understanding reality (Wahyuni, 2012). The 

researcher is interfering in the data collection process, and this data is often presented in the form of a 

narrative. Also, the knowledge provided by the interpretivism paradigm is heavily dependent on the 

participants; their understanding and points of view (Creswell, 2003). The interpretivism paradigm is 

more likely to suit the qualitative research (Wahyuni, 2012), as usually the interpretivism paradigm is 

used to answer questions that start with ‘how’ within a qualitative methods framework. Generally, the 

interpretivism paradigm does not start with theory, but works towards generating a new theory or 

developing an existing theory (Creswell, 2003). Therefore, the interpretivism paradigm is the best-suited 

paradigm for this research as this study is looking to provide in-depth insights and understanding of the 
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concept of tourism destination reputation, its definition, drivers, and also how it could be managed online 

through using different online marketing channels. In order to do so, the research relies mainly on 

participants’ backgrounds, experiences, and perceptions to understand the research area. Also, the 

researcher believes in multiple realities as the findings rely to a great extent on the participants' 

experiences. Furthermore, the researcher depends on direct interaction with the participants (travellers, 

marketers and tourism experts) to collect the required data, and qualitative methods are used to provide 

in-depth understanding to the topic and address the research questions. In addition, this research does 

not start with a theory, but works towards generating a new theory though developing an empirically 

based definition to the tourist destination reputation concept, and developing a new framework to assess 

the concept, concurrently, the second part of this research aims to develop the existing models for online 

reputation management to fit the tourist destination context.  

The research paradigm has three main dimensions: ontology, epistemology, and methodology. Each 

paradigm has its own perspectives regarding the meaning of these three terms (Guba and Lincoln, 1994).  

4.1.1 Research Ontology 

Research ontology is “the study of being” (Crotty, 1998:10). It is focused on the nature of reality (Crotty, 

1998). This study follows the interpretivism paradigm, which follows a relativist ontology. Relativism 

means that there is more than one reality (Wahyuni, 2012). The way the researcher views the world 

completely depends on the researcher’s perception and interpretation of what is occurring. As the 

meaning of the phenomena or the study object is not attached to it; it is constructed by the researcher, 

which means that there is no meaning for any object without the consciousness of the researcher (Crotty, 

1998). As relativists believe that meanings are not discovered, they are individually constructed (Guba 

and Linclon, 1994, Crotty, 1998). The research ontology is the base to form the research epistemology.  

4.1.2 Research Epistemology 

The main concern of the research epistemology is the constituents of knowledge. It addresses the 

question “how knowledge can be created, acquired and communicated?” (Scotland, 2012:9). The 

interpretivism paradigm follows a subjectivist epistemology. This means that neither the object nor the 

subject can be described without each other (Crotty, 1998). So, an interaction must take place between 

the researcher and the study objects, which ends up with the formation of the research findings according 

to the research process (Guba and Lincoln, 1994). This means that different researchers may give a 

completely different interpretation of the same phenomena (Crotty, 1998). 

4.1.3 Research Methodology 

The research methodology is described as “the strategy or plan of action which lies behind the choice 

and use of particular methods” (Crotty, 1998:3). The purpose of research methodology is the process of 

finding the knowledge. The interpretivist researcher believes that “the social world can only be 
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understood from the start point of the individuals who are part of the on-going action being investigated” 

(Cohen et al., 2003:19). Denzin and Lincoln (2008) mentioned that qualitative studies use a range of 

interrelated methods for the suppose of developing a good understanding of the phenomena under 

investigation.  

4.2 Research Approach  
In summary, there are generally three research approaches: qualitative, quantitative, and mixed methods. 

This is a qualitative study, and in order to justify the choice, an explanation of the three main approaches 

is provided. Qualitative studies have an exploratory nature (Pike, 2018), as it assists the researcher to 

explore and develop a thorough understanding of a process, phenomenon, or a social problem, and gives 

the researcher considerable flexibility in structuring a wide-ranging and nuanced final report (Creswell, 

2009, Pike, 2018). While the quantitative approach is ideal for testing the relationship between variables, 

these variables should be measurable, and the numeric data gathered should be analysed through a 

statistical program. Thus, the researcher is committed to a set of structured findings that can contribute 

to the final report (Creswell, 2009). Mixed methods are defined as “a research approach, popular in the 

social, behavioural, and health sciences, in which researchers collect, analyse, and integrate both 

quantitative and qualitative data in a single study or in a sustained long‐term program of inquiry to 

address their research questions” (Creswell, 2013:4). 

This study aims to understand the concept of tourism destination reputation and explore how to manage 

destination reputation using online marketing channels. Initially, the researcher was planning to adopt a 

mixed-methods approach, with an emphasis on qualitative methods. The initial plan was to use 

quantitative analysis in a few positions to support the qualitative data. As an objective of the research is 

to develop a tourist destination reputation framework, the framework is developed mainly through 

qualitative data at the same time, the plan was to use quantitative analysis to support the qualitative data 

through testing the relationship between the framework variables statistically through Structural 

Equation Modelling (SEM). However, due to time constraints, it was decided to omit the quantitative 

section and focus solely on the qualitative approach. Especially given that relying on the qualitative 

approach will not influence the research validity. Using the qualitative approach will help the researcher 

to reach the research objectives through developing a good understanding of the tourist destination 

reputation concept, and its main pillars, also it will assist in the understanding of the mechanisms of 

online marketing channels, and how they can be used to influence the tourist destination reputation. The 

quantitative section of this research could be done in future studies in order to test and apply the 

framework. Table 4.1 summarizes the research objectives, questions, proposed methods and analysis 

techniques. 
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Table 4.1 Research Objectives, Questions, Methods and Analysis Techniques 

Research Objectives Research Questions Methods 

1. To improve the current 
understanding of destination 
reputation by developing a definition 
for the tourist destination reputation. 

How can the tourist destination 
reputation be best defined? Delphi Technique 

2. To develop a comprehensive 
framework to assess the tourist 
destination reputation.  

 How can the tourist destination 
reputation be assessed? Delphi Technique, and 

Focus group interviews   

3. To assess the effectiveness of 
tourist destination approaches towards 
online marketing channels.  

How do destinations apply online 
marketing channels?  

Interviews  

4. To assess the potential for using 
online marketing channels to manage 
the destination’s online reputation.  

How can online marketing channels 
be used to manage the destination 
online reputation? 

Interviews   

Based on the methodology, and answering the research questions, the study will be able to achieve its final 
goal: 

To develop a conceptual framework that enables the destination marketers to better understand the tourist 
destination reputation concept, effective online marketing strategies, channels and online reputation 
management. 

4.3 Research Strategy  
There are various strategies for research including; “experiment, survey, case study, ethnography, 

grounded theory, action research, phenomenology” (Johannesson and Perjons, 2014:39), cross-sectional 

and longitudinal studies, descriptive, exploratory, and explanatory studies. These strategies do not work 

in isolation, which means that the researcher must select between these strategies, based on the nature 

of research, and in some studies, the researcher has to mix and match. The exploratory strategy best 

matches the current research. The exploratory strategy is used to provide an adequate understanding of 

the research phenomena and present new insights (Robson, 2002). This matches the research objectives 

to provide a good understanding of the tourist destination reputation and its drivers and investigates how 

the online marketing channels may influence destination reputation. There are three main approaches to 

implement explanatory studies: using literature, interviews with experts, and focus group interviews. 

This research is using mainly interviews to reach the research objectives.  

This study also uses Egypt as an example case for empirical data collection to assess the Egyptian tourist 

destination approach towards online marketing channels. “Case studies are a design of inquiry found in 

many fields, especially evaluation, in which the researcher develops an in-depth analysis of a case, often 

a program, event, activity, process, or one or more individuals” (Creswell and Creswell, 2018:14). "Case 

study method enables a researcher to closely examine the data within a specific context” (Zainal, 2007:1). The unit 

of analysis in case studies could vary from individuals to small geographical areas (Zainal, 2007). Using case 

studies helps to get an in-depth understanding of the research phenomena and answer the questions what, 

how and why. Several research methods can be used to address a case study including; questionnaires, 
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observations, and interviews. This study carried out in-depth interviewees as the main method to get an 

insight into the Egyptian destination approach towards the online marketing channels.  

4.4 Research Methods 

Research methods are described as “the techniques or procedures used to gather and analyse data related 

to some research questions or hypothesis” (Crotty, 1998:3). Different research methods were applied 

through the process of collecting data; Delphi technique, focus groups, and interviews. The selection of 

data collection methods relies on the context of research (Hennink et al., 2011), its objectives, and 

purpose. Table 4.2 summarizes the potential data collection methods that the researcher has considered 

for this research.  

Table 4.2 Potential Data Collection Methods 

Method Features Strength Limitations Status 

Delphi 
Technique  

“The technique is 
designed as a group 
communication process 
which aims to achieve a 
convergence of opinion 
on a specific real-world 
issue” (Hsu and 
Sandford, 2007:1). 

- A good method to get 
consensus through running 
investigable rounds  
(Dalkey and Helmer, 1963). 

- Give participants the chance 
to reconsider their previous 
opinions. 

- It keeps the anonymity of 
participants (Rowe and 
Wright, 1999, Hsu and 
Sandford, 2007). 

- Time-consuming. 
- Potential of low 

response rate (Hsu 
and Sandford, 
2007). 

- Complicated. 
- Not suitable for 

novel researchers. 

Used 

Focus 
groups  

- It is an interview 
technique that involves 
interviewing a couple 
of participants at the 
same time, typically 
four to eight (Bryman, 
2016). 

- Quick (Berg, 2014). 
- Provide in-depth insights 

into the topic investigated 
(Bryman, 2016). 

- “Examine the ways in which 
people in conjunction with 
one another interpret the 
general topics in which the 
researcher is interested” 
(Bryman, 2016:501). 

- It supports brainstorming 
and gives participants the 
chance to consider each 
other’s viewpoint, think 
about it, and comment on it 
or even change or qualify 
their views (Bryman, 2016). 

- “Ideal method for seeking a 
range of views on the 
research issues” (Hennink et 
al., 2011). 

- Lack of 
confidentiality 
(Hennink et al., 
2011). 

Used  
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Method Features Strength Limitations Status 

In-depth 
interviews  
 
 

Starts with broad 
questions, followed by a 
list of other questions 
based on the participant’s 
answers (Holloway and 
Galvin, 2016) 
  

- Rich data. 
- Get an in-depth 

understanding of the 
participants’ thoughts and 
ideas (Holloway and 
Galvin, 2016). 

- Useful when the researcher 
does not have enough 
knowledge of the research 
area (Doody and Noonan, 
2013). 

- Flexible (Bryman, 2016). 

- Time-consuming. 
- The researcher 

should have a good 
experience to avoid 
being biased 
(Doody and 
Noonan, 2013). 

Used  

Semi-
structured 
interviews 

- The researcher should 
have a list of 
questions, however, 
the researcher can ask 
for further 
clarification. 

- The researcher should 
have a fairly 
understanding of the 
area under 
investigation (Bryman, 
2016). 

- Flexible (Doody and 
Noonan, 2013). 

- “Provide insights into how 
research participants view 
the world” (Bryman, 
2016:467). 

 

- Time-consuming  
- Complicated 

analysis 
(Newcomer et al., 
2015, Bryman, 
2016). 

 
 
 

Not 
used  

Structured 
interviews 

- The researcher should 
have a list of 
questions. 

- “Each participant is 
asked the same 
questions using the 
same wording and in 
the same order” 
(Doody and Noonan, 
2013:28). 

- Time effective. 
- Bias control. 
- Easy to analyse. 
(Holloway and Galvin, 2016) 
 
 

- Not flexible (Berg, 
2014). 

- Most suitable to 
collect socio-
demographic data 
(Holloway and 
Galvin, 2016). 

- Does not give 
space to 
elaboration (Berg, 
2014). 

Not 
used  

 

4.4.1 Delphi Technique 

Delphi technique is used among reputation and tourism experts for the purpose of defining the 

destination reputation and identify the main drivers which contribute to forming the tourism destination 

reputation. This technique helps the researcher in developing a definition for tourism destination 

reputation, and a framework to assess it. The participants were chosen according to their expertise, 

contribution and/or publications to the fields of tourism and reputation both professional (e.g. destination 

marketing experts) and academics (e.g. well established and well-published professors). 

In the first instance, the researcher was considering to use structured or in-depth interviews (Appendix 

2) to collect the required data instead of the Delphi technique, but after deep consideration, the researcher 

found that using structured interviews will help the research to find the level of agreement/ disagreement 

around the interview questions, but it will not clarify the explanations and reasons behind this agreement/ 

disagreement, and the expert’s viewpoints. Also using in-depth interview will not be effective if the 
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experts did not prepare for the interview. So, the Delphi technique has been selected, as it is a highly 

credible method to gather information from experts within a specific field, in order to reach a 

convergence of opinion regarding the main factors which contribute in forming the tourist destination 

reputation. “The Delphi process has been used in various fields of study such as program planning, needs 

assessment, policy determination, and resource utilization to develop a full range of alternatives, explore 

or expose underlying assumptions, as well as correlate judgments on a topic spanning a wide range of 

disciplines” (Hsu and Sandford, 2007:1). The Delphi technique has been developed mainly for 

forecasting. It mainly relies on using the participants’ expertise in order to forecast or judge certain topic. 

Delphi technique will be used in this research for generating expert knowledge that will underpin the 

development of a framework to assess the tourist destination reputation.  

Dalkey and Helmer developed Delphi technique, in 1950s at Rand Corporation, whilst the first mention 

of Delphi in literature was in 1963 (Dalkey and Helmer, 1963). The main purpose of Delphi is getting 

consensus of opinions among an experts’ panel through running a series of investigable rounds on a 

specific topic managed by the researcher. The number of rounds varies according to the degree of 

consensus required. Delphi is a common forecasting tool in the tourism and hospitality research and can 

be observed in the work of McCubbery (1999), Garrod and Fyall (2000), Garrod (2003), Sadi and 

Henderson (2005), Katsura and Sheldon (2008), Jones, Lee and Chon (2011). However, in this research, 

it is used for generating expert knowledge that underpinned the development of a destination reputation 

framework.  

For this research, it was expected that the researcher is going to conduct two to three rounds according 

to the convergence of responses. Consensus was obtained after 2 rounds, thus there was no reason to 

conduct additional rounds. In the first round, the expert’ panel was provided with an open-ended 

questionnaire (first questionnaire). The researcher collected, reviewed, and summarized the results of 

the initial round and designed a structured questionnaire for the second round. The second questionnaire 

was then distributed to the panel by asking them to review the information summarized based on the 

first round. By the end of round two, the domains of agreement and disagreement were addressed. 

Participants were asked to review their judgment. In the case where participants do not agree with the 

consensus, they were asked to justify (Hsu and Sandford, 2007).  

4.4.2 Interviews  

As shown in Table 4.1, this study will depend partly on interviews to address some of the research 

questions. Interviews are effective when developing knowledge based on the participant’s experience, 

perceptions, and points of view, is required (Dwyer et al., 2012, Doody and Noonan, 2013); precisely 

what the researcher is looking for to get a deep understanding of the research topic. Two distinct types 

of interviews will be conducted. 
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Focus group interviews will be applied to a sample of travellers. “The focus group method is an 

interview with several people on a specific topic or issue” (Bryman, 2016:500). Focus group is an 

exploratory research method (Morrison, 1997, Munaretto et al., 2013), which is common in marketing 

research (Brennen, 2013, Bryman, 2016). It is mainly used to develop an understanding of a phenomena 

or a topic under study. “The method aims to obtain data from a purposely selected group of individuals 

rather than from a statistically representative sample of a broader population” (O. Nyumba et al., 

2018:21). In this research, the focus groups were used to identify the respondents’ points of view about 

the important drivers that contribute to forming destination reputation. In order to serve the purpose a 

sample of travellers (typically someone who has experienced travel outside of his local community), 

four groups of six participants each were chosen. Participants were selected based on having experience 

in visiting many destinations. So, they have the capacity to participate positively in the focus group 

discussion, and address the objective. 

The researcher considered using structured interviews (Appendix 3) instead of focus group interviews, 

but decided on using focus group interviews as it will encourage participant brainstorming, so “the data 

produced go beyond what a series of single interviews would provide” (Flick, 2009:198). 

It may be noted that the focus group interviews, and the Delphi process have the same aim. This is 

because according to tourist destination reputation definition developed by the researcher in an early 

stage, an evaluation of the destination reputation is required from different perspectives (including the 

public and stakeholders). That is why the researcher wants to cover the public (representing views from 

the researcher community) and stakeholders’ (representing views from the reputation and tourism 

experts) perception of the tourist destination reputation. 

In-depth interviews will be applied among two different groups to address two different objectives. The 

first in-depth interviews will be carried out in Egypt, with the online marketers in the ETA marketing 

department who are responsible for the marketing of the Egyptian destination. This set of interviews 

will draw out their understanding of the online marketing channels and the extent to which these 

channels are used to market Egypt as a destination. The interviews will also identify if any of these 

channels have been used before to influence online reputation of the Egyptian tourist destination 

(Appendix 5). The second in-depth interviews set will be with a sample of marketers from different 

digital marketing agencies. The main aim of these interviews is to provide an understanding of the 

mechanisms of online marketing channels; their impact on the reputation and the possibility of using 

these channels to manage the online reputation. All these agencies are visible online, and the researcher 

contacted them via emails and LinkedIn to arrange interviews. The in-depth interview instrument has 

been chosen as it allows the interviewees to speak without restraint about their beliefs and viewpoints.  
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4.5 Sampling Strategy for Data Collection 

The process of selecting the research participants is called sampling (Finn et al., 2000). This research 

adopts two sampling techniques: purposive sampling, and convenience sampling. Aligning the research 

sampling is crucial, as it is almost impossible to include the wider population in the research due to 

financial and time limitations, concurrently, the sample should represent the population to ensure the 

reliability of the results. “The sample is selected from a sampling frame. The sampling frame is a listing 

of all known cases in a population” (Finn et al., 2000:109). Sampling consists of two main types: 

probability and non-probability sampling. Probability sampling is more common in quantitative 

researches (Teddlie and Yu, 2007) and means that all units of the sampling frame have an equal chance 

to be selected in the sample, so the sample selection depends on randomization (Finn et al., 2000). Non-

probability or purposive sampling is more common in qualitative studies (Teddlie and Yu, 2007) and 

means that “particular settings, persons, or events are deliberately selected for the important information 

they can provide that cannot be gotten as well from other choices” (Maxwell, 1997:87). The research 

depends on the non-probability sampling as this is a qualitative study focusing on participants who have 

a particular knowledge or experience for addressing the research questions, for instance, travellers, 

academic and professional experts.  

Non-probability sampling consists of numerous types for example; quota, convenience, purposive, and 

snowballing (Matthews and Ross, 2010). As this research uses multiple data collection methods; focus 

groups, Delphi technique, and in-depth interviews, two different non-probability techniques were 

employed. Purposive sampling was used to select the Delphi, and interviews participants, while 

convenient sampling was used to run the focus groups interviews. Purposive sampling is also called 

judgemental sampling (Etikan et al., 2016), and is used in qualitative researches, this in turn, means 

participants are selected based on their experiences, and contributions in the research area, to help the 

researcher to address the research objectives, gain detailed insights, and a better understanding of the 

research topic (Matthews and Ross, 2010, Etikan et al., 2016). For this reason, the purposive sampling 

was used to select Delphi technique and the in-depth interviews participants, as all participants have 

been selected carefully based on their expertise in the research topic, to make sure of their ability to 

answer the research questions sufficiently based on their experiences and knowledge. Delphi 

participants were chosen based on their profiles, contributions and/or publications in the tourism and 

marketing fields, while the in-depth interviews participants were selected based on their agencies 

websites and services offered. On the other hand, convenience sampling was used to select the focus 

groups participants. Convenience sampling involves that participants are selected based on some 

practical criteria including ease of access, location, availability, and their readiness to participate (Etikan 

et al., 2016). While selecting the focus group participants, the researcher was looking for travellers, 

typically someone experienced on travel outside his local community. Convenient sampling has been 

used as the researcher selected participants from her local community, individuals who matched the 
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criteria and at the same time were available, and willing to participate. The criteria is basically travellers, 

typically someone experienced on travel outside his local community in order to be able to serve the 

focus group purpose.  

4.6 Pilot Study 

A pilot or feasibility study is identified as “a small-scale test of the methods and procedures to be used 

on a larger scale if the pilot study demonstrates that these methods and procedures can work” (Porta, 

2008:215). It should be conducted on 10-20 per cent of the total sample size (Baker and Risley, 1994). 

Van Teijlingen and Hundley (2002) argued that pilot studies help in testing the efficiency of research 

methods, sample frame and the proposed analysis techniques. A pilot study is also intended to flag up 

potential obstacles that may occur during the process of collecting the main data of the research. One of 

the critical features of a pilot study is that the results should not be included in the final outcomes of the 

research. As in case of making amendments, the pilot study participants will be exposed to different 

processes than the main study participants, so the pilot study should be used only as a tool to ensure the 

correct methods are used and to make amendments if required.  

The importance of pilot studies differs between quantitative and qualitative research, as it plays a critical 

role in quantitative research than in qualitative research. A key factor for this is the flexibility of 

qualitative research. Qualitative research is mainly concerned with the participant's points of views and 

experiences, therefore, flexibility is important to help the researcher in designing the research questions 

and adjusting the process of data collection, and analysis based on the emerging findings. Thus, 

qualitative research can be conducted without running pilot studies (Creswell and Poth, 2017). 

Moreover, the importance of the pilot study differs depending on the methods used. For example, it is 

mandatory to run a pilot study when using a survey instrument, in order to validate the method, the 

sample and to assure that the information gathered can be analysed by extracting data. Given that the 

present study is dominated by qualitative research, research instruments, and methods are well-

structured, and participants are chosen carefully, the present research has no necessity to conduct a pilot 

study, instead scoping interviews were used.  

4.6.1 Scoping Interviews  

As this study did not run a pilot, it was important for the researcher to run some scoping interviews (in 

a sense, acting as proxy pilots) to ensure the right tools and that the right participants are being targeted. 

The researcher ran these interviews with a number of experts both professional and academics during 

her attendance at the 24th ENTER conference organized by the International Federation for Information 

Technology and Travel and Tourism (IFITT) which took place in Rome, Italy between 23rd and 26th of 

January, 2017. The scoping interviews are important for shaping the future directions of this study. 

The researcher discussed the idea of using the Delphi process with various experts who have previous 

experience in using Delphi. On the one hand, these experts expressed their concern about its use for two 
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main reasons. First, they considered the Delphi process to be too complex for a PhD student to run. The 

second, it targets experts who often receive a huge number of emails daily, so they may ignore the email 

or take a great deal time to respond. On the other hand, they noted that if the researcher succeeded in 

running the Delphi process, she will end up with unique results that will make a high-quality contribution 

to knowledge. In the interest of overcoming the potential challenges, the researcher read some practical 

guidance to be familiar with running the Delphi process and how to deal with potential difficulties. The 

research supervisory team contacted potential participants of the expert’ panel personally to inform them 

regarding the nature of the research, its purpose and asked them to participate in the research, and finally, 

the entire process will be completed with the guidance of the supervisory team to ensure its success. 

Moreover, an in-depth interview carried out with the head of the information technology centre at the 

Egyptian Tourism Authority (ETA) for the purpose of evaluating her understanding of the online 

marketing channels and examine the extent to which these channels are used by the Egyptian destination. 

The interview consisted of thirteen open-ended questions (Appendix 5) and lasted for approximately an 

hour. One of the main outcomes of this interview was that a private advertising agency is responsible 

for the marketing of the Egyptian tourist destination. This meant that the researcher had arranged 

additional interviews with the marketers at this agency as they hold practical responsibility for the 

marketing of the Egyptian tourist destination. 

4.7 Data Collection 

4.7.1 Focus Group Interviews 

Four focus group interviews were carried out among twenty-five travellers in total. Participants were 

chosen carefully among university students’ and Luton town residents. Typically, they experienced 

tourism travel outside their home country. They are frequent travellers and have experience in visiting 

many destinations, so he/she is capable to contribute positively to addressing the focus group task. Most 

participants have visited more than six destinations, with few of them visited a minimum of three 

destinations. The participants were diversified in terms of nationality (seven Saudi, five Pakistani, four 

British, two Nigerian, one Malaysian, one Russian, one Indian, one Egyptian, one Moroccan, one 

Jordanian, and one Omani), age (ten young adults ‘19-39’, twelve adults ‘40-59’, and three seniors ‘60 

and over’ ‘based on Erikson’s stages of human development’), gender (eleven males and fourteen 

females), and education (seven further education (A-level), eight undergraduates, and ten 

postgraduates). However, limitations on the research made it impossible to select fully diversified 

groups. 

The main purpose was to come to an understanding of what they saw as the main drivers contributing 

to the tourist destination reputation. For this reason, the focus groups had two main questions; what is 

the participants’ understanding of tourism destination reputation? and what are the main drivers that 

form the tourist destination reputation?. The sessions took place at the University of Bedfordshire, Luton 

campus. The focus groups consisted of six to seven participants each and they were informed about the 
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nature of research and the privacy of the information that was gathered. The discussion was recorded 

and lasted for approximately one and a half hours. The first session was moderated by the researcher 

under the observation and guidance of her Director of Study who was present throughout, whilst the 

three subsequent sessions were moderated only by the researcher. 

4.7.2 Delphi Technique 

A two-round Delphi technique was conducted to collect data from a group of ten senior experts, in the 

field of reputation and marketing, both professionals and academics including, professors in tourism, 

chairman of the Association of British Travel Agents ABTA, head of sustainability at TUI group, and 

managing directors of travel companies. Twenty-five experts have been contacted by email to inform 

them of the nature of research, its purpose and to obtain their consent to participate in the Delphi process. 

Ten experts expressed their interest and consent to be a part of this process. An email was sent to the 

participants including an attachment with the first-round questions. 

The first round was designed to include two main questions (Appendix 1); the first was to get a 

consensus regarding the tourist destination reputation definition that is proposed by the researcher as 

“The public and stakeholders’ evaluation of the destination formed from their own experience of the 

place and/ or collected from a variety of sources including word-of-mouth, print, digital, broadcast 

media, etc.”. The definition was followed by three simple sub-questions that were posed to the Delphi 

group participants. 

Questions 

1. To what extent do you agree/ disagree with this definition? 
2. What are its main strengths? 
3. What are its main weaknesses? 

These questions were developed to measure the extent to which the experts agree with the research 

working definition and identify the strengths and weaknesses, and make suggestions for a final definition 

in order to further develop it and to reach a consensus. The second main question of the Delphi was 

about the main drivers that contribute to forming the tourist destination reputation  

Question 2 

- The components (dimensions/ factors) that make up a destination’s reputation would typically 
include; Security, Products, and Services. However, these are relatively straightforward. What, 
in your view, are the more complex components that make up a destination’s reputation? 

The second question has been designed in this way to give obvious clues about the answer to the 

participants so as to 1) avoid their answers being the ‘obvious’ choices regarding the factors of 

destination reputation, and 2) to stimulate brainstorming to develop more complex components. The 

responses of the participants have been collected and summarized. The semi-structured questionnaire 

has been designed for the second round (Appendix 1). The questionnaire included two sections. In the 

first section, the experts were reminded with the proposed tourist destination reputation definition and 
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asked to evaluate the weaknesses, and suggestions that arose from their previous comments in round 

one in order to improve the tourist destination reputation definition. While in the second section, the 

experts were asked to clarify if they agree/disagree that the given factors raised from their previous 

comments in round one have an influence on the tourist destination reputation. 

4.7.3 In-depth Interviews 

In-depth interviews were carried out with two distinct sets of participants. The first set was conducted in 

Egypt, with the online marketers in the ETA marketing department who are responsible for the marketing 

of the Egyptian destination. Six interviews were carried out. The interviews focus was to assess the 

effectiveness of the tourist destination approach towards online marketing channels. One interview 

carried out with the head of the information technology centre at the ETA, and three interviews with the 

online marketing team. Based on the interview with the department head, the researcher came to know 

that there is a contract between ETA and J. Walter Thomson (JWT) which is one of the leading 

advertising agencies worldwide, and JWT holds the responsibility for the marketing of the Egyptian 

tourist destination. To address this further, the researcher arranged two more interviews with marketers 

at JWT as they hold practical responsibility for marketing of the Egyptian tourist destination. These 

interviews helped draw out their understanding of the online marketing channels and the extent to which 

these channels are used to market Egypt as a destination. 

The second set of interviews was conducted with online marketers to assess the potential for using online 

marketing channels to manage the destination’s online reputation. The researcher contacted hundred-

twenty online marketers and informed them regarding the nature of research and requested for their 

acceptance to participate, unfortunately, only fourteen responses were received. It was difficult to get 

access to online marketers' contact details. Even though, online marketing agencies have a strong 

presence online; the contact details of the employees are not shared online. The researcher tried to contact 

some of these agencies directly, but unfortunately, no responses were received. To overcome this 

obstacle, the researcher used a website called ‘RocketReach’ in order to acquire the potential participants' 

contact details. Out of hundred-twenty invitations, fourteen acceptances were received (three in the 

United Kingdom, three in Egypt, two in Italy, two in the United Arab Emirates, one in Jordan, one in 

America, one in France, one in Nigeria). In-depth interviews were carried out with the participants. Some 

of them were face-to-face interviews at the interviewees’ offices in London-UK, while others (overseas 

interviews) were conducted through either Skype or Zoom. The length of interviews varied based on the 

participants’ willingness to give detailed answers to the researcher’s questions. Only one interview was 

for 20 minutes, eight interviews were between 40-60 minutes, and five interviews were between 75-100 

minutes long. 

At the beginning of the interview, the participants were reminded with regards to the nature of the 

research, the purpose of the interview, and the privacy of the information to be gathered. Moreover, 
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verbal authorization was obtained to record the interview. One important notice has been taken while 

conducting the in-depth interview, as the interviewees do not want to give detailed information for the 

questions as they considered it a part of their own way of running business, commercial confidentiality. 

In the meantime, the researcher succeeded to get sufficient clues to be interpreted at a later stage. 

4.8 Reaching Saturation  

The sample size in quantitative research is much larger than the one for qualitative research. The idea is 

that collecting more data in qualitative studies do not mean necessarily getting more information, as 

getting data from only one participant is still meaningful, as frequencies are not of big importance in 

qualitative research; also generalization is not the target (Mason, 2010). In qualitative studies, several 

factors influence the sample size; "the heterogeneity of the population; the number of selection criteria; 

the extent to which 'nesting' of criteria is needed; groups of special interest that require intensive study; 

multiple samples within one study; types of data collection methods use; and the budget and resources 

available" (Ritchie et al. 2003:84). Although, reaching a saturation point is a key determinant of the 

sample size in qualitative research (Mason, 2010).  

Different researchers suggested different sample sizes based on the research methodology. For instance; 

Creswell and Poth (2017) suggested having between five and twenty-five interviews in case of 

phenomenological research, and twenty to thirty in grounded theory research. On the other side, Morse 

(1994) suggested having a minimum of 6 interviews in phenomenology research, and thirty to fifty in 

ethnography and grounded theory researches. However, none of these researchers justified the suggested 

sample size.  Guest et al. (2006) argued that data saturation is the best way to justify the sample size, 

especially in the case of purposive sampling. 

Fusch and Ness (2015:1408) claimed that “data saturation is reached when there is enough information 

to replicate the study when the ability to obtain additional new information has been attained, and when 

further coding is no longer feasible”. Bowen (2008) and Mason (2010) mentioned that saturation is 

reached when collecting more data does not enrich or add new insights to the phenomena under 

investigation. Guest et al. (2006) mentioned that the concept of data saturation is crucial in qualitative 

studies, however, there are no clear guidelines to judge when the saturation is reached. They suggested 

that saturation could be reached from a sample of six participants. In order to justify the sample size by 

reaching the saturation point; it means that collecting more data will not result in getting novel codes, 

themes, information, and at the same time the research findings could be replicated. Failure to reach 

saturation has consequences on research validity and quality (Bowen, 2008). 

This research applies three different data collection methods. The Delphi technique used ten academic 

and professional experts, and consensus was reached after two rounds. Despite that the number of 

participants is relatively small; the results are still valid as Delphi relies on the expertise of participants. 

The study of Lin and Song (2015) reviewed forty-six studies that implemented Delphi technique and the 
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minimum number of participants was nine. Consensus was obtained after two rounds, so there was no 

justification to run more rounds. Furthermore, the researcher carried out four focus groups among 

travellers, saturation reached after three focus groups. All codes and themes were generated through the 

analysis of the first three focus groups, while the last focus group was just a replication to the data that 

has been previously obtained. Also, the researcher conducted two sets of interviews. The first set of 

interviews was with the online marketers at the ETA and JWT, sixth interviews were conducted. This is 

not a sample; this is almost the entire population, as the researcher interviewed all people who are 

responsible for the online marketing of the Egyptian tourist destination. The second set was fourteen 

interviews with online marketers, saturation reached after twelve interviews, as almost 95% of codes 

and themes were generated after twelve interviews.  

4.9 Thematic Data Analysis Process 

The process of data analysis was carried out manually at the start, while the researcher develops her 

Nvivo software skills to use it in the data final analysis. For decades, the process of qualitative data 

analysis was done manually, and software was limited to quantitative data analysis. Recently, Computer 

Assisted Qualitative Data Analysis Software (CAQDAS) has been introduced and NVivo is the most 

common CAQDAS. It is necessary to report that NVivo is not used to analyse the qualitative data, no 

software can do that. NVivo is just a tool to organize and facilitate the data analysis process (Zamawe, 

2015).  

Thematic analysis has been used for data collection analysis by using Nvivo 11. It is identified as “a 

method for identifying, analysing, and reporting patterns (themes) within data. It minimally organises 

and describes your data set in (rich) detail. However, it also often goes further than this and interprets 

various aspects of the research topic” (Boyatzis, 1998; cited by Braun and Clarke, 2006:79). Thematic 

analysis has been chosen because of its advantages of representing flexibility, easiness, and its ability to 

generate insights from large amounts of data with detailed precision (Braun and Clarke, 2006). Braun 

and Clarke (2006) suggested a six-step model for thematic analysis of data below: 

4.9.1 Familiarization.  

The first step is to become familiar with the data collected through repeat reading and searching for 

meanings. A fundamental part of this first step is transcribing the verbal data into written form, which 

helps the researcher to familiarize and make sense of the data collected, and the response patterns. Also, 

the researcher made notes while going through the data, these notes helped in framing the coding 

process.  

As Nvivo 11 was used to analyse the data collected, so after the familiarization stage, the researcher 

imported all data collected into NVivo. As mentioned earlier, NVivo cannot be used in the analysis of 

the qualitative data, no software can do that. NVivo is just a tool in order to help organizing, and 

representing the data analysis process. All data collected from the Delphi study, the focus groups, and 
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the interviews were imported into NVivo to start the analysis phase. Figure 4.2, 4.3, 4.4, 4.5, and 4.6 

show the data imported into NVivio.  

Figure 4.2 Screenshot of Delphi Study Round One Responses Imported into Nvivo. 

 

 

 

 

Figure 4.3 Screenshot of Delphi Study, Round Two Responses Imported into Nvivo 
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Figure 4.4 Screenshot of One of the Focus Group Participants Transcripts Imported into 
Nvivo 

 

 

Figure 4.5 Screenshot of the ETA and JWT Interviews Transcripts Imported into Nvivo 

 

 

Figure 4.6 Screenshot of the Online Marketers’ Interviews Transcripts Imported into NVivo 

 

 



 

65 
 

4.9.2 Initial Coding.  

The second step is to start coding the data by creating a list of ideas that have arisen from the data. The 

process of coding is crucial as it is considered the analysis base. “A code in qualitative inquiry is most 

often a word or short phrase that symbolically assigns a summative, salient, essence-capturing, and/or 

evocative attribute for a portion of language-based or visual data” (Saldana, 2009:3). Figure 4.7, 4.8, 

4.9, and 4.10 demonstrate the coding process.  

Figure 4.7 Screenshot of Delphi Study Initial Coding 

 

 

Figure 4.8 Screenshot of the Focus Groups Initial Coding 
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Figure 4.9 Screenshot of the ETA and JWT Interviews Initial Coding 

 

 

 

 Figure 4.10 Screenshot of the Online Marketers' Interviews Initial Coding 
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4.9.3 Search for Themes.  

The third step is to search for themes, after coding, the researcher generates themes that bundle similar 

codes together into particular themes. A theme is an umbrella which includes a set of linked codes, “a 

theme captures something important about the data in relation to the research question and represents 

some level of patterned response or meaning within the data set” (Braun and Clarke, 2006:10). Two 

distinct themes could be generated through thematic analysis. A deductive or theoretical theme meaning 

that the researcher is developing a coding frame based on a literature review and then during the data 

analysis process, the collected data is sorted within the pre-established coding frame, so the deductive 

theme is driven mainly through literature review analysis. An inductive theme is driven through data as 

the researcher starts with coding and then generates themes based on data analysed (Ryan and Bernard, 

2003, Braun and Clarke, 2006). This study follows an inductive thematic analysis as the researcher is 

looking to generate knowledge from data. Figures 4.11, 4.12, 4.13, and 4.14 demonstrate the process of 

generating themes. 

Figure 4.11 Screenshot of the Delphi Study Themes and Subthemes in Nvivo 
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Figure 4.12 Screenshot of the Focus Groups Themes and Subthemes in Nvivo 

 

 

Figure 4.13 Screenshot of the ETA and JWT Interviews Themes and Subthemes in Nvivo 
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Figure 4.14 Screenshot of the Online Marketers' Themes and Subthemes in Nvivo 

 

 

4.9.4 Revising Themes.  

The fourth step is regarding revising the suggested themes as sometimes some of the suggested themes 

are not supported with sufficient data or the data is too varied. In such cases, these themes have to be 

eliminated and their content redistributed.  

4.9.5 Defining Themes.  

Step five represents defining themes that are to be incorporated in analysis and each of the themes should 

be analysed extensively with regards to the research questions.  

4.9.6 Writing up the Final Report.  

Step six is demonstrated in the final write up of the report, which reflects comprehensively the story of 

data.  

4.10 Ethical Considerations 

As the data collection process is dominated by the qualitative approach, the researcher is obliged to pay 

additional attention to ethical consideration. All the participants were informed of the nature of research 

and its purpose, informed consents were obtained, and the participants’ privacy was assured. 
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Furthermore, the researcher ensured the neutrality and not became vulnerable to bias through the process 

of data interpretation (Ritchie et al., 2003).  

As a part of any PhD thesis that includes primary research within the United Kingdom, ethical approval 

should be obtained before the process of data collection. The application has been submitted explaining 

the ethical considerations and the approval has been obtained from the Ethical Committee of the Institute 

for Tourism Research, University of Bedfordshire, United Kingdom (Appendix 6). 

4.11 Chapter Summary 

This chapter outlines the methodology used to address the research objectives. The chapter is designed 

in a way where general concepts are explained then shedding the light on the methodology selected and 

supporting the selection with justification. The chapter began with identifying the research paradigm 

used “interpretivism”, and explaining the research ontology, epistemology and methodology. Then 

discussing the research approach and the reasons why the qualitative approach is selected for this 

research. Thereafter, discussing the research strategy as the study is exploratory and shedding light on 

the sampling methods used in the research. As the research mainly uses two different techniques of non-

probability sampling which in this case are purposive and convenience sampling. Also, the chapter 

discussed the data collection methods used, as a variety of techniques were employed; Delphi technique, 

focus groups, and in-depth interviews. Besides, the chapter highlighted how these techniques were used 

for data collection, and then discussing the data analysis technique represented in using thematic analysis 

supported with using Nvivo 11 software to analyse the data collected.   
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CHAPTER FIVE:     DATA ANALYSIS AND FINDINGS 
In this chapter, the themes generated from the data analysis are presented. The findings are categorized 

based on research objectives and methods of data collection. The focus of this chapter is to highlight 

how the research findings are addressing the research questions and achieving the research objectives. 

The chapter comprises of four main sections: 

- Developing a Definition for the Tourist Destination Reputation: two rounds of Delphi were applied 

with a group of ten professional and academic tourism experts. The first round started with proposing a 

working definition which was followed by three sub-questions that were posed to the Delphi group 

participants. The responses of the participants have been collected and summarized. Then, a semi-

structured questionnaire was designed for the second round. Consensus obtained after the second round.  

- Developing a Tourist Destination Reputation framework: in order to address this objective, two 

methods were used (Delphi technique, and focus group interviews). Consequently, this section is 

categorized into two sub-sections. The first sub-section discusses the results of the two rounds of Delphi. 

While the second section addresses the findings of four focus groups with travellers, and how the themes 

were generated. 

- Assess the Effectiveness of Tourist Destination Approach towards Online Marketing Channels: this 

section highlights the findings of interviewing six online marketers at the Egyptian Tourism Authority 

(ETA) in order to provide insights into the ETA online performance and the Egyptian tourism 

destination reputation. Six main themes were drawn out; about the ETA, about the JWT, the coordination 

between ETA and JWT, this is Egypt campaign, the ETA online marketing plan; and the Egyptian 

destination online reputation.  

- Assess the Potential for Using Online Marketing Channels to Manage the Destinations Online 

Reputation: This part demonstrates the findings of interviewing fourteen online marketers, and how the 

online marketing channels are used in order to manage the destination’s online reputation. This section 

composes of 3 main sub-sections. First sub-section demonstrates how the different online marketing 

channels may influence tourist destination reputation. Second sub-section highlights an overview of the 

tourist destination online reputation. While the last sub-section represents how to manage online 

reputation.  

5.1 Developing a Definition for the Tourist Destination Reputation. 

A starting point in this study is to define the tourist destination reputation concept. The Delphi study 

was applied with a group of ten professional and academic tourism experts in order to develop an 

empirically based definition for the tourist destination reputation (Delphi Part 1). The researcher 

proposed a working definition as a starting point for discussion:  
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The public and stakeholders’ evaluation of the destination formed from their 

own experience of the place and/ or collected from a variety of sources 

including word-of-mouth, print, digital, broadcast media, etc. 

The definition was followed by three sub-questions that were posed to the Delphi group participants. 

Each panel member agreed with the working tourist destination reputation definition to some extent. Six 

out of ten largely agreed with the definition, while four partially agreed. The experts were asked to 

identify the strengths and weaknesses and make suggestions for the final definition in order to further 

develop it, and to reach a consensus. The expert panel expressed pros and cons for the definition. Most 

experts agreed that the definition is clear, objective, brief, and easy to comprehend. In addition, it was 

seen to be comprehensive in terms of including all actors and the spread of information sources to 

include all possible media channels. Three cons were mentioned; the spread of information sources make 

the communication choices difficult; ‘Evaluation’ and ‘collection’ imply proactive engagement to find 

out about a destination; one of the experts said that ‘it seems from the definition that the public and 

stakeholders are influenced in the same way. So they hold the same opinions.  If their evaluations differ, 

what happens to the notion of reputation? 

The results of Delphi round one introduced seven different suggestions. First, the definition could be 

simplified by changing the public and stakeholders to internal and external stakeholders. Second, it 

should include a reference to the Internet. Third, it should mention explicitly destination’s 

communication capacity. Fourth, as the keyword in the definition is ‘evaluation’, should include both 

objective and subjective means. Fifth, the definition should include comparison to other similar 

‘constructs’ such as image and brand. Sixth, the definition excludes some elements or factors external 

to the experience and the evaluation. As there are some intangibles in the destination’s reputation that 

are closer to the alignment of the destination and personal interests. Seventh, reputation can be derived 

from subconscious influences and image. Eighth, the reputation of a destination has a strong relation 

with trends and fashion. These are factors that become independent of the evaluation and experience of 

the stakeholders or tourists but of the communication environment that nurtures a pro-active diffusion 

of the goodness (or not) of a destination. 

Even though the expert panel largely agreed with the definition, it can be noticed that there are two 

‘pros’, three ‘cons’, and seven suggestions. That is because there was a broad consensus between panel 

members around the advantages of the definition. Even though each one of the experts proposed his/her 

own suggestions to further improve the definition. In the second round of Delphi, the experts were asked 

to evaluate weaknesses and suggestions arising from their round one comments in order to improve the 

definition.  

The notion of broad consensus in Delphi needs some clarification. Eight out of eleven suggestions and 

cons had high agreement. A further two suggestions got an average agreement which means that the 

Delphi experts were somehow reticent, but not explicitly against the suggestions. Finally, only one 
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suggestion remained a little controversial. As this suggestion proposed by one of the experts in round 

one, however in round two, three out of ten experts agreed with it, four disagreed, and three experts were 

neutral. As a result, the authors decided to skip this suggestion. Table 5.1 demonstrates the level of 

consensus obtained for Delphi round 2. 

Table 5.1  Level of Consensus Obtained for Delphi Round 2. 

Weaknesses and suggestions arising from experts’ comments. Agree Disagree Neutral 

1. Can reputation be derived from subconscious influences and images?  10 - - 
2. Are there intangibles in the Destination’s reputation that somehow align the 
destination and tourist’s personal interests?  

10 - - 

4. Can we assume that the public and stakeholders are influenced in the same way; 
hence they will hold the same opinion?  

- 10 - 

3. Should the definition include comparison to other similar ‘constructs’ such as 
image and brand?  

8 2 - 

7. Can it be simplified to read “internal and external stakeholders…” as the public 
are stakeholders? 

8 1 1 

5. Does destination reputation have a strong relationship with trends and fashion?  7 3 - 
6. The keyword in the present definition is ‘evaluation’.  Should the evaluation 
include both objective and subjective factors? 

7 3 - 

8. Should there be reference to the Internet?  7 3 - 
9. Should it explicitly mention destination’s communication capacity?  6 3 1 
10. Is it OK that ‘Evaluation’ and ‘collection’ imply proactive engagement to find 
out about a destination?  

5 3 2 

11. Does the scale of information sources make communication choices difficult? 3 4 3 

Suggestions for improvement or identification of weaknesses that were largely agreed have been taken 

into consideration in developing the final version of the definition. Each expert mentioned that the 

definition must refer to the influence of intangibles and subconscious in aligning the destination 

reputation. The panel further highlighted that emotions, backgrounds, and personal experiences have a 

significant influence on shaping a destination reputation. Despite that, the majority of experts agreed 

that the definition should refer to other similar constructs, such as image and brand, as having a strong 

linkage to reputation, most of them also mentioned that it may, but does not necessarily hold true, which 

give more flexibility to include or exclude this suggestion while phrasing the final version of definition.  

Similarly, most of the experts mentioned that reputation has a strong relationship with trends and 

fashion, but they mentioned that it is not mandatory for the definition to explicitly refer to this to keep 

the definition brief. Also, most of the experts agreed that it is not acceptable to assume that public and 

stakeholders are influenced in the same way. Each stakeholders group is influenced in different ways as 

they are living in different environments with different realities and have different levels of know-how. 

Therefore, each stakeholders group may have different opinions; hence the definition should include the 

public and stakeholders as proposed. Furthermore, there was a high level of agreement that the word 

evaluation in the definition should include both objective and subjective factors. In addition, most 

experts agreed that the definition can be simplified to read by replacing “public and stakeholders” with 

“external and internal stakeholders”. Internal stakeholders are those who are communicating directly 

with the destination for instance tourists, investors, tourism business managers, and local authorities, 
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while External stakeholders like the international organizations, international tourism business, and 

airlines. 

Suggestions that have a medium level of agreement were also significant. In particular, the experts 

thought that the definition should refer to both the internet and the destination’s communication capacity 

as major forces in reputation. Although the definition refers to digital media, the experts believed that 

reference to the internet should be more explicit. The experts also agreed that with the words ‘evaluation’ 

and ‘collected’ be used in the definition; even though these imply proactive engagement to find out 

about a destination. Research for a trip is an important part of travel decision-making. The suggestions 

that had a low level of agreement have been ignored, as the nature of the Delphi process is to seek 

consensus among the expert panel.  

Suggestions that were largely or fairly agreed have been taken into consideration in developing the final 

version of the definition, while suggestions with low level of agreement, or in other words controversial 

suggestions, were ignored. Tourist destination reputation can thus be defined as “The objective and 

subjective evaluation of a tourist destination by both internal and external stakeholders. The evaluation 

is based on the communication capacity of the destination, the stakeholders’ emotions, backgrounds, 

direct experiences of the destination, and/or indirect experiences which might be collected from a variety 

of sources including but not limited to offline/ online word-of-mouth, internet, print, digital, and 

broadcast media”.  

5.2 Developing a Tourist Destination Reputation Framework (TDRF). 

A principal objective of the present study is to develop a framework to assess the tourist destination 

reputation. In order to do so, two methods (focus groups and Delphi technique) were employed to 

contribute and shape the framework. 

5.2.1 Findings from Focus Groups 

Focus group interviews were conducted to identify the respondents’ points of view regarding the main 

drivers that contribute to forming destination reputation. At the start of the focus groups, the researcher 

asked the participants about their understanding of the tourism destination reputation concept. Some 

explained that the destination reputation is the point of view or impression that they have about a 

particular destination which may be good or bad. Others thought that destination reputation is the way 

they perceive the destination brand. They added that countries market themselves as tourist destinations 

by developing a brand or brand image; the way customers perceive these brands and talk about them, 

become the destination reputation, which could be positive or negative. One of the participants 

mentioned that destination reputation could be perceived as a package which includes different factors. 

Each traveller has his own package based on his preferences. All participants agreed that destination 

reputation is changeable over time as they reassess it from time to time based on their preferences.  
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Participants were asked when they form the destination’s reputation. A few mentioned that they start 

forming the destination reputation before a visit through the information they received from different 

sources, in particular, WOM and media. In addition, they explained that after visiting the destination, a 

different perspective might arise, which could be better or worse. Some participants said they did not 

form an opinion on destination reputation until visiting. Before visiting any destination, they had an 

image about it in their mind through the information available from different sources. While after 

visiting they start to form an idea about its reputation based on their direct experience which may match 

or differ with their previous expectations. Majority of participants mentioned that ‘reputation’ is an on-

going process, starting before visiting the destination, as generally, the traveller has an assumption or 

expectation about the destination, then after visiting, the traveller is forming an empirically based 

impression/ opinion about the destination through lived experiences which may be good or bad. Also, 

participants gave several examples of cities where they have had completely different opinions before 

and after visiting. Some participants mentioned that when they hear about a destination with a good 

reputation, it creates the curiosity to visit it. While if they personally have a good experience with the 

destination, they will suggest it to their family and friends or maybe revisit.  

5.2.1.1 Tourist Destination Reputation Framework Themes  

With regards to how participants form the destination reputation, participants mentioned that there are 

many drivers upon which they base their evaluation. The drivers were clustered into themes. Nine 

themes emerged from data analysis. Figure 5.1 demonstrates the nine themes emerged from the focus 

groups analysis. 

Theme one products and services refers to the different elements attached to the products and services 

provided in the tourist destination. This theme includes ten sub-themes which are quality, price/cost of 

travel, value for money, access to the destination, weather, activities, facilities, availability of insurance, 

suitability and nature.  

Theme two culture refers to how tourist destination culture may influence its reputation and includes 

two sub-themes; the destination history, and language. 

Theme three people demonstrates how people (local and tourism employees) behaviour and attitude 

may influence the tourist destination reputation.  

Theme four safety and security explains how destination safety in terms of war, terrorism attacks, and 

robberies have an impact on forming its reputation  

Theme five management demonstrates the extent to which the transparency and credibility, as well as 

the customer service provided by the tourist destination management, influence its reputation  

 Theme six country stability reflects the importance of the tourist destination political stability on its 

reputation  
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Theme seven media marketing and communication highlights how the destination marketing channels, 

media, and communication have a hand in shaping the destination overall reputation. This theme 

includes six sub-themes; news, online information, word of mouth, online reviews, social media 

platforms, and celebrity endorsement.  

Theme eight competitiveness explains that while forming destination reputation, stakeholders are 

always comparing competitive destination, and this comparison influences the tourism destination 

reputation. 

Theme nine place identity indicates that the traveller’s personality, background and preference 

influence their perception of the tourist destination, hence its reputation.  

Figure 5.1 The Nine Themes Emerged from the Focus Groups Analysis. 

 

In order to develop the tourist destination reputation framework, these themes have been categorized 

into internals and externals. ‘Internals’ include all elements that have a direct relation with the 

traveller’s experience at the destination for instance products and services. ‘Externals’ indicate to the 

elements that influence the reputation, but which are not part of the traveller’s direct experience with 

the destination for example word of mouth and media. This categorization is based on the nature of the 

theme. Each of these ‘themes’ includes drivers ‘sub-themes’, and there was no consensus about the 

degree of influence of these themes on a destination’s reputation, as it varies from one person to another. 

However, it can be assumed that some of the themes are more important than others as they have been 

mentioned by many participants in different focus groups. The internal and external factors that 

influence the destination reputation from the traveller’s perspective are as follows: 
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 Tourist Destination Reputation Internal Factors 

Five main internal factors  emerged from the focus groups analysis. Figure 5.2 demonstrates the 

internal factors emerged from the focus groups analysis.  

Figure 5.2 The Internal Factors Emerged From the Focus Groups Analysis 

 

Internal Factor One  (IF1): Products and Services  

Participants from all focus group interviews opined that the destination’s products and services are one 

of the basic internal factors that influence its reputation. This factor includes ten drivers.  

• Quality. Most of participants explained that quality of products and services is crucial, and they 

further clarified that it is not necessary to be in five stars hotels/ restaurants but it must meet their 

expectation to deliver satisfaction. Moreover, one of the participants mentioned that she gives 

priority to the quality factor when she is travelling with her children, but if she is travelling 

unaccompanied, she does not mind compromising.  

• Price/ cost of travel. Participants have different approaches towards the price. Most of them 

mentioned that prices have an influence especially when it comes to tourist destinations, and they 

clarified that they would prefer cheaper destinations. As generally, travellers have a limited budget 

for their holidays, and they want to enjoy them within their budget. While others believe that prices 

have nothing to do with reputation, it may, however, influence the decision to visit, not reputation. 

Additionally, they gave examples of places that have a particularly good reputation, but they cannot 

visit as they cannot afford it. In the meanwhile, it does not mean that they will change their opinion 

about the destination. Moreover, one of the participants who supported this viewpoint said that she 

had the best experience in her life in Disney, Florida; however, it was a very expensive destination 

to visit.  
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• Value for money. Participants explained that value for money is quite important and they defined 

it as the balance between quality and price. Two participants from two different focus groups gave 

almost the same example, as they would prefer to go to Thailand or Sri Lanka for a week and stay 

in five stars hotels rather than going to Dubai for three days as Dubai is a very expensive destination.  

• Access to the destination. Most of participants indicated that easy access to the destination 

influences its reputation, while very few participants believe that access to the destination does not 

matter, the trip starts at the airport and they enjoy the flights and they added they consider the 

distance to the destination if only it is too far. 

• Weather. Participants explained that the weather influences destination reputation. It is not about 

hot or cold weather. It is about the suitability of the weather to the purpose of travel. Two of the 

participants gave an example of Dubai, it has a very high temperature during summer, so they have 

to visit only in the winter, to be able to visit the city, enjoy the place, and do shopping with ease.  

• Activities. Participants mentioned that the entertainment activities available in the destination may 

influence its reputation. All young participants explained that the availability of different activities 

at the destination does have a big influence, as it helps to have more unique and enjoyable experience 

at the destination, but the type of activities may differ based on each person’s preferences. While all 

the adults explained that the activities are important, but entertainment activities are not necessary, 

it depends on the purpose of travel. 

• Facilities. Some of participants noted that the availability of facilities is a substantial factor for the 

destination reputation, for instance, communication facilities, internet, and medical emergencies, 

etc. 

• Availability of Insurance. Senior participants expressed that the availability of insurance is 

essential for reputation and one of the participants who were over 60 said “you do not realise how 

important it is until you need it. I heard of parents who had to sell their house, to get the child treated 

in a hospital in the UK”, while young participants said that they do not care about the insurance 

availability and some of them explained that the idea of the insurance is culturally determined, and 

in their home countries they do not even have car insurance. 

• Suitability. Some of the participants mentioned that the suitability of the products and services to 

all family members is important. As some of the participants who used to travel with their families 

mentioned that some destinations have practices that are not suitable for children and that is reflected 

in their reputation, for instance, Kavos in Greece and Phuket in Thailand. 

• Nature. Few participants mentioned that the beauty of nature influences destination reputation. 

IF2: Culture 

Participants from all focus groups mentioned that culture has a great influence on the tourist destination 

reputation. One of the participants said  
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“You want to go and see how things are done differently. What sort of different clothes, different 

attitudes, different food, entertainments, cultures, paintings, pictures, architectures. All these 

things show the destination’s culture as a way of life.”.   

The culture factor includes some drivers. Initially, the history of the destination, some of the participants 

said that the history of the destination does influence its reputation. Also, most of them mentioned that 

they would like to visit historical places and monuments to discover the history of the destination. 

Moreover, the destination’s marketers used to market for their destinations based on its history, for 

example, Egypt is well-known for the Pyramids and Sphinx. Then, food, it was quite interesting that 

most of participants from all focus groups mentioned that food influences the destination reputation, 

maybe it is not a priority, but it does have an influence. They said they would like to taste local food. 

One of the participants mentioned 

“The cuisine tells a lot about the culture in terms of how people eat; like an individual or in 

collective, how the food is served, and the presentation of the food, it is all cultural”. 

All participants from all focus groups mentioned that the language of the destination and the possibility 

of using mother tongue or English to communicate at the destination is crucial, as it influences the 

traveller’s experience, hence reputation. Some participants gave examples of their bad experiences at 

some destinations as a result of poor communication. All examples from all focus groups were regarding 

Turkey, Germany, and France. Some participants mentioned that they faced several problems as they 

could not communicate with people despite all participants being fluent English speaker and some of 

them being fluent in more than one language. This is because sometimes the people from the destination 

community cannot help because they are not able to understand and/or communicate. Also, some of the 

participants mentioned that in some destinations, locals can speak English, but they deliberately do not 

to speak it, to keep their identity. Moreover, participants mentioned that it is not necessarily that locals 

must be fluent English speakers, but at least travellers want to feel comfortable in terms of 

communication. One of the participants said  

“Germany was the worst place I visited in my life. I will never visit it again, and whenever I will 

be back home, I will tell everyone never think of going there. They are very introvert, and they 

do not like foreigners at all and the problem with the language too. They do not speak English”. 

IF3: People 

Participants thought ‘people’ to be one of the basic factors in shaping destination reputation. They also 

clarified that people include, locals and employees in different tourism sectors, for instance, tour 

operators, airports, hotels, and restaurants. Participants declared that they expect good attitude, 

performance, and help from all employees within the tourism sector as they are paid, and it is part of 

their job to work for the welfare of the travellers. People as an internal Factor includes two drivers: 
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People’s behaviour and attitude, as participants clarified that they expect locals to be friendly, helpful, 

and honest. Two participants in two different focus groups mentioned that they had the worst experience 

in their entire life, one in Turkey and the other one in Egypt, because of the appalling behaviour of local 

people. On the other hand, one of the participants said  

“In America, I had a wonderful experience. It was so great because of the American people. 

They are kind-hearted and very friendly in a way like in my hotel, in the tourist places. I 

mean each place I visited; they were very generous and very kind I plan to visit the United 

States again”.  

There was an extensive debate among participants in two of the focus groups around the reputation 

of the Turkish destination. Some participants believed that it is a good destination and they had 

overwhelming hospitality. While others said that it was a horrible experience, and they would never 

visit again because of the appalling behaviour of Turkish people with travellers. Based on the detailed 

discussion that took place between participants, it could be summarized that the traveller’s 

backgrounds and personality influence the way of evaluating this aspect. 

Participants also highlighted that racism should be considered. In different words, the way locals 

perceive travellers as having different background and skin colours. One of the participants said that he 

had a bad experience at the airport because of his nationality and skin colour 

“I was the only brown person in the whole place. What happened is when I did the boarding 

over here. I did not realize that the border control agent put a red dot on my passport. Later, 

I realized that this red dot means to stop this person at every single stop. At the gate where 

you get into the plane, I got stopped, at the airport in America, I was also stopped, they held 

me for at least two hours, asking me, what is going on, and why you are here. I was literally 

the only one getting stopped at every single point”. 

IF4: Safety and Security 

Participants mentioned that safety and security influence the destination reputation, while the degree of 

influence of this factor varies. Some participants believe that no place is safe, and you are taking a risk 

whenever you go and almost all destinations around the world face different kinds of terrorist attacks 

including, New York, London, Paris, Istanbul, Phuket, Luxor, Brussels, and New Delhi. The only 

situation that influences the destination reputation negatively is war. One of the participants said “In 

terms of methodology, if you want to visit the UK, and there is a recent terrorist attack, I think it is better 

to visit that time because it is not likely happening again in that particular time”.  

While other participants mentioned that they have to consider how safe they are in the destination, 

especially in terms of terrorist attacks, and they believe that terrorist attacks have a severe influence on 

reputation. Another participant said  
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“There are hotspots and danger spots around the world when it comes to the news, there is a 

tourist attack, that would then influence me not going or being worried or consider about going, 

so reputation in that sense you know there is a problem in the area, you might put it off, you might 

want to go another time or put off going there for a few years and see what happens”.  

Some participants thought that safety and security are not only about terrorism, but also, poverty and 

robbery. One of the participants said “When I travel to Pakistan, I never use this phone (iPhone). I leave 

this phone at home and use an old Nokia phone to keep safe”.  

Also, participants expressed the view that there are various ways to get information about safety and 

security. For instance, the UK Foreign Office website as it has vast amounts of information about safe 

destinations and places that travellers should not visit except if it necessary and it is updated every day. 

Also, the news in various media channels is considered the fundamental source of information regarding 

the safety and security of the destination. Some external factors have an influence on safety and security 

for instance media, and country’s political stability. 

Terrorism attacks could be considered as an internal or as an external factor; it depends on how you look 

at it. If it is considered from the perspective of a traveller who has had a terrorist attack experience at 

the destination it should be considered as an internal factor. While in case of just hearing about the attack 

in the news, it could be perceived as an external. 

IF5:  Destination Management  

Some participants expressed that destination management may influence the destination reputation with 

respect to good customer service, as it reflects how the products and services providers care for their 

customers. Also, credibility and transparency of the destination, this means that the image portrayed by 

the destination should match with reality. Also one of the participants said “In some countries, they have 

different prices for the same service; one for tourists and one for locals; it can affect the destination 

credibility and harms the destination reputation”. 

 Tourist Destination Reputation External Factors 

Four main external factors emerged from the focus groups analysis. Figure 5.3 demonstrates the 
external factors emerged from the focus groups analysis. 
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Figure 5.3 The External Factors Emerged From the Focus Groups Analysis. 

 

External Factor 1 (EF1): Country Stability  

Participants mentioned that the political stability of the country is fundamental for reputation, as political 

stability influences the safety and security factor. Participants from all focus groups, especially with an 

Islamic background gave the same example of the United States after the election of Donald Trump as 

the US president. One participant said  

“The decisions are made overnight, you might just sleep and wake up the next day, somehow, your 

nationality or the nationality you hold is not allowed to get in or out and I do not have yet a trust 

that things are handled well with Trump administration in the USA, in the Middle East at least, 

and then what I am going to do... so I am not taking that risk”.  

Also, a couple of participants gave examples of negative experiences at US airports after the election of 

Donald Trump. One of the participants said “I spent two hours at New York airport as my passport has 

a bunch of Arabic stamps; they looked at the passport and took me out of the queue. I was dressed 

beautifully…”. Another participant said “My friend was supposed to present his research paper in the 

USA; they sent him back from Philadelphia airport”. Moreover, one of the participants cancelled his trip 

to the United States after the election of Donald Trump and some participants also expressed that they 

will not consider America as a tourist destination for the next couple of years. 

EF2: Media, Marketing and Communication 

Most of the participants stated that the media is an important tourist destination reputation external 

factor, as the destination reputation is based on the media and the way it portrays the country. Most of 

participants mentioned that they rely on media to form the initial destination reputation, then their own 

experience to form the final reputation. Media factor includes several dimensions. First, the news, some 

participants mentioned that the news has an influence on reputation, for example, TV news, travel 
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shows, online news and mobile application news. As media coverage shapes the perception of the tourist 

destination. One of the participants mentioned that good news in relation to the destination creates the 

curiosity to visit. Also, participants mentioned that media is the major information source about the 

country stability, safety and security. Then online information, as some participants mentioned that 

online information has an influence on reputation, as the internet becomes the primary information 

source. 

There was a debate between focus group participants about the degree of influence of different media 

channels possess. As few participants thought that official media does not usually present an accurate 

image of the destination; they tend to exaggerate, so there is little trust. In response, one of the 

participants said  

“Exaggeration is a human behaviour, if you are living near to Eiffel Tower, or the Great Wall of 

China, for you it is nothing, because you have been seen that scene again and again from birth to 

death, but for foreigners it is incredible. If you talk about London, for me it is another city, but if 

you are talking about it with someone coming from Africa or Pakistan, Oxford Street is wow for 

them, more than wow, because it is a new thing, so it is not exaggeration, it is how you portray 

things”. 

 Also, another participant said  

“I do not go actually to the official media a lot. For example, in Syria, it is just a part in Syria where 

the war is going on, but the media portrays Syria, as it is all messed up and it is not safe to go. It 

is not like this. It is only some parts in Syria especially Aleppo, I think so, where the war is going 

on, so I do not trust official social media a lot”.  

Furthermore, another participant expressed that he does not trust the official media as, in his opinion, it 

normally does not present a real image of the destination and he believes that the way media portrays 

the destination depends to a great extent on the political relationship between the home country and the 

destination, regardless of how the country is in reality.   

Participants also mentioned that marketing and communication have an influence on the tourist 

destination reputation. This includes; firstly, word of mouth, participants declared that WOM has a big 

influence on reputation, as it is considered one of the primary sources of information that they rely on 

to shape the destination reputation. As they normally discuss their travel plans with family and friends 

who have visited the destination previously and listen to their points of view which influences them. 

One of the participants mentioned if the visitors are satisfied at the destination, they will encourage 

others to visit. Moreover, most of participants mentioned that while planning for holidays they check 

online reviews (UGC) about the destination and other tourist services providers like, hotels and 

restaurants. Also, most of participants referred to TripAdvisor as one of the main review platforms, as 

it has thousands of reviews about destinations and the different providers.  
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Secondly, all participants mentioned that SM platforms have a massive influence on reputation, for 

instance, Twitter, Facebook and Instagram. A Saudi participant noted that there are some specific 

accounts for places on Twitter like ‘Saudis in London’, and ‘Saudis in Spain’. These accounts are the 

basis of Saudis to shape the destination reputation as Saudis completely trust them and take decisions 

on whether to visit or not, based on the advice and commentary from these accounts. Finally, celebrity 

endorsement, as there is a segment of travellers who wish to imitate their beloved celebrities. 

Few participants mentioned that they do not trust the travel agents websites or social media pages as 

travelling is just a business, sometimes they are trying to find a different perspective to market their 

business even it is not real. One of the participants mentioned 

“It is nothing different than selling a product, when you are selling cigarettes, you do not talk 

about it causes cancer, you talk about relaxing. If you are selling coffee or tea, you do not talk 

about it contains nicotine and nicotine will damage your health. All the time, you present your 

product, any product, in a way the customers will buy”. 

EF3: Competitiveness   

Competitiveness is considered an external factor of the tourist destination reputation. As participants 

thought that while evaluating the destination and forming its reputation, they compare between the 

destination and the whole experience they had during the visit with other destinations that they have 

visited before. For instance, they compare the quality of products, value for money, and local people 

attitude. Destination management organizations should be concerned about innovation, and the 

uniqueness of their destination with regards to products and services, activities, and management 

systems in order to maintain or improve their destination reputation rank. 

EF4: Place Identity 

It seems that the travellers’ personality influences the tourist destination reputation, so it can be 

considered as a reputation external factor. Personality includes background and preferences. The 

travellers’ backgrounds influence the way they evaluate their experience at the tourist destination. For 

example, there was a debate amongst the travellers in two different focus groups about the reputation of 

the Turkish destination. Some of the participants said that they had overwhelming hospitality, and the 

Turkish people were truly kind, while others expressed that they had the worst experience in their lives 

because of appalling behaviour of the Turkish people. Also, one Moroccan participant said that his 

country reputation is different from the western countries to the eastern countries because of the different 

culture and background of these two sets of countries. Also, the reputation gets affected by the traveller’s 

preferences, as travellers expressed different preferences and attitudes towards the evaluation of the 

tourist destination, hence its reputation. 

Backgrounds may have an influence on travellers’ preferences, consequently on reputation. As a result, 

one of the participants mentioned 
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“When I was planning to choose a destination, my idea was something like I could find the most 

interesting aspect in Disney, Florida, because as a child, I was watching Disney movies and, 

cartoons. I would prefer going there, instead of going to Las Vegas because I am coming from 

that part of Pakistan which has a desert. I was born and raised in that kind of semi-desert. So, Las 

Vegas is my last priority. I would prefer to go to some other kind of lands like Orlando, Florida”.  

5.2.2 Findings from Delphi Process 

The second part of the Delphi process was in relation to the main drivers contributing to forming the 

tourist destination reputation. Even though the researcher hinted at two (i.e. without revealing too much 

or shaping the opinion of the experts) of the main drivers in the first round of the Delphi process which 

were security, products and services, the experts expressed the view that several drivers affect the tourist 

destination’s reputation. The following is the sum of all drivers that have been mentioned by all members 

of the expert panel. Despite having these drivers being mentioned by the expert’s separately, the 

researcher worked out to divide them into internals and externals and then generate themes. Figure 5.4 

shows the themes emerged from Delphi data analysis. 

Figure 5.4 The Themes Emerged from Delphi Data Analysis 

 

5.2.2.1 Tourist Destination Reputation Internal Factors  

IF1. Products and Services: This factor includes 11 drivers. First, the availability of the attractions that 

makes the place distinctive and capable of engendering pride and creating a place worth experiencing. 

Then, prices in the destination (e.g. cost of living), and competitiveness of the price, which in turn 

reflects the value for money. In addition, complementary services which reflect overwhelming 

hospitality. Besides, the activities available at the destination, which influence the travellers’ experience 
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and keep them excited during the trip. The Panel members also mentioned destination style (e.g. 

contemporary, or traditional/ classic). Moreover, the destination infrastructure, for instance, 

accommodation services, transportation, restaurants, and other facilities that shape a place identity and 

makes it welcoming. Also, the quality of offered services and transportation influence reputation. 

Likewise, the availability of services that create economic and social value to the destination. Also, 

transport accessibility to the destination. Finally, the weather at the destination also influences the type 

of activities that can be available at the destination. 

IF2. Environment: The experts mentioned that the cleanness of the place is crucial, as the competences 

between destinations are very high. Also, the sustainability and social responsibility of the destination 

environment may influence its reputation as modern travellers have more awareness than before and are 

concerned with these issues. Then, the quality of the wider environment, both built and natural.  

IF3. Culture: The experts’ panel mentioned some cultural factors that have a substantial influence on 

reputation, for instance, historical perception. One of the experts said 

“Historical perception is important. Many dream destinations (Acapulco, Hawaii, and Capri) 

have degraded to a greater or lesser extent but an element of romanticism is attached to the 

names. The Venice, and Florence experiences are now very different from what they used 

to be, but the perception is still there”.  

Moreover, the knowledge of the culture is important as well for example, when mentioning Paris, first 

thing comes in mind is the Eiffel Tower. In addition, the language of the destination may influence its 

reputation, as it represents the way of communication between the visitors and the local people. 

IF4. People: The experts’ panel clarified that there are two main groups of people that may have an 

impact on the tourist destination reputation, the local people as they should be tolerant and friendly, and 

the stakeholders as they should behave ethically with the travellers. 

IF5. Safety: The situation in the destination itself ‘moments of truth’ influences the tourist destination 

reputation. 

5.2.2.2 Tourist Destination Reputation External Factors 

EF1. Marketing and Communication: experts have mentioned several factors that act as external 

factors for the tourist destination reputation. Traditional and electronic WOM significantly influence the 

tourist destination reputation as people normally discuss their travel plans and experiences with actual 

and potential travellers and they listen to such advice. Moreover, the general reputation of the region or 

the country may influence the destination reputation. Also, the destination visibility on different media 

channels may influence the destination reputation. Furthermore, the communication channels, their 

credibility, the digital readiness and capability to use digital tools may also be of influence. Also, social 

trends like Facebook and Twitter have a great influence as many people would like to share their travel 
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experiences over their SM platforms. In addition to the communication capabilities in the destination 

and its interaction with actual and potential visitors. Also, the destination brand and image, as both 

influence and enhance the destination reputation.  

EF2. Competitiveness: the authenticity and uniqueness of the place that makes it distinguished. 

Especially since the travellers are comparing while forming the tourist destination reputation. Also, 

innovation and creativity have an influence on destination reputation. 

EF3. Place Identity: the experts’ panel mentioned that the notion of a place identity has two main 

factors; the vague notion of experience, what it is like to be in the destination, and how travellers evaluate 

it. One of the experts suggested that the experience is the sum of the destinations’ products, services, 

security, and activities. Partially related to experience is the second factor which is the personal, 

emotional connection with a place. This may be based on personal or family history or other forces. 

In the second round of the Delphi process, experts were asked to clarify their agreement or disagreement 

with the previous drivers raised in round one. Thirty-eight drivers had been suggested. A high level of 

consensus was obtained for thirty drivers out of thirty-eight, while a medium level of consensus was 

obtained for eight drivers (50%-60%). No proposed driver got less than 50% consensus. Table 5.2 

summarizes the level of consensus obtained for each driver in the second section of Delphi round two.  

Despite that there were only two options in the questionnaire designed, it was either to agree or disagree, 

some of the experts replied to some factors as “it depends”. This is not an issue, as we cannot assume 

that all stakeholders either internal or external will be influenced with the same factors. Especially that 

there are several intangibles for instance emotions, experiences, personal interests and preferences, that 

may have an influence shaping the destination reputation.  

Table 5.2 The Level of Consensus Obtained for each driver in the Second Section of Delphi 
Round 2. 

Factors Agree % Disagree % Depends % 
1. Attractions  10 - - 
2. Activities  10 - - 
3. The destination brand  10 - - 
4. The destination image  10 - - 
5. Expected experience (could be seen as a sum of products, 

services, activities and security) 
10 - - 

6. Quality of wider environment – both built and natural 
environment 

10 - - 

7. Word-of-mouth/ electronic word-of-mouth 10 - - 
8. Destination visibility  10 - - 
9. Friendless and attitude of local people  10 - - 
10. Safety 10 - - 
11. Interaction with actual and potential visitors 9 - 1 
12. Personal, emotional connection with a place.   9 1  
13. Digital readiness and capability to use digital tools 9 1 - 
14. Cleanness of the place  9 1 - 
15. Social trends  9 1 - 
16. Communication capabilities 9 - 1 
17. Tourism infrastructure 9 - 1 
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18. The destination culture 9 - 1 
19. Price competitiveness (Value for money) 9 1 - 
20. Uniqueness 9 1 - 
21. Authenticity 9 1 - 
22. Transparency  9 1 - 
23. Place identity 8 2 - 
24. General reputation of region/country 8 2 - 
25. the environmental innovation and creativity  8 1 1 
26. The communication channels credibility  7 1 2 
27. Style i.e contemporary, traditional  7 1 2 
28. Accessibility 7 1 2 
29. Quality of transportation to the final destination 7 1 2 
30. historical perception 7 3 - 
31. Services that create economic and social value. 6 4 - 
32. Cost of living 6 2 2 
33. Ethical behaviour of stakeholders 6 - 4 
34. Complementary services 6 3 1 
35. The situation in the destination itself (moment of truth) 6 2 2 
36. The destination language 5 3 2 
37. Weather 5 2 3 
38. Sustainability and social responsibility 5 3 2 

5.3 Assess the Effectiveness of Tourist Destination Approach Towards Online 

Marketing Channels 

The Egyptian tourist destination was used as a contextual case. Six interviews were conducted with the 

online marketers at the Egyptian Tourism Authority (ETA), and J.Walter Thompson advertising agency 

(JWT), which are responsible for marketing of the Egyptian destination, to draw out their understanding 

of the online marketing channels and the extent to which these tools are used to market Egypt as a 

destination. The interviews identified if any of these channels had been used previously to influence the 

online reputation of the Egyptian tourist destination. In section 5.4, it is discussed on a general scale the 

concept of tourist destination reputation and the link between the online marketing and online destination 

reputation, and how online destination reputation should be managed. Thus, by the end of the thesis 

recommendations will be offered to assist the Egyptian destination to improve its destination marketing 

performance. 

5.3.1 About the ETA 

Egyptian Tourism Authority (ETA) is the official organization responsible for the marketing of the 

Egyptian tourism destination. The Head of the Information Technology Centre (ITC) at the ETA said 

that despite the importance of online marketing, there is no department for it at the ETA. However, there 

are two units; one for managing the ETA official website (which has two employees), and another one 

for managing the official social media pages (which has four employees). These two units are part of 

the ITC which is attached to the ETA. Regarding setting the online marketing plan for the Egyptian 

tourist destination, the employees within the ITC are responsible for setting the plan, each one according 
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to his area of specialization, and then they send the plan to the tourism sector board of directors to be 

approved. One of the interviewees at the SM unit mentioned  

“The ETA is outsourcing due to the shortage of qualified staff. For example, the ETA Facebook 

page is available in 14 languages, which means that the staff should be able to manage responding 

to followers’ comments in these languages fluently. Based on the reality that the staff cannot 

handle these languages, they are relying on the JWT. The outsourcing cost the ETA a lot of 

money, which does not match with the country overall strategy to reduce expenses”  

5.3.2 About the JWT 

The Head of ITC mentioned that in the interest of enhancing the international marketing campaigns 

effectiveness, the ETA hired an international advertising agency ‘J. Walter Thompson’ (JWT) in order 

to launch an international campaign for the marketing of the Egyptian tourist destination. JWT is a 

worldwide advertising agency, the head office located in New York City and it has a branch in Cairo, 

Egypt. This agreement is divided into two main parts; the international campaign (which includes public 

relations and advertising campaigns both online and offline), and the website and social media pages 

management. The agreement between the ETA and JWT is for three years. The agreement for the 

international campaign commenced in November 2015 whereas the website and social media pages 

management agreement commenced in February 2016. Both agreements are complementary. The choice 

of the JWT was made by the international tourism department and the staff in charge of the international 

advertising campaigns (more details of the agreements are provided in the appendix 7). 

5.3.3 The Coordination between ETA and JWT 

The head of the ITC stated that the ETA staff are responsible for defining the working scope from a 

tourism perspective. While the JWT has practical experience in international marketing and they are 

responsible for the implementation of this working scope. One of the interviewees at the JWT said that 

“The ETA and JWT staff are discussing these strategies together, and sometimes we have round one 

and two in order to find the best way to reach the ETA objectives”. The Head of the ITC mentioned that 

the JWT is sending periodic reports with its progress to the ETA, and she added  

“The ETA staff is evaluating this progression reports based on the working scope that has been 

developed in earlier stages for instance; how is the engagement level on social media, is it 

improved or not, how many followers they have, does the number increase. This is the real role 

of the employees after deploying the campaign as it reflects the ROI”. 

5.3.4 This is Egypt Campaign  

The JWT main project is “This is Egypt campaign” which focuses on promoting Egypt through content 

created by Egyptians, this campaign included encouraging residents to create content through the 

hashtag “This is Egypt”. The hashtag has been promoted everywhere; television, printed advertising, 
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PR, online, and has been used to promote the Egyptian destination. Also, one of the important pillars of 

the campaign was to use e-marketing. The interviewees mentioned that “This is Egypt” campaign 

included two different stages; the first one is to encourage Egyptians to create tourism content, and 

second is to promote this content using different platforms. One of the interviewees at the JWT stated 

that through research they have found that recently Egyptian youths like to travel, discover new places, 

and they are engaging in social media more than ever before. The JWT thought of collecting all the 

contents generated by Egyptians using the hashtag “This is Egypt”, so they have one thread, and then 

filter it and get the best content to be promoted through different online and offline marketing channels. 

To encourage Egyptians to create the content, the hashtag idea was promoted through television 

interviews, websites, and brochures, etc. One of the interviewees at the JWT said 

“There were two reasons to use Egyptians generated content. Firstly, massive, related tourist 

content is needed to replace the political one available online; especially that Egyptians now are 

using social media daily. Secondly, travellers are looking for local experiences; they do not want 

to be treated as foreigners. This will not happen until they are approached with related content, so 

the JWT started showing them the Egyptian local experience that they can have”. 

5.3.5 The ETA Online Marketing Plan 

One of the interviewees has stated that it is fundamental for any destination to have a strong online 

presence on all platforms to support the travellers’ decision; before, during and after the visit (full details 

are available in appendix 7). The researcher has asked the interviewees about the use of each online 

marketing channel.   

- Email marketing: one of the interviewees at the JWT clarified that it was a quite helpful channel; 

however, it is not used anymore. It is considered an old fashion channel and is now solely used as B2B. 

It is only used to send the latest newsletters to customers who are subscribed to the website. Moreover, 

the Head of the ITC added that the email is used for internal communication between the employees at 

the ETA through the official email network of the organization; while they are not using it as a channel 

for tourism marketing. 

- Social media: The official name for the social media pages on the different platforms is 

“Experience Egypt”, while the YouTube channel is “Egypt”. The ETA official Facebook page is 

available in 11 languages, and each language has its own content which matches the market preferences, 

and interests. One of the interviewees said 

“SM is used in order to promote the Egyptian tourist destination news and events. It can also be 

used for indirect advertising for the official website by sharing some of its content on social media. 

Moreover, it is a good channel to interact and communicate with the audience in different 

languages, and with international bloggers and sharing information with them”.  
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The interviewees at the JWT added that the SM main strategy is more of engagement strategy; they 

are trying to increase the level of engagement over SM, as it is a review-based platform. One of the 

interviewees said 

 “It is important to have a lot of followers, but what is more important is the level of 

engagement of followers over the channel. The page may have loads of followers, but they 

are not active users, so they are useless. It is easy to increase the number of followers 

through advertising, but they can opt-out anytime”. 

They also explained that they respond to all the reviews received on the page regardless of being 

positive or negative except in the cases of political comments as it is out of the scope. One of the 

interviewees also added that they never remove negative reviews. However, in the instance that a 

comment is extremely bad (abusing/ insulting), or they suspect something wrong, they hide it. In 

case of complaints received on social media, they try to support, and put the person in a contact with 

the ETA staff to look into the problem, for most of the time they report the problems to the ETA to 

be handled. Despite that the social media unit used to have four employees, currently, it has only one 

active member. One of the interviewees at the SM unit justified the small number of employees at 

the unit, as JWT is responsible for the digital marketing strategy and the role of the ETA employees 

is to follow up the progress of the JWT. 

− Website: The website developer at the ETA mentioned that one of the major online marketing 

channels for the ETA is the official website (www.egypt.travel.com). He also added that the ETA 

website strategy should match with the ETA general strategy (more information on the website 

development plan is available in appendix 7). The website developer added that the website’s content is 

reviewed frequently and updated with the new events and articles. The website developer has also stated 

that the website performance is assessed monthly. There are two different software being used during 

the analysis process; Google Analytics, and Pink Bubbles and both the software give almost similar 

results. Although Google Analytics is the most common, sometimes Pink Bubbles is used instead. 

Especially while doing PPC over Google, it is better to use another tool to evaluate the performance to 

ensure credibility. Several indicators are used to evaluate the performance and content of a website. The 

number of visitors to the website is the first indicator. If and when this number decrease, it means that 

there is an issue with the content, it could be static, boring, or not up-to-date. The second indicator is 

the number of active users on the website. The third indicator is the user’s behaviour on the website, 

which means how long they spend on the website, what they do after logging on to the website; are they 

navigating the homepage and then shutting down the website, or navigating through the different 

sections of the website. The users’ behaviour over the website is a good indicator of how attractive or 

uninteresting each page is, so the uninteresting pages can be further developed.  

− SEO: All interviewees mentioned that SEO is fundamental to improve the rank of the ETA official 

pages on search engines. However, it would not work if it did not have a base of digital content, as SEO 
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is based on link building and strong content. The interviewees at JWT and the software developer at the 

ETA explained the meaning of strong content as having all keywords, subjects and topics that people 

search for (related content). Also, the content must be up-to-date as the updated data on Google has 

priority than the data released some time ago even a day, a week or a year. Moreover, the content should 

be built in a strong, organized technical way in order to be easily found by the search spider, so it will 

be more likely to have a higher rank on the SERPs. One of the interviewees added 

“These steps need a very big effort; we need to create the content and build the infrastructure of 

the website that the content lands on, modify the technology to be more advanced and up-to-date, 

so it can be easily found by the spider. SEO is an asset. It is a kind of infrastructure; after building 

it up, it works straightaway, and it helps in the long term. It also needs maintenance from time to 

time”. 

− Online advertising: Both interviewees at JWT have mentioned that the JWT is bidding for the 

most popular keywords. Google AdWords is a Google advertising tool that can be used also to better 

understand the consumers, to find out what they are searching for, and the online trending topics about 

Egypt. Google AdWords has two main stages. First, Google suggests the trending keywords, which 

means the keywords that have frequently been used to search for the Egyptian destination. Then select 

from these keywords and do bidding. The interviewee mentioned that they use these keywords to 

improve the content to better match the consumer search.  

One of the interviewees at JWT mentioned that WOM/eWOM is a strong non-paid advertising. She also 

added when the travellers pick the destination, they go through a journey of several steps; first, they 

prepare a list of some destinations to choose from, and then do some searching to find the best option, 

after that, they start looking at the prices of different destinations and finally pick the best destination to 

travel to. The JWT campaign is trying to target all these stages. 

− Viral marketing: The interviewees at JWT explained that viral marketing means creating a good 

content that may have a high potential of ROI or influence positive viewership, or image, so they sponsor 

this content on search engines or social media through paid advertising, to go viral. As it appears to the 

relevant target audience frequently, they start checking it and then sharing it. For example, the Reuters 

news agency posted that the tourism sector is flourishing in Egypt in the last couple of months, and 

Egypt was one of the top ten countries of progress. They sponsored the post until it went viral. On the 

other hand, all interviewees from the ETA had no idea about viral marketing. 

− Online public relations: One of the interviewees said “PR means persuading the media to talk 

about us in a certain way, through press releases, inject news and topics that we want to publish. It is 

not about newsletters and emails anymore, as newsletters and emails are mostly used to update or share 

the latest news or offers, which is not our priority”. 
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One of the interviewees at JWT emphasized that the campaign performance should be followed up 

through analytical tools, for instance, Google analytics, and listening tools such as ‘Netbase’. The 

listening tools help to find what kind of discussion is available online (negative/ positive), the volume 

of discussions, and how people perceive the Egyptian destination. Also, social media management tools 

should be used like Hootsuite which helps to generate reports to assess the SM performance, level of 

engagement, and consumers’ behaviour. The SMM tools can also be used to boost the content. 

5.3.6 The Egyptian Destination Online Reputation  

The Head of the ITC has stated that the destination image leads to the destination reputation, as if a 

destination has a negative image for instance terrorism, it will have a poor reputation. While, in contrast, 

if the image is positive, the reputation will be high, and it will be reflected on high levels of tourist 

arrivals. Also, she added that the online marketing channels may influence destination reputation if used 

professionally, taking into consideration the travellers’ preferences in the target market. She also 

explained that the Egyptian destination has suffered problems which are manifested in the foreign home 

offices that advise their citizens not to travel to Egypt which limits the success of the marketing efforts. 

JWT interviewees confirmed this point of view, as they mentioned that online marketing channels 

strongly influence the destination reputation. One of them said that in case of any crisis or even tourists 

offending accidents. If these issues are exaggerated online, it will have a severe influence on the 

destination reputation. He added that their role is to evaluate the crisis size, and its dimensions, through 

following and analysing the discussion and the news daily. He also explained that if they noticed that 

the crisis is increasing day after day, they start online advertising, and PR campaigns offline and online 

to publish positive news, and respond to the negative ones, so they have the balance. Also, they dedicate 

only one channel to publish all the official news regarding the crisis, and do not give the chance for the 

media to exaggerate it.  

One of the interviewees at the JWT emphasized that the focus of reputation management is encouraging 

positivity. In order to have a positive destination reputation, first, JWT has to respond to all comments, 

and second manage crises. He mentioned that the main strategy of JWT when dealing with reputation 

crises is through using listening tools, launch PR, increased advertising, and the push of more positive 

news. He also added that sometimes the best strategy is to keep silent for a few days and see how the 

crisis turns out. He gave an example of an incident that happened in May 2017 on a bus on its way to 

visit a church, it had been attacked, and all people on board were murdered by ISIS. He said that if they 

published any tourism-related content, it may have been perceived negatively, to avoid any 

misunderstanding, they decided to keep silent for a couple of days until the situation calmed down. 

One of the interviewees also indicated that having positive, relevant, vast content, will improve the rank 

on SERPs. Thus, influencing reputation, but more in the long term. The crisis needs paid media, and 

RR. The interviewees in JWT emphasized that paid marketing has an immense influence on the tourist 
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destination reputation, as it helps increase awareness, level of engagement, and conversion with the 

audience.. One of the interviewees at JWT clarified that despite online marketing channels being used 

to manage reputation; it cannot be used to control it. It is possible with small brands, but destinations 

are quite complicated and have their own dynamics and it has several pillars (economic, political, and 

cultural) and all these pillars are highly affected by each other. To manage the destination reputation, 

the destination needs support from all the other sectors. 

Also, the Head of the ITC clarified that the Egyptian tourist destination suffers a reputation crisis after 

the revolutions of 2011 and 2014. These crises resulted in a massive decrease in the tourist’ arrivals and 

that affected the Egyptian economy negatively. The main strategy used to enhance the presence in the 

foreign markets through launching more marketing campaigns, developing new marketing tools, and 

attracting new travel markets. The focus of that plan was to send a message to the entire world that the 

Egyptian destination is safe. Despite that the interviewee did not give much details about the plan as it 

is not a part of her scope of work; she mentioned that the plan had partially succeeded, as it worked with 

some countries while it did not work with other countries for various political reasons such as the advice 

from the foreign home offices. Moreover, the interviewees at the JWT confirmed the same idea, as the 

tourism sector has been negatively affected by the revolutions of 2011 and 2014. In 2010, Egypt received 

the highest number of tourist arrivals, approximately 15 million. This number reduced dramatically in 

2011, 2012, and 2013. After the second revolution in 2014, the tourism sector was hardly surviving. The 

interviewees from the social media unit mentioned a different point of view as they believed that the 

Egyptian tourist destination reputation has not been affected after the Egyptian revolution of 2011, as 

the number of arrivals was still acceptable till 2013. But this has been seriously affected since the 

revolution of 2014.  

Interviewees were asked about their satisfaction level of the online campaign. One of them has clarified 

that the campaign had a good performance overall, considering the timeframe and the unstable 

circumstances in Egypt. Positive feedback had been received, a lot of people had started sharing 

contents, and “This is Egypt” became trending, and this is a success factor for the campaign. The website 

has been upgraded and is full of relevant content. The social media performance has been improved to 

a great extent, and it has tourism-related content in a different format. JWT interviewees also mentioned 

that it was quite difficult to take the responsibility for promoting tourism in Egypt in such circumstances. 

Also, the interviewees added that before 2011, the marketing campaigns were focused on showing a 

variety of the Egyptian tourist products. While nowadays, the main focus of JWT is to create strong 

marketing channels to the Egyptian destination, fill different online platforms with tourism-related 

content, improve the destination image, emphasize the idea that Egypt is a safe destination, and show 

the diversity, and diffusion of the Egyptian tourist products. 

All interviewees from the ETA mentioned that more financial and human resources should be dedicated 

to online marketing in order to have a better online presence. Also, one of them mentioned that in order 
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to have up-to-date content, new material should be developed, equipment (like cameras and so on) 

should be used, and photographers and models should be hired. Furthermore, more staff should be hired 

at the unit (technicians, editors, content developers). One of the interviewees in the SM unit mentioned 

that if the top management had an interest in using online marketing on promoting the Egyptian tourist 

destination, they would dedicate the resources. While the other interviewee said they have a vision, but 

they do not have enough resources. 

5.4 Assess the Potential for Using Online Marketing Channels to Manage the 

Destination’s Online Reputation 

Fourteen interviews were conducted with professional online marketers in order to understand how 

online marketing channels could be used to influence the destination reputation, and how the destination 

online reputation could be managed.  

5.4.1 The Influence of Online Marketing Channels on the Tourist Destination 
Reputation  

Participants mentioned that there is always a link between online marketing and online reputation. The 

destination must offer something of value to the consumers in the first instance, and then online 

marketing can be used to market the reputation. Participants mentioned that online marketing hits three 

different components of reputation: 

- Visibility: participants mentioned that reputation is based on how well the public knows the 

business, and how much they know about it, and this is the primary target of the online marketing 

campaign which is reaching out to more people, and giving them information about the business. If 

someone does see an advert, or sponsored digital marketing campaign, he/she would be going back to 

their different communication platforms to know more about it. Subsequently, online marketing has a 

significant influence on reputation. Participant 8 added that visibility is one of the main reputation 

drivers, and the best way to acquire high visibility is in the online sphere. She also added that if visibility 

is less, search engine advertising is the tool that is recommended to increase online visibility. 

Furthermore, participants clarified that different online marketing channels could be used to support 

destination visibility like online advertising, and online PR. Also, having good content enhances 

destination visibility. Reflecting on the TDR produced in the previous section, visibility is one of the 

external factors that influences tourist destination reputation. 

- Communication: Participants mentioned that online marketing channels are used to market and 

communicate the destination and its reputation. Participants emphasized the importance of 

communication and having direct interaction with consumers in order to develop a favourable tourist 

destination reputation. They also highlighted the importance of communication in handling destination 

reputation crisis. Communication was introduced in the TDRF as one of the reputation external factors.  
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- Promoting Positivity: Participants also added that destinations cannot hide away from negative 

reviews. The best strategy to deal with them, is to build a positive story, and through online marketing, 

the business gets the story going and it manifests itself into making a good reputation. Participants 

mentioned that there are two different ways to promote positivity. First, send out positive news about 

the destination on different platforms, like social responsibility. Second, encourage consumers to post 

reviews about their experiences at the destination, as eWOM has a significant influence on the 

destination reputation. 

Participants also mentioned that online marketing is also very helpful to measure, track and analyse 

reputation sentiment. Hence, it may be used to monitor, influence, and manage reputation but not to 

control it, this is quite critical. Participants mentioned that online marketing can be used to understand 

what is going on with the reputation, and in case of having any reputation crises, it may be used to find 

out what people are saying about this situation, and measure the sentiment.  It can also be used to manage 

reputation, and in some situations, it can be used alongside other techniques, however, it cannot be used 

to control reputation. At times negative news goes viral and it goes beyond the control of the online 

marketing manager or the online PR manager. 

Participant 8 mentioned that the businesses structure should be linked to reputation, as any business has 

a marketing department which probably has a public relations, advertising offline and online, so they 

should all be integrated together to have a favourable reputation. So, most of the organisations are not 

correctly equipped to measure the reputation because the marketing services are not looking at reputation 

as a whole. In order to have a favourable reputation, the reputation strategy should conjugate with the 

business strategy. The business strategy tells the business where it wants to be and the reputation 

strategies say where and who they are. Different online marketing channels may have an influence 

directly or indirectly on the tourist destination reputation. 

5.4.1.1  Website  

Participants mentioned that despite there are so many online marketing channels, having a website is 

the base to launch an online marketing campaign, and it cannot be replaced by other channels. Also, 

destinations must have a presence on other websites as well, which could be paid or unpaid like travel 

blogs. Participants expressed that the business websites are the online real estate; it is an online asset. 

Participants explained in detail the processes of building a website either from scratch or through using 

Content Management System (CMS). They also highlighted the key success factors and key 

performance indicator for a good destination website (full details of these processes can be found in 

appendix 7). 

- The Influence of the Website as a Marketing Channel on the Tourist Destination Reputation.   

Participants mentioned that having a good website supports the destination’s reputation in various ways; 

visibility, communication and promoting positivity. First, is visibility, participant 1 said “If the website 
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is ranked well, it directly influences reputation, as most of the target audience assume that the destination 

is a market leader”. Also, one of the participants added that most of the internet users are going through 

the first three options on search engines. That means if the destination website is high ranked on a search 

engine, the destination is more visible and has a better chance to spread out and get more traffic to its 

website. Moreover, participant 9 said 

“If you search for a business website, and the results mention a scandal or something negative 

about it. In that case, you start to collect some more information, which may negatively influence 

your perception about the business and vice versa in terms of having good information”. 

Secondly, interviewees emphasized that the tourist destination website must be used as an effective 

communication channel. To do so, the website should offer a unique value proposition, which is 

compelling to the audience that it serves. In order for websites to be valuable, the destination needs to 

know the target audience and develops the content that matches the needs of this audience. The 

destination also needs to have content coming on the website all the time to retain those people. 

Participant 6 said 

“If the website is well-structured, has good content, explaining well what the business has to offer 

good customer service, and handles customer complaints, it will give a good/ positive impression 

of the business, and it is well received. On the other hand, if the website is poor, not well 

organized, or does not offer good customer service, it gives a bad impression of the business”. 

Thirdly, participants mentioned that the destination website could be used to promote the destination 

positive news, as it is the channel that the destination has full control over it and its content. Also, the 

website could be used to direct consumers to other links that have positive information or reviews about 

the destination. Frequent customers should be stimulated to share their travel experiences on their own 

websites with referral links to the destination’s webpages. Some destinations allow a rating system on 

their websites which supports the destination reputation. 

5.4.1.2 Search Engines  

Participants mentioned that there are two ways to make sure that the website will have a good rank in 

search engines; the first one is organic optimization (SEO) and the other one is paid search. All 

participants refer to the paid search as SEM, which is not right. SEM or Search Engine Marketing refers 

to the process of marketing through search engines and it includes both types of organic and paid search. 

Almost all participants agreed that SEO and SEPPC (Search Engine Pay Per Click) are the most used 

online marketing tools. The main benefit of SEO and SEM is to have better visibility, hence driving 

more traffic and sales to the website. 
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- Search Engine Optimization 

Participant 5 mentioned that SEO is important as almost 78% of the internet users are clicking on only 

the first three options on search engines. All participants mentioned that SEO is a long term investment; 

it is used to improve the website ranking in Google search. Participant 11 stated that for a lot of websites 

SEO can generate up to 90% of their business. Participants mentioned that SEO is the best way to get 

qualified traffic, who is motivated to take actions to grow the business or to engage with the content on 

the website. Participants provided detailed information on the SEO mechanism (full details are in 

appendix 7). Participants stated that SEO provides the highest ROI, the reason being that traffic is free 

and very qualified. Participant 11 added “People who visit from Google tends to take action if someone 

is looking for a flight ticket, the person is there with the intent to buy, and if they leave the site, it doesn’t 

cost the business anything”. 

Participants declared that it generally takes time to improve any website rank on Google; generally, 

Google takes between 90, and 120 days to feel the site and start reading it. Participant 1 mentioned “One 

of my tourism-service based clients managed to increase the number of new users from 2000 a month 

to 200000 a month only through SEO”. Participants mentioned that due to the importance of the website 

rank on Google, one of the major steps in managing reputation is to look at the technical elements of the 

website, its set up, and structure, to make sure that Google will rank and index it well. 

- Search Engine Pay Per Click (SEPPC) 

Participants clarified that the pro with PPC is getting to see the results immediately. They also mentioned 

that as long as the business can afford PPC, it is an amazing channel to use, and if the business can get 

that to work quickly, then it can be an effective strategy, but it costs money and if the model does not 

work well then the business can equally lose money quickly. Participants mentioned that one more thing 

must be considered is that occasionally changes happen. As AdWords is on a bid model, every year the 

AdWords price increases which means the profit margin for the business decreases over time and they 

could change the business model any time or the business may find that its industry is no longer allowed 

to advertise on AdWords and then if that brings 90% of revenue, the business would be finished.  

Participants indicated that paid advertising enhances the destination brand awareness, increases the 

number of followers, and enhances the reputation in the long term. As advertising ticks 2 parts of 

reputation, it ticks visibility and brand. In terms of the impact of advertising, advertising is no longer 

just about being seen in the right area it also has to convey the strength of the brand and its values. 

Advertisers need to become a bit cleverer in relation to the context in which they are advertising, because 

people are choosing what to watch and what to share. Advertising on Google may drive more traffic and 

more sales to the business.  
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- SEO Vs SEPPC 

Participant 1 added that SEO influences the reputation directly, while SEPPC influences the reputation 

indirectly, as he explained 

“If the website is on top of Google, people think that you are the market leader. I think that 

at least 40 per cent of people would think that you are a market leader, so SEO has a direct 

influence, while SEPPC has an indirect influence on reputation, as it enhances the brand 

awareness which supports the destination reputation”. 

Participants said that while comparing SEO and PPC, SEO has a wide influence, while SEPPC is limited 

to certain countries, based on business choice. Participants 9, 12 and 14 said that if the business is 

targeting global markets; SEO is important. While if the business targets the local market, and wants 

locals to be familiar with the product, enhancing awareness, and have more traffic, PPC is better. 

Moreover, all participants agreed that if the destination wants to get quick results and it needs to have 

enough of a budget, so the business can use aggressive marketing like paid advertising. With PPC, the 

destination is paying the money and sees the results straightaway. While on the other hand, if the 

business is more flexible with time and happy to get results within seven to eight months, especially for 

big businesses, it is better to go for a long term strategy through SEO, with a little aggressive marketing, 

as it takes almost three months for Google to start crawling the website and give it visibility, and at least 

six months to reach an outcome. Participants also provided detailed information on the differences 

between SEO and SEPPC in terms of measuring the success of each tool (details are in appendix 7).  

Participants clarified that the destination should have a combination of SEO and SEM. SEO is working 

as a long term investment, but concurrently, it is quite hard to cover all possible keywords. So, SEM on 

relevant keywords as well could be helpful to reach the objectives. Also, one of the risks with SEO is 

that it is subject to Google’s algorithms. When they change the algorithms, the business site is ranked 

lower, and then it affects the business. Participant 11 said 

“I have dealt with businesses that have lost their rankings and then they went out of business three 

months later because they did not consider what changes could occur. Something that I 

recommend is, you must diversify. These channels are good, but the business should not rely on 

them 100% because only one change can affect the business”. 

5.4.1.3 Social Media (SM) 

Participants 8, 13 and 14 indicated that SM is just another source of reputation signal. It is an important 

one as it provides good insights to the business reputation. It has to be covered correctly and engaged 

with it as it is where the conversation happens quite often. Participants added that SM hits different parts 

of reputation: communication, customer service, visibility, and promoting positivity. 
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Participants stated that SM should be used as a customer service or community management tool which 

means communicating with consumers, answering their queries, and handling their complaints. 

Furthermore, participants mentioned that SM should be used to communicate and educate consumers 

regarding the business product by giving them all the information they may need. Due to the importance 

of social media, it is now called community management. The business has to build up the community 

and manage it properly to enhance brand loyalty, which is not price sensitive. Participants said that the 

master key to success in social media is the content. Participants pointed out that the kind of content the 

destination pushes on SM platforms affects how the destination reputation is perceived online. 

Participant 3 mentioned that social media helps building the reputation; as people start creating an 

expectation about the business, through the way things are said, content and the tone of voice.  

Participants 8 and 14 stated that SM enhances the visibility of the brand and gives the business a good 

chance to spread its name. Participants 4 and 13 said that SM is a major tool in reputation management 

in the case of Egypt. SM is a major communication tool, as it played a major role in the Arab spring 

resulting in Egyptians engaging more on SM. Also, utilizing influencers that are highly respected is 

another tool that can be used, so they can be brand advocates and send out the business key massages. 

As SM is where the conversation takes place, participants have mentioned that promoting positivity is 

a key to having a good online reputation. They also emphasized that the destination needs to encourage 

travellers to share their experiences in the online sphere. This could happen through guest cards in the 

hotel room, or quizzes or other ways. The destination has to promote these reviews in different platforms 

through links to direct users to it. Interviewees mentioned that one of the things that could be used to 

collect all posts and mentions in one place, to use it effectively by using hashtags. Through hashtags, 

the destination can filter all received posts and reviews and then use them to promote the destination. 

5.4.1.4 Viral Marketing  

Most of the participants did not mention viral marketing at all. Participants 2, 4, 6, 11 and 12 clarified 

that viral marketing means making content to go viral. It could not be considered as a separate approach, 

any content produced by the marketing agency on social media is targeted to go viral. Participant 6 

mentioned that some agencies are using very shocking content or controversial content to push it to go 

viral, but it is not recommended. Viral marketing could be useful in gaining attention as a starting point 

to create and market reputation. 

5.4.1.5 Email Marketing  

Participants said that email marketing is database marketing. It is one of the cheapest ways to engage 

and enhance the business brand. It also helps to get high consumer retention (full details are provided in 

appendix 7).   
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- Email Marketing and Reputation  

Participant 5 declared that email marketing is very suitable for the tourism sector as it mainly relies on 

offers, promotions, and deals on different occasions; Easter, Christmas, summer holidays, New Year, 

etc. Email marketing can help in growing a good reputation online, as it may influence the overall 

impression that the consumers have of the business. Email marketing is useful to reputation. If the 

destination has a database for its consumers, the destination can easily reach the target audience out 

through newsletters, and maybe at some stages ask them to share their experiences with the destination. 

Participant 5 stated “Despite that, the ROI for email marketing is not so high, but it is good to use it, to 

update and keep in contact with clients”. Participant 9 mentioned that some destinations newsletters 

define themselves as smart, more romantic, more outstanding and this is a kind of reputation marketing. 

Participant 6 said 

“If consumers are receiving regular emails from the business, which are well-designed and 

structured, properly written, do not have any spelling mistakes, at the same time has a good, and 

informative content, of course, it will give the business better value, and better perception. On the 

other side, if the email is not well-organized, it gives a bad impression”. 

5.4.1.6 Online Public Relations  

Participants 9, 13 and 14 clarified that online PR is quite like social media, as the business can spread 

its ideas and approaches. Participant 1 mentioned that public relations traditionally deal with media, 

which means dealing with one stakeholder. Participants stated that part of PR is to provide a digital 

content strategy, but the skill is to understand how to get media to use destination material. Participants 

4, 11 and 14 clarified that online PR builds relationships with journalists, and bloggers so that they 

understand the destination and write positively about it. Online PR is free of charge service. Participant 

11 said that some marketers believe that online PR is another term for link building. In order to engage 

in online PR, there are a couple of steps; the first thing is that the destination needs to identify angles 

that will allow getting some exposure in the PR space. Then approaching the journalists and proposing 

the story to help them. PR has recently started to use SM platforms. The most common tools in tourism 

are social media and influencer marketing. 

- Influencer Marketing  

Participants 5, 13 and 14 stated that eWOM is quite an important tool, and it has an influence on 

reputation. Participants 6 and 13 clarified that influencer marketing is communicating with people who 

have many followers on their SM accounts, to convince them to talk about the business. So, the business 

can have a high level of engagement per post, as these celebrities have a huge number of followers. 

Influencer marketing influences destination reputation and brand awareness. Participant 2 gave an 

example 
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“We were working for the insider city guide of the Times. It is a destination guide and has a bunch 

of cities, and we were engaged to help them with the outreach campaign, so we worked in three 

different cities; Paris, Barcelona, and New York. With the Barcelona city guide, it has a lot of 

stuff around what to do in Barcelona; places to stay, and places to eat. We helped with places to 

eat, we worked with the influencer, and there was a guy who is Donald Skin a celebrity chef he 

is quite regularly on Saturday kitchen. He created a video about how to make some Tapas recipes. 

It was a very nice video asset and then we used that asset both for him to distribute within his 

network, and also used it as a method of directing traffic back to the page on the website that talks 

about Barcelona Tapas. It did two things; it created a bigger wind around Barcelona for the times, 

it also created some nice organic links back from Donald’s site to the Times' website. It also 

propagated further linking opportunities when people picked up that piece of outreach and linked 

back to the Times’ website. We applied similar principles with the New York case, and Paris. It 

was a highly successful campaign and there was a big spike in traffic”. 

- Online Public Relations and Reputation  

Participants mentioned that online PR has a direct influence on reputation, targeting different parts of 

reputation; communication, visibility, and promoting positivity. Furthermore, it has a main role in 

managing destination reputation. Participants mentioned that online PR supports destination visibility 

as it helps to repute the destination. Participant 12 clarified  

“Digital PR helps repute the name of the destination. It is responsible for promoting and creating 

awareness of the brand. It is also effective in managing the reputation of that brand online. In 

managing the reputation of the brand, you are automatically the voice for that brand; you must 

have good knowledge of what happens to the brand online” 

Participants also added that the travellers must see the name of the destination occasionally, so it keeps 

the destination in their circle of knowledge. Furthermore, the main focus of online PR is to promote 

positivity, as mentioned earlier; it is all about approaching online writers to write positively about the 

destination. In this way, the destination is spreading the information about it, and it has more credibility 

than the information published directly through the destination team. Participants also mentioned that 

online PR should be promoted on other platforms. This means that once there is some positive 

information about the destination in any channel it should be promoted through linking it to the 

destination website, and SM platforms to spread it further and at the same time create backlinks which 

improve the destination webpages rank on search engines.  

Participant 4 mentioned Influencer marketing can be used to market and repair reputation. This means 

using individuals that influence people’s opinions, and loyalty towards particular brands to send specific 

key messages to the target audience during a crisis. They become business ambassadors. They may be 
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bloggers, company executives; or celebrities. Influencer marketing is a kind of eWOM through 

celebrities.  

5.4.1.7 Content Marketing 

Content marketing is not a marketing channel, it is more of a concept that must be considered while 

developing the marketing campaign and designing the marketing messages. The content should be 

useful, interesting, and attractive for the target audience (full details are in appendix 7). Participant 6 

added  

“The destination is hitting for the best content all the time, however, some issues are 

unpredictable, and sometimes the engagement is not matching with targets. In this case, the 

content must be reconsidered, as maybe the content is not interesting for the target audience”. 

- Content and Reputation  

All participants mentioned that the content is king, and having good content is the main tool to enhance 

the destination reputation. As content is the main tool to shape customers’ opinions, perceptions, and 

shape their expectations based on the given information. To improve brand reputation, the business must 

be able to publish good content, and the content being published must be frequent. Then the business 

has to understand whether consumers are engaging with the content, how they are engaging? What are 

their reactions? Does the content increase referrals to the business? Is the business seeing more positive 

sentiment online? Are their sales increasing? Are more people signing up to newsletters or digital 

channels? or Are they becoming part of the daily database marketing? etc. When using high-quality 

content, the business has a better chance to affect its audience. Also, audiences in different SM platforms 

require a different type of content. For example, the audience on Facebook is very attracted by high-

quality content or something that makes them laugh, so getting the right tone of voice, increases the 

chance to succeed. 

5.4.2 Overview of the Tourist Destination’s Online Reputation. 

Participants mentioned that reputation is itself an asset; online reputation reflects the business’s online 

presence. Participant 3 said “online reputation means what the people find when they Google or search 

the destination name online, what are people saying about it, and what the reviews are like. Lots of it is 

related to the first page of Google”. Participant 9 added that based on this information people are forming 

their perception about the destination, which is the business reputation. Participant 6 defined the 

destination online reputation as   

“A collective sentiment results from how the destination is being mentioned on social media, and 

the online world. Generally, means how the destination is mentioned online; positively, or 

negatively, the sentiment attached to it, and it is changed over time. So, managing the online 

reputation is about influencing how people mention the destination online”. 
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Participants stated that reputation is a combination of off-line and online but what is happening in the 

online digital sphere is where reputation is being played out more frequently. Because all stakeholders 

are connected, then they are influencing each other and being influenced. Participants mentioned that 

reputation changes quickly online, in the digital sphere at a greater pace, because rumours and untruths 

circulate quicker, so businesses have to listen all the time and be able to react, hence managing reputation 

both online and off-line. Participants said that having a good destination reputation enhances the process 

of decision making, as people check reviews and ratings before checking out, if reviews and ratings are 

good, they easily decide to complete the transaction and checkout. Also, having a favourable online 

reputation will drive more traffic to the websites, hence better opportunities to generate sales. 

Participants indicated that to have a favourable online reputation, the destination has to offer something 

of value to consumers, promote positivity, and have a good online presence which means that the 

destination must have several social media platforms, and websites that have full control over. 

Participant 3 added 

“If the destination does not have control over some online channels, then anybody can write anything 

about it and it will show up on Google search, and it could be very negative information. Once the 

destination has control over some channels, then the destination can drive away negative content, 

and make sure that at least the first page on Google will be clear from negativity”. 

Participant 11 mentioned that to maintain a positive sentiment online, the business needs to encourage 

that positive sentiment, and certain rules must be followed; give customers exactly what they want, do 

not lie to people, do not cheat people, and provide as much value as possible. Participant 11 also added 

that patience is another critical thing. When people and businesses are not patient, they tend to make 

mistakes and then they end up doing things that allow them to gain in the short term but it costs them 

greatly in the long-term.  

5.4.3    Managing the Destination Online Reputation  

Participants 1 and 2 stated that reputation management starts and finishes with consumers. Participants 

clarified that to manage reputation, most of the online reputation management agencies are helping 

businesses to look at all the different aspects of reputation and show them what all the aspects of 

reputation are. Afterwards, they can consciously choose what they want to change to move forward, and 

then there will be key measures of reputation management that they would like to improve. Based on 

that, the agency can design tailor-made reputation tracker and decide the most important things that will 

affect reputation and support business strategy and then measure those things regularly to show how 

those reputation dials are moving for them. Participant 8 said 

“One of the interesting issues is that there will be some things that are easy to change. Sometimes 

the business is doing a lot of good things but not using them in a way which is supportive to 
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reputation. Managing reputation is a combination of processes, systems, relationships, 

communications, and marketing, and all these things must have a high level of transparency”. 

Also, all participants emphasized that managing reputation is an on-going process, and not just waiting 

for the negative things to happen. It should be part of the marketing, and PR plan. Most of participants 

mentioned that most businesses and destinations do not care for their online reputation unless they have 

a problem, and most of them would be in a much better situation if they paid attention to their reputation 

at all times. Participant 8 clarified that marketing agencies follow different approaches to manage 

reputation. Some of them are managing online reputation through only bringing down negative news. 

She added  

“This is a good service, but not online reputation management. These agencies do not understand 

what reputation is, so they are managing reputation through removing the bad highly visible 

information, and practically you cannot remove all the bad stuff. The only way to do it is to create 

good and genuine content. What these agencies are doing is just like sticking a plaster on; it is a 

very quick fix, like just taking the content down, and that is not reputation management. Online 

reputation management is about getting insights and to help businesses to change through doing 

a gap analysis between the reputation they have online versus the reputation they want and then 

find the way to bridge this gap”. 

Participants pointed out that managing the destination online reputation involves different stages: 

5.4.3.1 Analysing Online Reputation  

Participants mentioned that destination should be able to listen well to what the health of its online 

reputation is and what everybody is saying about the destination across stakeholders and understand 

what is driving that, and what are the emotions behind it, and how that may change. Reputation can be 

analysed online and offline (full details on how to analyse offline reputation are in appendix 7). 

Participants mentioned that to analyse online reviews, different channels and platforms could be used 

as a base of analysis, based on the nature of the business. Participants 1 and 14 mentioned that reviews 

sites should be the basic unit of analysis. Participant 3 said that two main channels should be considered: 

search engine and social media. The top three or four pages on Google must be analysed to see what is 

being said about the destination. Within social media, two main platforms must be considered as well, 

which are Twitter and Facebook. Social media can be flaccid, as the information of today is gone by 

tomorrow, it changes much quicker than the Google results.  

Participants 11 and 13 said that analysing online reputation manually is more accurate, but it is only 

applicable to small businesses which may get less than fifty mentions a month. In this case, Google 

alerts could be used. Google alerts notifies the business of any new mention. However, this strategy is 

not suitable for destinations or even big brands because it is not going to be scalable to monitor it 

manually, and in this case, software should be used. Participants mentioned that online reputation can 
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be analysed through listening and sentiment analysis tools. These tools reflect all the online mentions, 

so the user can see it in real-time, whatever the mentioned source is. Participants gave different examples 

of listening tools like Rusher, Hootsuite, Brandwords, Brandrelatedword and Meltwater. Using listening 

tools is the first step, and it is quite important if the business wants to monitor daily. Thus, the business 

can see if any problems are coming up and start sorting them out instantly. The other tool, which is 

sentiment analysis, it gives an average of the businesses overall mentions and the number of positive to 

negative comments.  

Several participants highlighted that despite that the listening and sentiment tools claim that they are 

giving clear sentiment to what people are saying online, by end of the day it is automated software, 

so it has an average accuracy. In this case, it gives an indicator of what is happening. Most of the 

listening tools have sentiment analysis options included. Some participants mentioned that the best 

way to analyse reputation online is a combination of highly computerised and human intelligence. It 

is not a widget to measure reputation, all that cannot be done only by computer software alone. 

Participant 8 justified that saying 

 “If the content includes ‘Online Green Park’ may come into something else that you are looking 

for green colour. These are all sorts of linguistic elements. The other thing that should be 

considered when analysing is the element of culture. For example, sarcasm, is a British thing, 

someone may write ‘yeah that was good’, but he does not mean that it was sarcasm. There is a 

danger that it would be misinterpreted, particularly by the computerised tool. Computerized tool 

(software) is used alongside human intelligence (manual), so if we are analysing Egypt as a tourist 

destination, the agency has to look at the content in relation to a tourist destination, and then look 

at the elements, in terms of how the reputation is at the moment of analysis”. 

Participant 8 also mentioned that reputation is not about good or bad, it is an overall health check. She 

said it is a mosaic of all reputation indicators. The business does not need to be purely healthy, as there 

are various degrees of reputation health, and all indicators must be measured. The idea is to be strong 

and healthy within all measurements. It also gives an overall value to the business strengths performance 

evaluation. The most important indicator in the reputation framework is visibility. She also added 

“Measuring visibility is not a straightforward process, it does include being visible in the 

conversations, we need to be visible across all stakeholder groups, not just one. For example, if 

we are talking about the Egyptian tourist destination, visibility needs to be in the media, online 

and offline, in the tourism press with influencers, with travel websites. It has to be visible in 

political circles, and the tourism regulatory bodies, so they had to be visible everywhere. If you 

have not got visibility everywhere then you will not have strength of signal (strong reputation)”. 

Analysing reputation allows businesses to see what the reputational risks are, what are the conversation 

of issues and negative emotions that are arising, so they can become more resilient to risk. Based on the 
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analysis, the destination needs to follow one of two different strategies. The first one, in the case of a 

normal situation, the destination must have a review strategy in place and communicate with consumers. 

The second one, in the case of detecting any reputational crises, then the destination must have an online 

reputation crises management strategy.  

Strategy One: Handling Normal situations  

A-  Having a Review Strategy  

Participants mentioned that online reviews are powerful; they can easily destroy the business or make 

it. Some participants clarified that despite the importance of having a review strategy in place still some 

businesses just want to stay away from it, and there is always a fear that something negative may happen. 

They believe that it will open them up to negativity as well as positivity. The truth is that they are already 

opened to negativity. It makes no difference, as people can leave a review online on different platforms, 

even if the business does not ask. As unsatisfied customers will tend to put up complaints and write bad 

reviews, while people who have a good experience, do not do anything most of the time. Thus, it is 

better to be open about it and ask consumers to leave reviews. The review strategy could be divided into 

three parts: handling positive reviews, handling negative reviews, encouraging and promoting positivity.  

- Handling Positive Reviews 

Participants emphasized that when consumers are passing on positive comments, the business should 

respond as well, and thank them. As consumers need to feel the human side of the business. People want 

to feel that there is someone behind the account to interact with. Also, they want to know who is 

representing the business and in doing this the business needs to respond well to positive comments. 

- Handling Negative Reviews 

Participants added that most of the times when people had a good experience, they did not leave reviews. 

However, people tend to write reviews when they have a bad experience. Participant 3 stated that bad 

reviews have a substantial influence on the business’s overall reputation. When there are negative things, 

people make blind decisions against the destination, based on that information. Participant 5 gave an 

example. 

“We had one case where the client did not only put up a complaint on social media but also, she 

created a YouTube channel just to speak negatively about the business. Her channel reached 

14000 followers. Then, she started comparing between substitutes and shows the defects of the 

business. She also started following up the business and its promotion and compare these 

promotions with other brands on her channel. By end of the day, the company asked her to shut 

the channel down and take whatever money she wants”. 

Participant 5 added that this story shows the power of eWOM, the business did not understand the 

meaning of online reputation and how negative eWOM may result in losing clients, their loyalties, 
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and may destroy the whole business. Participant 1 mentioned that there are two distinct types of 

businesses that may receive negative reviews. Some of them receive negative reviews constantly and 

have a bad reputation; in such a case the business is really bad. In this case, the reputation 

management strategy would never help. While others may receive negative reviews, however, the 

business is good. They are maybe serving 10000 customers a month, but they have no strategy in 

place to manage reputation, and encourage their customers to tell them about their experiences. In 

both cases, they may end up with a bad reputation anyway.  

Participants mentioned that SM has a special nature when it comes to reputation, as people normally 

have a live conversation; and some of them only go to SM to learn about things. Destinations have a lot 

of fans on social media channels. If someone writes a bad review; it will reach out to all fans instantly. 

When having negative online reviews, the destination should respond to it straightaway, and effectively. 

The destination team has to be calm, and respond positively, give them a slight reorientation and tell the 

audience what exactly went wrong. The best way to handle negative comments is to have a one-to-one 

conversation with consumers or each comment to make sure that they are fully satisfied by the end 

instead of being disgruntled. While communicating one to one, some consumers are changing their 

perception straightaway, as they feel like it is a good business, looking after their consumers and works 

towards their satisfaction. Participant 12 said 

“While handling negative comments the business needs to believe that whatever said online is 

true, nobody is wrong online, and the business is not responding to the person who has passed on 

the negative comment online. The business responds to all followers in a way that people will say 

the person managing this account is a good communicator”. 

Participants mentioned that while most businesses try to delete the negative comment, it is better to 

acknowledge the problem and address it directly or if it is on a public space, the business should get in 

touch and ask the customer on how to make things better. Participants 11, 12 and 14 mentioned that 

communication is the best, because people are not complaining of the sake of complaining. If a customer 

is unhappy, he is unhappy for a reason, and the customer is going to tell the business exactly why, and 

that is the businesses opportunity to take the feedback and turn it into a positive one. 

Participants mentioned two different opinions towards hiding negative comments. Some of them 

believed that it is completely wrong, the business should reply with kindness which means diplomacy 

and professionalism but hiding them is not a good practice. As repression is not a good thing, the 

audience should feel free to express themselves. While others mentioned that hiding comments or posts 

is one of the nice features on Facebook. As the business can still respond to it, which means that the 

person placed the post and the fans can still see it, but it is hidden from other followers. Thus, the 

business is not insulting the person or ignoring his comments, but at the same time, prevents the 

conversation of being too public. Participants 6 and 7 stated that hiding comments could be useful, in 
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case of severe insulting. In that case, the business should hide the comment and clarify to the audience 

that the business is open to criticism, but it should be in a respectful sense, and people generally 

understand this. Ultimately, any criticism must be acknowledged, and the business should respond back. 

People always want to see how the business deals with negative feedback and criticism. Participants 

mentioned that everybody receives criticism especially in the online world, the business can stand in 

front of a blank white wall and somebody would still criticise it for just the way it is.  

Participant 3 also mentioned that sometimes businesses are alarmed regarding negative comments, but 

that is normal for the most part. The problem is when the business has an overwhelmingly higher 

percentage of negative comments that is the problem. Participant 11 said 

“When you shop from places like Amazon, you read the reviews and despite maybe 10 negative 

reviews you might see 1000 glowing ones and you still go for it, because you accept that, not 

everything is perfect and people are smart enough to look at the context as well. Sometimes, 

people just make ridiculous claims, they might write negative reviews based on something that 

cannot be controlled and smart people are going to know what is out of the business control and 

they are still going with the business anyway”. 

- Encouraging and Promoting Positivity  

As eWOM has a big influence on reputation, all participants mentioned that promoting positivity is 

crucial. It could be through encouraging customers to share their experiences and leave reviews. All 

reviews don't need to be perfect reviews, but at least it will give a more accurate picture of the business. 

Participants mentioned that satisfied customers are more likely to carry on their lives without leaving 

reviews. The destination has to reach out to customers through emails and remind them to rate the 

business or post a review, and the link to the review should be given. If the destination has good reviews 

in one platform, the destination has to direct consumers to visit this platform to check the reviews.  

In order to promote positivity, the destination should have a regular press release scheduled, and it 

should be linked back to the website, and SM platforms. It could be a journalist or blogger who wants 

to write about the business, and then when those articles go up, they should be linked back to the website. 

Also, Participants mentioned that different techniques may be used to encourage consumers to leave 

reviews based on the nature of the business; guest cards in rooms (hotels), or on the tables (restaurant). 

Participant 3 mentioned 

“It does not hurt to encourage that; the business does not want to go out there and just force people 

to post reviews. Maybe using tablets or IPads, and asking people if they enjoy the service to write 

a review at that point in time. So, the business gets more positive reviews”. 

Some participants referred to the possibility of using incentives to encourage participants to leave 

reviews; for instance, vouchers, gifts, select one of the comments to win a prize, or share this post, and 

get X. Participant 12 said that customers are loyal to the business, and they need to feel that the business 
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is giving something back to them. Participants 6 and 12 mentioned that this strategy works perfectly 

during good times, however, it might not work at difficult times like reputation crises times as it may be 

perceived negatively. The destination does not want the audience to underestimate the brand, it could 

be used later. Sometimes, the destination might create positive news though highlighting their good 

aspects, for instance, social responsibility, sustainability, etc. Participant 7 said  

“Highlighting positivity means if the business has some good news or good comments on a certain 

platform, this good content should be shared with many different platforms and channels because 

artificial intelligence is currently there. Suppose that the business has good content in ten different 

places, while the negative comments are available in one place. The artificial intelligence will 

first show up these ten places which have positive comments, and then lastly show the negative 

ones. Through highlighting positivity, the business reduces the visibility of the negative content”. 

B- Communication  

Participants mentioned that communication is one of the main factors in managing online reputation, as 

every word is countable. Hence, there should be a good understanding of the dynamics of 

communication which means how to communicate effectively with consumers, how to interact with 

them. Also understanding the consumers’ psychology is crucial, which means how human beings think, 

what the business needs to say to make them happy, and how to change their perception. Effective 

communication with consumers is important, so consumers can continue being loyal to the business and 

refer more customers in the future, as the main aim is to get referrals. The experience the business gives 

to consumers online makes a significant contribution to the business success. One of the participants 

mentioned that interaction has a big influence on reputation. Businesses should engage with their 

consumers even in case of negative or positive reviews. Participant 4 mentioned that having a long term 

relationship is a basic step in online reputation management either in normal or crisis situation. Social 

media and different offline and online PR tools can be used to build up this relationship (more details 

are provided in appendix 7). 

Strategy Two: Detecting Online Reputation Crises 

Participants mentioned that with regards to online reputation crisis management, early detection, and 

following a proactive approach is the key success factor in handling it effectively. Early detection means 

predicting that something is coming up, and in case of knowing the source, the destination can sort the 

problem out before it spreads. Participant 6 gave an example  

“Sometimes the bad news about the business is not true, so contacting the source and clarifying 

the situation, can sort the problem straightaway, as they will remove the post and apology. This 

scenario could only happen if the business has an early detection of the problem”.  
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Participants mentioned that the most effective option to detect reputation crises is through using listening 

tools to follow up what people are saying about the destination and predict any upcoming crises. 

Furthermore, in the case of detecting a crisis, the destination may notify consumers to pay attention to 

it beforehand. Participant 6 said “For instance, if the weather is quite hot, you may remind your 

consumer to carry on water bottles or put sun cream on to protect themselves”. However, if the problem 

deteriorates, the destination should focus on how to deal with it. Participants mentioned that there is 

always a crisis at a point in the history of a business. Different types of reputation crises could happen. 

It could be a product-related crisis, an employee-related crisis, a management-related crisis, or an 

audience-related crisis. Most of the participants stated that the process of repairing reputation takes time, 

especially if the business wants to change Google results; it takes up to 4-6 months to see improvements, 

and sometimes a year if a reputation has been severely affected. Participants suggested a strategy to 

manage online reputation crisis: 

i. Understand the Situation 

Handling online reputation crises depends on the magnitude of the crisis itself. Participants 

mentioned that the strategy to handle reputation crises depends on the crisis itself. Thus, before 

managing the destination reputation crises, the destination must comprehend, the cause of the crisis, 

how big the crisis is, and how much the audience were talking about it in different platforms. 

ii. Determine the Online Assets  

Participants mentioned that when online reputation crises happen, the first thing to do is to see what 

assets the destination has online that it needs to work with. If the destination has only one website and 

one SM platform, then it will be hard to drive away websites that talk negatively about the destination 

on search engine. The destination must make sure that at least on the first page of Google, there are five 

or six platforms that the business has full control over.  

- Website 

Participants mentioned that they have to look at the technical elements of the website; how it is set up, 

and structured, to make sure that Google will rank and index it well. Consequently, SEO is crucial. Some 

of the interviewees mentioned that some ORM agencies manage reputation mainly through SEO. This 

could be a part of ORM, but not the whole process. The destination needs to build links to positive 

information, make more SM posts, and tie back to the website. SEO has to be done for every single 

website, to try to move up on Google. Few participants mentioned that ORM is mainly about pushing 

the good content up to rank better on search engines and lower the websites that have negative contents, 

so while people are browsing the destination or business name, they can only see positive news about. 
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- Online PR 

Online PR is one of the main keys in ORM, and handling reputation crises. The main focus of online 

PR during crisis is to spread the communication message and promote positivity. The destination has to 

use online PR channels to send out their communication message to the target audience and concurrently 

the destination has to look at the online PR to find out if there is anything beneficial, and in case of that, 

it should be promoted to all other platforms. If there are some articles with positive content, it will rank 

well and it could be utilized through posting it to social media and linking it to the website to create 

backlinks and improve the website rank on Google.  

- Social Media  

Participants mentioned that SM should be organized and formatted correctly, especially in the times of 

crises, as the audience should find the information that they are looking for through the destinations 

official channels, than can be through a third party. Thus, SM should be loaded with all the information 

that could be needed by the target audience. The more active the business is, the better reputation the 

business has. This means that the business has to post regularly, at least once a week or sometimes more, 

based on the nature of the business, and having a YouTube channel with new content updated regularly. 

Moreover, the destination should insure that all SM platforms and the official websites are tied and 

linked to each other, and all the online channels have the business name. 

- Online Advertising  

There was a big difference in participant’s views towards using online advertising while handling online 

reputation crises. The first group believed that paid advertising could be used to manage reputation 

crises, but it comes down to where people are looking for crises’ information. If people are searching 

on Google, the business can run a paid search campaign and then the business can drive people to the 

content that the business wants them to see, rather than having them get the information from a third-

party source. The second group believed that it does not hurt to do online advertising, but it is not going 

to solve the problem itself. The only reason that some businesses are using online advertising during 

crises is to solely get another spot, so when consumers Google the business name, the advert will be in 

the top of the search results page, and that works well. However, key messages are important for organic 

outreach. When managing a reputation crisis, it has to be managed in organic reach. So paid advertising 

is not the first way to go, it may help, but it is not going to sort out the problem. Participant 5 mentioned 

that paid advertising supports building and marketing reputation, but not repairing it. While the last 

group believes that paid advertising will not help to sort out a reputation crisis at all. In times of 

reputation crises, the business should keep a discreet profile for some time, and pause paid online 

marketing campaigns. The reason for that is for example if the business is using paid advertising, they 

are then reaching out to more people, and in times of crisis people are more likely to talk in a negative 

tone, so the business reputation may be influenced negatively through paid advertising. 
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- Email Marketing 

Some participants mentioned that email marketing can be used while sorting out reputation crises, 

through sending emails to all consumers on the database including the holding statement, newsletter, or 

press releases. 

iii. Develop a Response Strategy  

Participants mentioned that different response strategies could be employed based on the magnitude 

of the crisis.  

 Keep silent  

Participants pointed out that sometimes it is better to keep silent, with small problems, and see how the 

development unfolds. Participant 4 and 6 said that sometimes the story dies within hours, so it is better 

to keep silent and not to talk about it. As the business does not want to bring it forward and make a big 

deal out of something which is not of high importance. However, the business should be very careful 

while employing this strategy. As participants 11 and 13 mentioned that if the business decides to do 

nothing and there is some negative PR circulating, it is the worst thing to do, and it will result in 

influencing the reputation negatively. 

 Be informative  

Participants clarified that the destination should provide the audience with enough, and proper 

information, that they need to know; clarify the reasons for the crisis, and how it is going to be addressed. 

Sometimes, the crisis could be handled through an official statement saying what has happened, what 

went wrong, clarifying that the business did not mean for that to happen, and what were the measures 

and precautions followed to sort it out. Then the business could promote this statement on different 

channels; official website, social media, videos on YouTube and they could have turned the negative 

into positive because that is what online reputation is. Participant 4 mentioned that after solving the 

problem, the business should make another statement clarifying the measurements taking place and 

declaring sorting the crisis out. At other times, the business should do a press conference, to talk to the 

audience and media to clarify the situation. Participants mentioned that sometimes, the destination has 

to be informative, and explain the entire picture to the target audience and not leave it to the journalists 

to do. As many of the journalists will not be sympathetic and they will just attack the destination.  

 Accept  

Participants explained that if the crisis is really big, and there is a mistake from the destination 

perspective, the best way is to admit the fault, apologize, and promote a response message through 

different platforms and keep communicating with consumers. Through admitting faults the destination 

will find that more people will tend to stay and businesses will always get people who leave, it happens 

but the ones who choose to stay, are going to be more loyal. Participant 12 added 
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“The destination has to step up, if there is a fault, and admit it, which is difficult for a lot of 

businesses. Because they want to shift the blame and they do not want to be weak but if the 

destination admits fault, people will understand that everyone does make mistakes as well. 

Whereas if the business tries to maintain the perfect image and does that by saying nothing it does 

more harm than good. As people understand that there are problems or there are issues but they 

want to know what the business is going to do about the issue, and if the business can demonstrate 

that to them, it will be perfect”. 

 Be smart  

Participant 6 mentioned that sometimes the business is good, and the consumer is 100% wrong, so in 

that case, it is a risky situation. As the business has to respond in a sense of defending itself and at the 

same time gain the empathy from the followers. Participant 11 gave an example of Apple as one of the 

leading businesses saying 

“Whenever Apple makes an update, there is always big news about Apple’s update is causing 

bugs or peoples phones are shut down or battery life is going down, and then Apple could get a 

bad reputation, but Apple always responds smartly with some kind of positive action. When the 

whole battery life thing was going down, and people were getting upset, Apple responded by 

discounting the batteries offering a 70% cheaper for everybody that was affected. Then consumers 

do not hear about that story anymore. Whenever there is a bug or people are not happy with 

Apple’s updates, their developers will normally make the changes quite quickly and then they 

will release an updated version or they will allow people to roll back to the previous version, and 

then all of a sudden you do not hear anything again”. 

iv. Communicate  

Participants mentioned that to handle reputation crises perfectly, the business must use the right tone of 

voice, being defensive always fires back. Also being offensive and not acknowledging faults is a big 

problem. It is better to acknowledge the problem and move it on towards the solution, which means to 

take the problem from the negative side to the positive one. Clarify the investigation process to 

consumers; confirm the importance of quality control, quality assurance, and business values, even if 

the business has not investigated the real causes. In some cases, the destination may ask consumers for 

the best solution. Participants stated that this is the best approach, as consumers feel that the business is 

taking a positive attitude towards the problem and working to sort it out. So, consumers will have more 

empathy towards the destination rather than ignoring the problem and faults. Participants emphasized 

the importance of transparency as one of the key things to have a high reputation, as it plays a major 

role while handling reputation crisis and passing the message to the target audience, as nobody likes 

being left in the dark. Participants mentioned that when having a reputation crisis, and the destination 
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tries to reach out to their clients, and target audience, the destination has to be humble and make sure 

that content fits into the strategy.  

Participants clarified that different offline and online tools could be used to manage reputation crises 

based on the magnitude of the crisis. Sometimes it may request social media, press conference, press 

release, or influencers to become advocates and ambassador to send the business key messages. The 

most important thing is to consider the tone of voice. Participants 12 and 13 expressed that having 

no communication is not going to solve anything. The business has to make sure that it communicates 

with its clients or markets, know-how and where to communicate with them. Participant 11 added 

“Communication is important to build trust. People, who trust the business, will stay with it, and 

then they become evangelists, and they will do anything to stand by the business, but at the same 

time, the business needs to communicate with them and uphold their values and not break their 

trust. If something goes wrong, they just want to understand and then they tend to empathise. As 

most people who have a kind of good relationship with brands, they will not quit straightaway. If 

they want to quit, then they never wanted to be with the business in the first place”. 

v. Flood the market with information  

Participants mentioned that in all cases after sorting the crises out, the business has to flood the market 

with the business information, robust audience’s knowledge about the business, and concurrently, assess 

the customers’ engagement on the online channels. As the business should inform its target audience 

that the crisis has been overcome and the business is back again, as the business wants to regain 

consumers’ trust. 

vi. Evaluation  

Finally, participants added that after handling the reputation crises there should be an assessment of 

the entire strategy, to make sure of its success, and make corrections in the future if required. The 

evaluation stage is part of the post-crisis management process. 

5.5    Chapter Summary  

This chapter highlighted the research findings “raw data”. The findings were addressed based on the 

data collection method and the research objectives. Four main findings were addressed. First of all, 

developing an empirically based definition for the tourist destination reputation based on two rounds of 

Delphi study. The findings show the consensus obtained towards the definition development. Second, 

developing a framework to assess the tourist destination reputation based on two rounds of Delphi 

technique and four focus groups. The chapter discussed the findings (themes-generated) of each method. 

Third, assessing the effectiveness of tourist destination approaches towards online marketing channels 

by conducting six interviews with ETA and JWT marketers. Finally, developing a comprehensive 
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strategy to manage the destinations online reputation through using online marketing channels. Fourteen 

in-depth interviews were conducted to develop that strategy. 

The following chapter represents an analytical discussion. The discussion chapter analyses the findings 

and link them to literature review, and explain how the findings have been integrated towards achieving 

the study objectives. 
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CHAPTER SIX:     DISCUSSION 
This chapter answers the research questions and achieves the study objectives by discussing the findings 

addressed in the previous chapter and linking these findings to the literature review. This research mainly 

investigates the tourist destination reputation concept and how to manage it in the online sphere through 

addressing four main research questions: 

1. How can the tourist destination reputation be best defined? 

2. How can the destination reputation be assessed? 

3. How do destinations apply online marketing channels?  

4. How can online marketing channels be used to manage the destination online reputation? 

Answering the research questions will assist the tourist destinations to have a favourable reputation, and 

in order to do so, the researcher proposes a framework to discuss the research findings and outline the 

process of having good destination reputation. The framework proposes three main stages: building, 

marketing and managing the destination reputation. Figure 6.1 demonstrates the tourist destination 

reputation stages model. 

Figure 6.1 Tourist Destination Reputation Stages Framework. 

 

Having a favourable reputation helps the business to make more sales and generate more profits (Argenti 

and Druckenmiller, 2004), and all interviewees have emphasized the same idea. The suggested 

framework is new, however, the steps included were proposed separately by some researchers in the 

context of corporations (more details of the framework are in section 2.7).  

6.1 Building the Tourist Destination Reputation. 
All studies that discussed the idea of building reputation proposed frameworks including the reputation 

drivers. This means that the reputation drivers are the baseline to build the destination reputation. Two 

of these research questions cover the stage of building reputation: 

• What is the tourist destination reputation definition? 

• How can a destination reputation be assessed? 

In order to build a tourist destination reputation, there should be a good understanding of the concept 

and its main drivers.  

Building 
Marketing 

Managing 
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6.1.1 Developing a Definition for the Tourist Destination Reputation 

At first glance, defining the tourist destination reputation concept was not one of the research questions, 

as the researcher anticipated that there would be a proper definition of the construct in literature. Despite 

the importance of tourism destination reputation concept, there has been limited investigation in regards 

to its definition, and neither of the available definitions is empirically founded, nor have the nuance 

required for useful levels of analysis and application (discussed in chapter 2). Furthermore, most of the 

attempts at developing a definition have been somewhat limited by an over-reliance on theories of 

corporate reputation, and the researcher clarified in chapter two that there are differences between tourist 

destinations and corporations. Thus, it is not acceptable to assume that the reputation definition is the 

same in both cases. Consequently, the researcher added another research question in order to seek an 

empirically based definition for the tourist destination reputation to achieve the research objectives. 

In order to develop the definition, the researcher applied a Delphi study with a group of ten 

professional and academic tourism experts. Consensus was reached after conducting two rounds of 

the Delphi process, resulted in an agreed definition for tourist destination reputation that takes 

account of professional insights. To kick-off the first Delphi round, a working definition was needed 

as a starting proposition. Thus, the main purpose of the working definition was to promote discussion 

without framing or limiting discourse in the Delphi rounds. A working definition for tourist 

destination reputation has been developed by the authors as: “The public and stakeholders’ 

evaluation of the destination formed from their own experience of the place and/ or collected from a 

variety of sources including word-of-mouth, print, digital, and broadcast media”. 

Even though the expert panel largely agreed with the definition proposed in the first round of Delphi, 

the panel suggested two ‘pros’, three ‘cons’, and seven suggestions. That is because there was a broad 

consensus between panel members around the advantages of the definition. Even though each one of 

the experts proposed their own suggestions to further improve the definition. Moreover, from the 

experts’ suggestions, it seems that the definition should include some more factors. The factors that 

have been mentioned by the experts will be included in the tourist destination reputation framework, 

as this framework will include all reputation drivers.  

The researcher believes that the reason behind these suggestions is that half of the expert panel are 

industry professionals, so may not have knowledge regarding the academic norms in developing a 

clear definition, objective, and brief. Based on consensus obtained of two rounds of Delphi study, 

the tourist destination reputation can thus be defined as: 

The objective and subjective evaluation of a tourist destination by both internal and 

external stakeholders. The evaluation is based on the communication capacity of 

the destination, the stakeholders’ emotions, backgrounds, direct experiences of the 

destination, and/or indirect experiences which might be collected from a variety of 
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sources including but not limited to offline/ online word-of-mouth, internet, print, 

digital, and broadcast media. 

Figure 6.2 A Framework of the Tourist Destination Reputation Definition. 

 
Rindova et al. (2005) mentioned that reputation can be defined from different perspectives; 

management, economics, sociology, and marketing. In the corporate reputation context, Lange et al. 

(2011) clarified that there are three different conceptual approaches to define reputation; being 

known, being known for something, and general favourability. Being known means the stakeholder’s 

awareness of the firm and the familiarity of the firm’s name. This approach does not involve any 

assessment or evaluation of the firm’s performance or attributes. The notion of defining reputation 

based on awareness and familiarity is not widely accepted by academics (Lange et al., 2011), as there 

is a difference between reputation and prominence (Boyd et al., 2010). Being known for something 

and the general favourability approaches entail an evaluation or judgement to the firm. The only 

difference is that the former includes an evaluation to a single attribute of the firm (quality, price, 

social responsibility, etc), and the later involves overall evaluation to the firm’s overall attributes 

(Lange et al., 2011).  

The proposed definition is using the overall evaluation concept to define destination reputation. As 

the definition addressed the necessity of considering the subjective and objective evaluation to the 

destination reputation and at the same time, the different perspective of all stakeholders should be 

taken into account, to shape the reputation. Using the overall evaluation concept to define reputation 
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is the most common in academia (Lange et al., 2011). Furthermore, the definition has proposed two 

main sources for the destination reputation which are direct experiences, and indirect experiences 

represented in the information available from different sources. This is matching with Yoon et al. 

(1993) who argued that there are two primary sources for reputation, experience and information.  

The definition proposed is empirically-based, and tailored to the tourist destination reputation; 

however, it can be noticed that the definition still matches with the existing literature in corporate 

reputation (discussed in chapter 2). As the concept, itself may not be changed from one context to 

another, but the concept drivers and dimensions may differ based on the context considered. This 

was quite apparent while developing the framework to assess the tourist destination reputation, as 

the model generated is different from the corporation’s ones due to the special nature of the tourist 

destination.  

6.1.2 Developing a Framework to Assess the Tourist Destination Reputation 

The definition proposed in the previous section suggested that two different perspectives should be 

considered: internal (e.g. travellers), and external (e.g. experts) stakeholders. Consequently, two 

different methods were used to find out the tourist destination reputation drivers. Delphi technique was 

used with a group of ten professional and academic tourism experts. Consensus was reached after 

conducting two rounds of the Delphi process. Four focus groups were conducted among 25 travellers. 

The results of both methods have been integrated to develop the final Tourist Destination Reputation 

Framework (TDRF). Figure 6.3 represents the TDRF proposed. 
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Figure 6.3 Proposed Tourist Destination Reputation Framework (TDRF)  

 

 

 

6.1.2.1 TDRF Themes 

The proposed TDRF includes 10 themes and 51 drivers. These themes are products and services, culture, 

people, management, environment, safety and security, competitiveness, country stability, place 

identity, and finally media, marketing and communication. These themes have been classified into 

internals and externals. As mentioned earlier in the findings chapter, ‘Internal Factors’ refer to all 

elements that have a direct relation with the traveller’s experience at the destination. The model includes 

six internal factors: products and services, culture, people, management, environment, safety and 

security. While ‘External Factors’ indicate to the elements that influence the reputation but are not part 
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of the traveller’s direct experience with the destination. The model includes four external factors: 

competitiveness, country stability, place identity, and finally media, marketing and communication.  

Gunn (1988) explained that the destination image can be categorized into two main types; organic, and 

induced. Organic image related to the direct experience with the destination, and the information 

gathered from third party but not for commercial purposes. While induced image refers to the 

information gathered based on commercial sources. Similarly, this research suggests that the destination 

reputation includes two different types of elements; organic, and induced. All the internal factors 

suggested in the TDRF are organic elements as they are attached to the direct experience with the 

destination. While the external factors suggested in the TDRF can be categorised into organic, or 

induced based on the nature of each factor, and source of information. For instance, place identity, media 

are organic elements, while marketing and communication are induced. However, some of the external 

factors could fit with both categories based on the source of information. For instance, competitiveness, 

and country stability. As the information available about these two factors could be commercial 

(induced), or non-commercial (organic). 

6.1.2.2 The Link between the Proposed TDRF Themes and Literature 

Six of the framework themes match with previous studies including; products and services, culture, 

people, management, environment, marketing and communication. However, most of these studies did 

not clarify the drivers included in each theme. While four new themes included; safety and security, 

place identity, competitiveness, and country stability.  

• Theme one: Products and Services 

Almost all studies that discussed the reputation drivers in different contexts (e.g. corporation, country, 

destination) mentioned the influence of products and services in shaping reputation, for instance, 

Fombrun and Shanley (1990), Dollinger et al. (1997), Saxton (1998), Fombrun et al. (2000), Passow et 

al. (2005) De Castro et al. (2006), Harris Interactive (2006, 2011), Marchiori (2012), Öztürk et al. 

(2013), Feldman et al. (2014), and Pearce (2016). In the proposed framework, the products and services 

factor includes 15 drivers. Some of these drivers are more important than others, as they have been 

mentioned by most of the focus groups and Delphi participants including, quality, price, value for 

money, activities, weather, accessibility, and infrastructure. While others are less important as they have 

been mentioned by only one stakeholder group. Seven less important drivers have been mentioned, four 

by travellers including facilities, insurance, suitability, and nature, and four by Delphi experts including 

attractions, economic and social value services, destination style, and complementary services.  

Cooper (2008) highlighted that there are four main drivers of tourists’ satisfaction; attractions, 

accessibility, amenities, and supporting services. The study of Albayrak (2018) on the influence of daily 

tour service quality on travellers’ satisfaction found that there are six factors that have an influence on 
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the tourists’ satisfaction which are tour guide, food and beverage service, transportation, shopping 

facility, stopover, and museums and sites.  

• Theme Two: Culture 

The culture factor was mentioned in a corporate reputation study by Passow et al. (2005), and a country 

reputation study by Berens et al. (2011). According to the present study, the culture factor includes four 

drivers: historical perception, language, knowledge of the culture, and food. Knowledge of the culture 

(history) and language drivers are more important as they have been mentioned by the focus groups and 

Delphi participants. Nevertheless, the historical perception driver was mentioned only by Delphi 

experts, the researcher believes that this driver has a special influence on reputation, good examples of 

this, are Hawaii, and Capri. Despite that, these destinations have degraded to some extent but still an 

element of romanticism is attached to their names. On the other hand, food is the less important driver 

as it has been mentioned only by the focus groups participants. This is matching with the study of 

Albayrak (2018) on the influence of daily tour service quality on travellers’ satisfaction, as the study 

found that the food and beverage facilities have less influence than other drivers on the tourists' 

satisfaction. The focus groups participants mentioned that the food tells a lot about the culture in terms 

of how people eat; such an individualistic or in collectivistic, how the food is served, and the presentation 

of the food. 

• Theme Three: People  

Fombrun and Shanley (1990), De Castro et al. (2006), Fombrun (2007), Berens et al. (2011), Öztürk et 

al. (2013), and Pearce (2016) clarified the value of people in forming reputation, some of these studies 

have mentioned people, and others have used the word employees instead. Many of the focus group 

participants shared stories of destinations with a bad reputation because of the unacceptable attitude of 

its local people. Many studies have discussed the locals’ attitudes and behaviours in the tourism 

destinations, and these studies provided different analysis of the factors that influence locals’ attitude 

towards tourism and travellers for instance, Stylidis et al. (2014), Sincalir-Maragh et al. (2015), Zuo et 

al. (2017), Ouyang et al. (2017), and Gursoy et al. (2019). Most of these studies highlighted the 

importance of residents’ support to the tourism industry. 

• Theme Four: Destination Management  

The management factor mentioned by Dollinger et al. (1997), Saxton (1998), Le Roux (2003), De Castro 

et al. (2006), Fombrun (2007), Berens et al. (2011), and Öztürk et al. (2013). It is fundamental for 

stakeholders to get the feeling that the destination is looking after them by offering them good customer 

service and excellent support when needed. Also, the credibility and transparency of the destination 

offers, and promises are important as travellers always compare their expectation with their real 

experiences in the place when they match; it is translated into a good destination reputation.  
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• Theme Five: Environment 

The environment factor included in some studies such as Fombrun and Shanley (1990), Fombrun et al. 

(2000), Harris Interactive (2006, 2011), Berens et al. (2011), and Marchiori (2012). While others 

discussed the influence of only social responsibility/ performance on reputation, for example, Saxton 

(1998), De Castro et al. (2006), Harris Interactive (2006, 2011), Öztürk et al. (2013), and Feldman et 

al. (2014). 

• Theme Six: Media, Marketing and Communication  

Media has not been mentioned in any study as having an impact on reputation, despite its substantial 

importance. Few studies mentioned marketing and communication as influencing reputation as noted 

by Le Roux (2003). Öztürk et al. (2013) discussed the importance of marketing only, while Feldman et 

al. (2014) mentioned the significance of communication, and Saxton (1998) raised the idea of brand 

image influence on reputation. Marketing and communications are substantial external factors to 

reputation, as reputation is based mainly on the information available about the business (Fombrun and 

Shanley, 1990). Destinations should utilize all marketing and communication tools either online or 

offline to boost their reputation and spread positive information. Special interest should be given to 

online channels, as the internet is a primary source for travel-related information (Gretzel et al., 2006), 

especially social media as participants mentioned that SM is used extensively to share travel 

experiences, photos, and information. One of the drivers that arises from the data analysis is the 

influence of celebrity endorsement, as there is a segment of people who would like to imitate their 

beloved celebrity, and that is why there are a lot of tourism campaigns all over the world that use 

celebrities to market their destination such as the pop singer Rihanna marketing holidays to Barbados 

and the Indian actor Shah Rukh Khan marketing Dubai with the slogan of “This is my Dubai”.  

• Theme Seven: Place Identity 

To the knowledge of the researcher, no studies have mentioned the place identity as influencing 

destination reputation, as most of studies are based on corporate reputation, with few on the country and 

destination reputation. However, some corporate research, for example, Fombrun et al. (2000), Passow 

et al. (2005), Harris Interactive (2006, 2011) mentioned a similar concept which is ‘emotional appeal’ 

which mean the positive feeling of the customers towards the company.  

It was obvious from data analysis that the traveller personality (background and preferences) influences 

the way they evaluate the destination. For example, there was a debate among the travellers in two 

different focus groups about the reputation of the Turkish destination. Some of the participants said that 

they had overwhelming hospitality, and Turkish people were truly kind, while others expressed that they 

had the worst experience in their life because of the Turkish people’s negative behaviour. The researcher 

believes that the reason for this difference is the different backgrounds and cultures of the participants. 

Also, a Moroccan participant said that the reputation of his country was different in the western countries 
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and the eastern countries. The researcher also believes that the reason is the difference in culture and 

background between Western and Eastern countries. Qingxue (2003) highlighted the fundamental 

differences in culture between Western and Eastern countries. These fundamental cultural differences 

influence people’s evaluation and assessment of the different life aspects. Kozak (2001) studied the 

differences in the satisfaction level of British and German tourists visiting same destination. The study 

findings showed fundamental differences in the satisfaction level; as British tourists were more satisfied 

than Germans while visiting the same destination. Furthermore, the reputation is also affected by the 

traveller’s preferences, as travellers expressed different preferences and attitudes towards the evaluation 

of the tourist destination, hence its reputation.  

• Theme Eight: Competitiveness  

No studies have mentioned competitiveness as influencing reputation. However, some studies clarified 

the importance of innovation (which is one of the competitiveness drivers in the proposed framework) 

in forming reputation like Dollinger et al. (1997), De Castro et al. (2006), and Feldman et al. (2014).  

Participants emphasized the importance of this factor in shaping the destination reputation as they 

normally compare the destination with its substitutes in terms of the quality of products, value for 

money, local people attitude, etc.  

• Themes Nine and Ten: Country stability, Safety and Security  

Country stability, media, safety and security have not been mentioned in any studies as having an impact 

on reputation, despite their substantial importance. Country stability and media have a direct influence 

on the safety and security factor, as most of the participants clarified during the focus group discussion 

that they consider media and overall stability of the country as indicators of its safety and security. 

Despite that, almost all participants clarified the importance of media in shaping the destination 

reputation. There was a big debate in terms of the information source. Some participants clarified that 

they rely on official media to acquire information, while others expressed that they do not use official 

media and they do not trust it as it tends to exaggerate. One of the participants gave an example of Syria, 

as the western media portrays it as ruined and not safe to go, but he furthered explained that it is not like 

this. It is only some parts in Syria especially Aleppo, where the war is taking place, other parts are safe 

to go.  Furthermore, another participant expressed that he does not trust the official media as it normally 

does not present the real image of the destination and he believes that the way media portrays the 

destination depends to a great extent on the political relationship between the home country and host 

country, regardless of how the destination is in reality.   

The researcher believes that this point is historically correct as in October 2015 a Russian aeroplane 

crashed after taking off from Sharm El-Sheikh airport in Egypt as a result of a terror act. Consequently, 

the home offices of many European countries advised their citizens not to travel to Egypt, as it is an 

unsafe destination. In the same period in November 2015, there was a terror attack in Paris but the whole 
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world sympathized, none of the European countries advised their citizens not to travel to Paris, and the 

world’s leaders organized a march against terrorism in Paris. 

6.1.2.3 Insights into the Proposed TDRF 

The proposed framework comprises of 51 drivers. There is consensus on the influence of the 

internal/external factors on the tourist destination reputation. However, there is no consensus on the 

degree of influence of each one. For example, the products and services, and people are two internal 

factors, and both have an influence on the destination reputation, but which one is more crucial varies 

from one person to another based on their backgrounds, emotions, subconscious, direct and indirect 

experiences. For some travellers, they may prefer having good products and services while for others, 

people’s behaviour is more crucial. 

It could be said that some of these drivers are more important than others as they have been mentioned 

by most participants in Delphi rounds and focus groups. One of the interesting ideas that arose from one 

of the focus group participants was that the destination reputation could be perceived as a package which 

includes different drivers. Each traveller has his/her own package based on his/her own preferences. For 

instance, the availability of insurance could be a basic part of the package for a senior traveller whilst it 

may not be important for a young traveller. Also, some traveller would prefer affordable destinations, 

while others would prefer luxury ones. Whatever the traveller’s preferences are, in order to shape the 

destination reputation, the traveller should evaluate all drivers within his own package. Most of the focus 

groups participants agreed to this idea. Hence, the destination reputation may differ from one person to 

another. However, to form the destination reputation, the overall perception/ evaluation of all different 

types of stakeholders must be considered. 

Most of the drivers and even themes can be influenced by the DMOs. For instance products and services 

theme include 15 drivers which are quality of services, prices, value for money, activities, weather, 

accessibility, infrastructure, attractions, economic and social value services, destination style, 

complementary services, facilities, insurance, suitability, and nature. All these drivers can be influenced 

by the DMOs with exception of weather, accessibility, and nature.  

All participants agreed that destination reputation is changeable over time as they are reassessing it from 

time to time based on their preferences. This fact gives the DMOs an immense opportunity to 

continuously improve their destination in order to have a better reputation, but they should consider that 

it takes time to improve or change the stakeholders’ perception. Thus, the DMOs must have a strategy 

in place to manage the destination reputation and reassess it from time to time to make sure that they 

are progressing and achieving their targets. The proposed framework should help in the process of 

assessing the reputation and bridging the gap to reach the target outcome. Also, one of the interesting 

findings is that destination reputation is an on-going process. The process starts before visiting the 

destination through the information available from different sources (media, and WOM). Also, while 
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visiting the destination through the direct life experience that the travellers have in the place, and even 

after visiting though evaluating the overall experience. This means that the DMOs should give special 

attention to the different phases of forming reputation and make sure that their tools cover the different 

stages of forming the reputation.  

With regards to summing up the stage of building the tourist destination reputation, it is essential for 

destinations to fully understand the destination concept and all its drivers. It is also crucial to consider 

the tourist destination reputation as a mosaic of all reputation drivers, and to have a favourable 

reputation, the destination has to do well with all drivers. So, after assessing the tourist destination 

reputation using the framework proposed, it is important to do a gap analysis between where the 

destination wants to be, and where the destination currently stands. Also, the destination should work 

towards filling this gap through improving the drivers that have a low score, and market for their 

reputation on a wider scale.  

6.2 Marketing the Tourist Destination Reputation 

The second step to having a favourable tourist destination reputation is to market this reputation. Figure 

6.3 demonstrates that marketing and communication influence reputation. To understand how to market 

the destination reputation online, fourteen in-depth interviews were conducted with experienced online 

marketers to find out how to market the tourist destination reputation and assess the potential for using 

online marketing channels to manage the destination’s online reputation. Interviewees clarified that 

there is a strong link between online marketing and reputation. Online marketing achieves three parts of 

reputation: visibility, communication, and promoting positivity. Figure 6.4 demonstrates the link 

between online marketing channels and reputation. 

Figure 6.4 The link Between Online Marketing Channels and Reputation  
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6.2.1 Visibility 

The TDRF proposed suggests that visibility is one of the main external factors that influence reputation. 

Participants mentioned that destination visibility is crucial to its reputation. As reputation is based on 

how well people know of the destination, and how much they know of it, and this is the primary target 

of the online marketing campaign which is reaching out to more people, and giving them information 

about the business. This idea has also been confirmed by Fombrun and Shanley (1990) who stated that 

reputation is based on the available information about the business. Also, Van Riel and Fombrun (2007) 

noted visibility as one of the main determinants to have a favourable reputation. Participants clarified 

that different online marketing channels influence destination visibility, hence on its reputation. 

6.2.1.1 Website 

Interviewees mentioned that for the website to support the destination visibility, the website should be 

ranked well on search engines. They added that once the website is ranked well, most of the target 

audience assume that the destination is a market leader. Jones et al. (2009) mentioned that there is a 

direct link between online reputation and the business website rank on search engines. Egri and Bayrak 

(2014) mentioned that search engines administer 93% of the online traffic; this figure demonstrates how 

important the search engine is in directing internet users to the right webpage. Beal and Strauss 

(2009:33) stated that “Google is more than just a search engine, it’s a reputation engine”.  

Furthermore, one of the interviewees added that most internet users go through the first three options on 

the search engines. That means if the destination website ranks high on a search engine, the destination 

is more visible and has a better chance to spread and get more traffic to its website. Interviewees 

mentioned that there are two ways to rank high in Google; organic (SEO) and paid search (PPC).  

Interviewees clarified that the website and SEO should work together hand-in-hand. SEO is a major tool 

to improve website visibility (Berman and Katona, 2013, Tomasi and Li, 2015, Bhandari, 2017). Also, 

The interviewees gave details on how to optimize the website on search engine through on-page 

optimization and link building, these details have also mentioned by the UNWTO (2011), and Bhandari 

(2017) for the purpose of understanding SEO and how it works. Chaffey et al. (2009) mentioned that 

the complexity of SEO is one of its main disadvantages, especially given that it has hundreds of variables 

and these variables are not published. For that reason, all interviewees have highlighted that SEO is an 

on-going process as it is based on Google algorithms and keywords that should be reconsidered regularly 

to keep the website ranking on search engines and also the website developers should play by the search 

engine rules to avoid being banned or punished in anyway. Due to the importance of the website rank 

in Google, one of the major steps in managing reputation is to look at the technical elements of the 

website, its set up, and structure, to make sure that Google will rank and index it well. 

Interviewees clarified that paid searches work on a bid model, so the destination has to bid for certain 

keywords to get displayed. Interviewees mentioned that paid advertising enhances the destination brand 
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visibility. This finding also matches with Chaffey et al. (2009) as he highlighted that paid advertising 

improves the product or service brand visibility, even if the visitor does not click on the advertisement. 

Interviewees also mentioned that paid search helps increase the number of followers and enhance the 

reputation in the long term. It ticks two drivers of reputation, visibility, and brand awareness which are 

steps towards having a favourable reputation.  

6.2.1.2 Social Media 

Participants said that destinations must have a presence on SM. Kaplan and Haenlein (2010) emphasized 

the necessity of having SM accounts for businesses and their importance. As discussed in the TDRF, 

the destination brand and image are the drivers to its reputation. SM influences the destination brand 

(Lim et al., 2012), as interviewees mentioned that SM enhances the visibility of the brand, and gives the 

business a good chance to spread its name. Also, SM supports the destination image (Molinillo et al., 

2017), and interviewees have confirmed that the information, content and pictures available on social 

media help travellers to configure a mental picture of the destination, hence, it influences the destination 

reputation.  

6.2.1.3 Online PR 

Reputation is based on the information available about the destination. Participants mentioned that 

online PR is mainly about approaching online journalists, writers and bloggers to write positively about 

the destination. It helps repute destinations, as it is responsible for promoting and creating awareness 

around it. Interviewees also added that the travellers must be seeing the name of the destination every 

once in a while, so it keeps the destination in their circle of knowledge. Xu (2005) clarified that PR is 

the best tool to spread the business information to customers. Public relations helps support the business 

brand and all its elements including, the identity, awareness, emotions, functionality, objectives and also 

supports the business reputation (Mikáčová and Gavlaková, 2014). Xu (2005) mentioned that PR 

enables businesses to get inexpensive exposure, with a high level of trust and credibility. Furthermore, 

Kiousis et al. (2007) clarified that PR supports business visibility which turns into a good reputation 

among the business stakeholders, moreover, PR is a perfect tool to construct a business image (Xu, 

2005). The empirical study of Wartick (1992) found that there is a positive correlation between news 

attention and business reputation.  

6.2.2 Communication.  

The TDRF proposed suggests that communication is one of the main external factors that influence 

reputation. Interviewees mentioned that communicating with consumers and developing a long-term 

relationship supports reputation. Also, the interviewees clarified that some online marketing channels 

are more effective than others with regards to communication, for instance, SM, email, and online PR. 

Interviewees mentioned that two different factors should be considered; the frequency and consistency 

of communication and the type of content communicated. The same idea has been confirmed by Romenti 
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(2010), however, he gave more importance to the type of content communicated rather than the 

frequency of communication. 

There is a direct link between corporate communication and corporate reputation (Van Riel and 

Fombrun, 2007, Romenti, 2010, Floeddu and Cabiddu, 2014, Carroll, 2015). As corporate 

communication has a big hand in developing a corporate reputation (Romenti, 2010, Carroll, 2015). 

Romenti (2010:306) mentioned that “corporate communication reaches its full potential in building 

corporate reputation, when it moves beyond the influencing of public opinion’s perceptions, towards the 

shaping of organizational reality by engaging stakeholders as the main reputation drivers”. Some 

businesses manage their online reputation mainly through communication and increasing the level of 

stakeholders’ engagement such as Dell, and Granarolo (Italian dairy company). Beal and Strauss (2009) 

mentioned that Dell has succeeded in managing their online reputation through quite simple customer 

engagement strategy which is mainly about listening, dialoguing, and responding to consumers. While 

Romenti (2010) referred to the Granarolo case where they relied on a stakeholders’ engagement strategy 

to develop the company’s reputation. Various online marketing channels could be used to communicate 

with stakeholders. 

6.2.2.1 Website 

Participants emphasized that the tourist destination website must be used as an effective communication 

channel. In order to do so, the website should offer a unique value proposition, which indicates that the 

website should match with what the target audience is looking for. Thus, understanding the target 

audience is the base to have a successful website. Also, the website content should be informative, 

relative, and up-to-date to keep the target audience attention at all times. Gretzel et al. (2000) 

emphasized the importance of having attractive and up-to-date content, as it has a direct influence on 

the destination perceived image (Gretzel et al., 2000, Jeong et al., 2012). As a result, it has an impact 

on the destination reputation due to the strong link between image and reputation. 

6.2.2.2 Social Media 

Some interviewees mentioned that SM is just another source of reputation signal. As people are quite 

explicit online, and they are sharing their thoughts, opinions and perceptions of the destination. SM can 

be used to check the health of the destination reputation. Social media helps building the reputation; as 

people start creating an expectation about the business, through the way things are said, content and the 

tone of voice. Jones et al. (2009) stated that SM is a toolkit to build reputation.  

Interviewees clarified that SM is a two-way communication tool. It gives the customers the chance to 

talk freely about the destination, send their queries, complaints, and reviews. On the other hand, the 

destination can listen to the customer’s opinions in real-time at almost no cost, and engage with them. 

Mangold and Faulds (2009) suggested that to use SM as an effective communication tool, the business 

must have a consistent strategy in place. Interviewees confirmed the same idea as they mentioned that 
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in order to have effective communication, the destination must post regularly and it is necessary to have 

a content strategy (will be discussed later on in this chapter) and a posting strategy. Posting strategy 

includes the number of posts per week, and posting time to ensure having a high level of engagement, 

as it is almost impossible to cover all platforms (Kaplan and Haenlein, 2010). Interviews mentioned that 

in order to have adequate social media coverage, the destination should be active on at least the top three 

platforms. The destination has to fully understand the target audience, and where they are spending their 

time, as there are many social media platforms, and not all consumers will be on all the platforms. 

Schivinski and Dabrowski (2016) conducted an empirical study that confirmed the influence of SM 

communication on brand equity and brand attitude. 

6.2.2.3 Email Marketing 

Interviewees also highlighted that email marketing can help grow a good reputation online, as it may 

influence the overall impression that the consumers have of the destination. Furthermore, interviewees 

mentioned that if the destination has a database for its consumers, the destination can easily reach the 

target audience out through newsletters. Some of these newsletters define themselves as smart, romantic, 

outstanding which is also a type of reputation marketing. Email marketing is one of the quickest and 

cheapest tools to engage, communicate and handle consumers complains (Fariborzi and Zahedifard, 

2012).  

6.2.2.4 Online PR 

Interviewees clarified that there are so many public relations platforms. The most common platforms in 

tourism are SM and influencer marketing. Influencer marketing influences destinations reputation. As 

discussed in the reputation framework that WOM/ eWOM and celebrity endorsement influence 

reputation, and influencer marketing is a type of eWOM endorsed through celebrities. As there is a 

segment of people who would like to imitate their favourite celebrity, and that is why there are a lot of 

tourism campaigns all over the world who use celebrities to market their destination such as the pop 

singer Rihanna marketing holidays to Barbados and the Indian actor Shah Rukh Khan marketing Dubai 

with the slogan of “This is my Dubai”. Fombrun and Shanley (1990) confirmed that PR as a marketing 

communication tool has a strong influence on the business reputation. Xu (2005) argued that the two 

main aims of PR are communication and building the business image. Kiousis et al. (2007)  indicated 

that the way the media portrays the business shapes the way people think about this business, as the 

media may shed light on certain attributes while ignoring others. Also, Fombrun and Shanley (1990) 

mentioned that the tone of voice of news coverage influences the business reputation.  

6.2.3 Promoting Positivity.  

Participants stated that the main focus of a favourable online reputation is to promote positivity. This 

could happen in different ways. First, spread positive news about the destination on different platforms. 

Positive news could be like receiving awards or social responsibility recognition. Second, encourage 
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consumers to post reviews about their experiences at the destination, as WOM/ eWOM has a substantial 

impact on the destination reputation. Amblee and Bui (2008) mentioned the WOM has a crucial 

influence on the way customers perceive brands and added that consumers tend to leave reviews when 

their experiences are either amazing or disappointing. Businesses with more positive reviews will get a 

positive reputation, while businesses with more negative reviews, will have a bad reputation. 

6.2.3.1 Website  

Interviewees said that the destination website could be used to promote the destination positive news, 

as it is the channel that the destination has full control over it and its content. Also, the website could be 

used to direct consumers to other links that have positive information or reviews about the destination. 

Participants also added that frequent customers should be encouraged to share their travel experiences 

on their own websites with referral links to the destination’s webpages. Some destinations allow a rating 

system on their websites which supports the destination reputation. 

6.2.3.2 Social Media  

As discussed in the reputation framework, travellers are influenced by each other’s experiences and 

opinions, as one of the reputation drivers is eWOM. SM is where the conversation takes place. All 

interviewees mentioned that promoting positivity is fundamental to having a favourable online 

reputation. They also emphasized that the destination needs to encourage travellers to share their travel 

experiences with the destination on the online sphere. Several studies have confirmed the importance of 

encouraging customers to leave reviews, for instance, Amblee and Bui (2008), and Kaijasilta (2013). 

This could happen through guest cards in the hotel room, or quizzes or other ways. The destination could 

promote these reviews in different platforms through links to direct users to it. Interviewees mentioned 

that one of the aspects that could be considered to collect all posts and mentions in one place is to use 

hashtags effectively. Through hashtags, the destination can filter all received posts and reviews and then 

promote it. 

6.2.3.3 Email Marketing 

Interviewees mentioned that email marketing could be used to approach customers to share their 

experiences with the destination through sending emails asking for reviews and sharing the experiences 

with a direct link to the platform where they can post reviews. Litvin et al. (2008) suggested a strategy 

to support eWOM in the tourism sector through using email. First, marketers must have an email list for 

the target audience, and this will enable them to send them regular newsletters, promotions, sales, and 

events reminders, in a more efficient way. 

6.2.3.4 Online PR 

Promoting positivity is the main concept of online PR, as mentioned earlier; the purpose is to approach 

online writers to write positively about the destination. In this way, the destination widens the 



 

133 
 

availability of the information about it, and it has more credibility than the information published directly 

through the destination team. Online PR should also be promoted on other platforms. This means that 

once there is positive information about the destination in any channel, it should be promoted through 

linking it to the destination website, SM platforms to spread it further and at the same time create 

backlinks which improve the destination webpages rank on search engines.  

In chapter two, the researcher clarified that three constructs are quite related to reputation which are 

Identity, Brand, and Image. Also, the researcher discussed the relationship between these constructs and 

explained that all of them support and influence reputation. Thus, once any of the online marketing 

channels influence one of these constructs, it will influence the reputation in the long term. Different 

online marketing channels could be used to market for the destination reputation. However, it is also 

necessary to highlight that online marketing channels are all connected somehow. For instance, SM is 

the best online PR platform, simultaneously online PR is a way to create backlinks for the business 

website to rank better in search engines. What the researcher is trying to say is that there should be good 

coordination between the different online marketing channels as they should be working in harmony, 

not in isolation.  

Participants mentioned that it is necessary to use an effective, and consistent marketing campaign as 

reputation is formed over time. Participants highlighted the importance of developing an evergreen 

marketing campaign which means creating content that lasts for a long time, maybe years or even 

decades rather than short term. In evergreen marketing campaigns, the destination invests in a campaign 

once, and then it becomes an asset and just keeps on bringing more revenues, sales and referrals. Despite 

the importance of building an evergreen marketing campaign, the idea has not been discussed properly 

in literature. Some information is available about it online and has been published by professional 

marketers. Jacobsen (2012:n.p.) defined evergreen marketing as “implementing the marketing concepts 

and practices that transcend the latest fad and providing long-lasting, duplicatable expertise which will 

work across a variety of marketing platforms and mediums”. Creating evergreen content is the base for 

having evergreen marketing. Martin (2018:n.p.) defined evergreen content as “the content that never 

expires. It will remain over time and help you to attract traffic to your website”. In order to create 

evergreen content, marketers have to keep the content simple, relevant, and up-to-date.  

Content marketing is not a marketing channel, but it is one of the hotspot areas in online marketing. It 

is “a marketing technique of creating and distributing relevant and valuable content to attract, acquire, 

and engage a clearly defined and understood target audience – with the objective of driving profitable 

customer action” (Content Marketing Institute, 2013:n.p.). All interviewees mentioned that content is 

king in all platforms. They also highlighted the influence of having great content on forming the 

destination reputation as the content shapes the target audience expectations, impressions, imaginations 

and opinions about the destination. Also, they have mentioned that the content has a direct impact on 

the destination image, which will be turned into a favourable reputation. Interviewees mentioned that 
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the destination must have a content strategy in place, and in order to do so, first of all, the destination 

has to consider its objectives as it is the base to set the content strategy. Second, understanding the target 

audience as the content must answer all the consumers’ queries. Lieb (2011) and UNWTO (2011) 

mentioned the same point as the content must satisfy the consumers’ needs. Third, define the main 

drivers or topics that the content must cover. Fourth, design the content to match with the targeted 

platform and at the same time use a proper linguistic, tone of voice, images, info, and graphs, to make 

sure that the key message is intact. The content must be informative, relative, attractive, and up-to-date. 

Fifth, measure the engagement with the content and take corrective actions if necessary.  

6.3 Managing the Tourist Destination Reputation  

The third step to have a favourable tourist destination reputation is to manage reputation. Interviewees 

mentioned that online destination reputation means how the destination is presented in the online sphere, 

and what is the information available online about the destination. Based on this information, people 

shape their perception of the destination which is the destination reputation. Proserpio and Zervas (2016) 

mentioned that it is difficult to maintain a positive online reputation, due to the massive number of 

reviews platforms. Therefore, the Interviewees emphasized the importance of managing what is being 

said about the destination in the online sphere, however, they have clarified that there is no way to 

controlling online reputation, as there is no way to hide away from bad reviews. The best strategy to 

deal with it, is to build a positive story, and through online marketing, the business can certainly get the 

story going and it manifests itself into making a good reputation. This process is called Online 

Reputation Management (ORM).  

Vartiak (2015) emphasises the significance of the online reputation management process, as the online 

sentiment could be changed overnight from positive to negative. Saxton (1998) mentioned that 

reputation should be managed in both times of success and crises. Same with online reputation, all 

interviews mentioned that ORM is an on-going process. At all levels, there should be a system in place 

to manage reputation especially given that in the digital world, it is easy to go online and leave reviews 

and bad reviews will affect negatively the reputation and may, in extreme cases, destroy the business. 

Vartiak (2015) and Abramyk (2016) demonstrated some examples of businesses that fail to manage their 

online reputation, due to responding to negative comments in an inappropriate way. Consequently, it is 

not only important to have a system in place to manage reputation, but also make sure of using the right 

response strategy and tone of voice. 

Interviewees highlighted that destinations should not wait for the negative messages to come, and at the 

same time the destination should be in the target audience circle of knowledge at all the time, otherwise, 

they will forget about it. Tourist destinations must have a strategy in place to manage online reputation. 

The process of online reputation management helps businesses to construct and maintain a positive 
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image (Jones et al., 2009). This research proposed a strategy in order to manage the destination online 

reputation as follows: 

6.3.1 Analysing Online Reputation 

Interviewees mentioned that destinations must listen to what is being said about them in the online 

sphere, and also must understand the emotions behind it. Vartiak (2015) mentioned that online reputation 

analysis is a major step in the process of managing online reputation. Also, Escoffery and Bauer (2012) 

explained that analysing online reputation is a first step towards managing it. Participants mentioned 

that analysing online reputation can be done manually or through software like Rusher, Hootsuite, 

Buffer, and Meltwater. Analysing it manually is through analysing all destinations’ mentions on 

different platforms. Interviewees confirmed that the best way to analyse online reputation is a mix of 

manual and software analysis. As mentioned earlier, destinations cannot rely completely on software as 

it is not fully accurate. At the same time, doing it only manually cannot be managed, as the destination 

may get thousands of mentions daily. Different platforms should be covered in the analysis such as the 

first three pages of search engines, official SM communities like TripAdvisor. Escoffery and Bauer 

(2012) confirmed the same idea as they mentioned that different platforms must be looked at including; 

search engines, review sites, social media platforms, and international review sites. Reputation is made 

up of many drivers that have been discussed in the reputation framework in the first section of this 

chapter. To have a favourable tourist destination reputation, the destination should do well with all 

drivers. So, while doing the analysis, the results should be fitted into the model for the purpose of finding 

out the tourist destination reputation health and to define the gap in destination reputation to be filled. 

Based on the analysis, the destination should follow one of two different strategies. 

6.3.1.1 Strategy One: Normal Situations 

If the analysis shows that the destination has a normal situation and the overall sentiment is fine, the 

destination will have to follow two steps strategy. 

A. Having a Review Strategy in Place. 

The destination must have a review strategy in place to manage online reputation. Proserpio and Zervas 

(2016) suggested that a review strategy is a replacement of the reputation management strategy that is 

widely used by managers and suggested by review sites. However, this research claims that managing 

reviews must be part of the overall online reputation management strategy and not an alternative. Based 

on the empirical study of Proserpio and Zervas (2016) on TripAdvisor hotels, handling reviews raise the 

hotels’ star ratings. The review strategy suggested by this research includes three main steps. 

- Responding to Positive Reviews 

Interviewees stated that when receiving positive reviews, first, the destination has to thank the person 

who placed the comment for sharing his good experience with the destination. Responding to positive 



 

136 
 

reviews is important as the audience always wants to feel the human side of the destination. Then this 

review should be used through directing target audience to the platform where the reviews are.  

- Handling Negative Reviews  

Interviewees have mentioned that consumers with bad experiences are more likely to share their 

experiences with their peers, while most of the consumers who have positive experiences continue in 

their life without sharing their experiences. The same idea has been discussed in the empirical study of 

Keaveney (1995) who found out that three-quarter of consumers with negative experiences shared the 

experience with at least one person and in most of the cases with more than one person. It is a challenge 

to handle online negative reviews, especially on review sites, as the business cannot delete it, or even 

opt-out from being reviewed (Proserpio and Zervas, 2016). As a result, the destination must have a 

strategy in place to handle negative reviews. Interviewees mentioned that when receiving negative 

online reviews in any platform, the destination should respond to it quickly and effectively. However, 

there are a few factors that must be considered in order to handle it sufficiently. First, the communicator 

has to keep calm and respond positively. Second, one-to-one communication is more effective, as it 

shows the destination cares about its audience and a lot of people change their negative perception 

straightaway. Third, no one is wrong online, so the destination has to understand the consumers’ 

viewpoints and if there is a problem or a fault it must be acknowledged, and the destination must make 

an effort to resolve it. The destination marketers have to understand that consumers never complain for 

the sake of complaining. If a customer is unhappy, that unhappiness is there for a reason, and the 

customer is going to explain the reasons for his disappointment, and that is the business opportunity to 

take feedback and turn it into positivity. Fourth, the destination has to use the right tone of voice and 

always be objective. Fifth, it is better for the destination to handle negative reviews away from public 

though sending a direct message to the person who placed the review and sorting it out directly. If the 

destination has to comment publicly, it should be done only once.  

- Encouraging and Promoting Positivity  

The destination should maintain positive sentiment online. In order to do so, interviewees mentioned 

that two different methods should be considered. First, create good content that is genuinely shared with 

many different platforms. Second, encourage and promote eWOM. As discussed in the tourist 

destination reputation framework, eWOM has a strong influence on the destination reputation. 

Westbrook (1987) mentioned that the process of consuming products and services is attached to the 

consumers’ motives to share their experiences. Vartiak (2015) stated that businesses should encourage 

consumers to share their feedback. Moreover, Escoffery and Bauer (2012) clarified that satisfied 

customers should also be encouraged to leave reviews. All interviewees stated that destinations need to 

encourage consumers to share their experiences in the online sphere, as it supports having a favourable 

online reputation. Interviewees confirmed that promoting positivity is the way to reduce any negative 
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sentiment around the destination or at least having balance. This means that not all customers need to 

post positively, but at least there is a balance reflecting the real picture of the destination. Vartiak (2015) 

mentioned that ORM is mainly about increasing the volume of positive comments and reducing the 

negative ones.  

B. Communication 

The destination must always have effective communication with the target audience. As discussed in 

the TDRF and the online marketers’ interviewees, communication directly influences reputation. 

However, the destination must understand the communication dynamics and the consumers’ 

psychology, in order to have sufficient communication, as every word online counts.  

6.3.1.2 Strategy Two: Detecting Reputation Crises 

A crisis is a sudden and adverse event which poses a financial and reputational threat to the entity 

Coombs (2007c). Beirman (2016:4) described the tourism crisis as “an event or set of circumstances 

which can severely compromise or damage the marketability and reputation of the tourism business, its 

brand or an entire tourism destination region”. Generally, reputation crisis consists of three forms: victim 

crisis, accidental crisis and preventable crisis. In the context of destination reputation, victim crisis 

means that not only tourists but also the destination itself is a victim of the crisis as it usually caused by 

forces outside of the destination’s control mainly cases of natural disasters (earthquake and tornado) or 

political/ social events (armed conflicts, wars, riots and strikes). Accidental crises denote that the 

destination and its management actions can lead to the crisis inadvertently, such as food poisoning, fires, 

and explosions. It normally reflects the neglect of the governments and the tourism authorities. In 

contrast, a preventable crisis suggests that the destination actions or lack of action lead to the crises and 

despite the knowledge that it will harm the destination it is still allowed it to happen such as law 

violations, customer discrimination, high prices to low-quality services and products (Coombs, 2007c, 

Mingchuan, 2015).  

Mingchuan (2015) argued that a tourist destination reputation crisis may affect the destination negatively 

in some respects. Notably, as the spread of negative information about the destination harms the tourist 

destination image (Ritchie et al., 2004, UNWTO,2011, Mingchaun, 2015), this, in turn, decreases the 

number of tourists, and destabilises tourism investment (Mingchuan, 2015). On the other hand, an 

adequate and quick response through crises communication and marketing strategies will help minimize 

these risks and maintain the tourist destination image and reputation (Ritchie et al., 2004, Mingchaun, 

2015). In order to give this response, there should be an overall evaluation of the situation, efforts to 

define the crisis type and degree, and finally select the crisis management strategy that could be used to 

overcome the situation (Mingchuan, 2015).  

Coombs (2007b) suggested that the process of crisis management has three different phases: pre-crisis, 

crisis response, and post-crisis. Pre-crisis is related to the attempts at preventing the crisis or at least 
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preparing for it. Interviewees confirmed that early detection and following a proactive approach is one 

of the key determinants to succeed in managing online reputation crises. As things spread very quickly 

online, so if the destination can detect it and deal with it before its spreads, it gives a better chance for 

it to get sorted out. Griffin (2014) discussed an identical idea and emphasized the importance of 

predicting reputational risks. In the case of destination online reputation crises, the destination must 

have a strategy in place to handle them. This research suggests the following strategy.  

A. Understand the Situation 

The destination has to fully understand the situation, the cause of the crisis, how big the crisis is, how 

much the audience is talking about it on the different platforms, before developing a response strategy.  

B. Determine the Online Assets 

Vartiak (2015:271) mentioned that “Online reputation management (ORM) combines marketing, public 

relations and search engines. ORM enables an organization to protect and manage its online reputation 

by becoming actively involved in the outcome of search engines results”. Consequently, interviewees 

mentioned that the destination has to determine the number of online assets that the destination has full 

control over for instance; website, blogs, social media platforms, etc. as it is almost impossible to drive 

away negative sentiment if the destination does not have enough assets. The destination needs to make 

sure that it at least has full control over five assets on the first page of search. This idea has also been 

emphasized by Beal and Strauss (2009), as they discussed that Google is a reputation engine and most 

of the people are going through all the websites on the first page of Google, therefore, this page must be 

full of websites where the business has full control. Also, interviewees mentioned that channels should 

be tied together in order to create backlinks.  

− Website. The interviewees mentioned that the destination website and its content should be 

revised to make sure that it is ranked well in Google, consequently, SEO is crucial. The more quality 

the website has, the more links the website gets (Beal and Strauss, 2009). Some of the interviewees 

mentioned that some ORM agencies manage reputation mainly through SEO. As they support the 

official platform to rank well in Google, while they bring the websites that have a negative sentiment 

down. This could be part of ORM, but not the whole process. Interviewees mentioned that they need to 

look at the technical elements of the website, the setup, and the structure, to make sure that Google will 

rank and index it well. Coombs (2007b) indicated that using the organization’s website is a good tool to 

handle crises. It could be through the official website, or even through creating a separate website to 

push all crises related information. 

− Online PR. Online PR is one of the main keys to manage reputation and/or even handling 

reputation crises. The focus of online PR during crisis is to spread the communication message and 

promote positivity. The destination has to use online PR channels to send their communication message 

to the target audience and concurrently the destination has to look to the online PR to find out if there is 
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any good material, and in that case, it should be promoted to all other platforms. Also, it must be linked 

to the website to create backlinks and improve the website rank on Google. Coombs (2007b) mentioned 

that PR has a great influence on handling reputation crises by designing a message that should be sent 

to the public. Furthermore, Gibson et al. (2006) mentioned that PR can be used to help fix a damaged 

reputation and the study of William and Butter (2014) emphasized the importance of PR on handling a 

situation during crisis. However, the findings of this research do not match with the aforementioned 

study with regards to the technique of PR use. As the study of Williams and Buttle (2014)focused on 

the defensive role of PR in managing crises, whereas this study found out that the main role of PR is to 

encourage positivity and promote good news regarding the destination. 

− Social media. Interviewees clarified that SM should be covered correctly, and be loaded with 

all the information that could be needed by the target audience.  Beal and Strauss (2009) mentioned that 

online reputation management is mainly about managing SM platforms and the results of search engines.  

− Email Marketing. It could be used in case the destination deciding to have a holding statement 

or passing on certain information to the audience.  

− Online advertising: There was a disagreement around the use of online advertising while 

handling a reputation crisis. Few participants supported the use of online advertising, while most of 

them mentioned that it will not help sort the problem out. Two interviewees mentioned that it would be 

in the best interest of the business to keep a low profile in the times of crisis. On a study conducted by 

Williams and Buttle (2014), advertising departments in all the organizations studied would prefer to 

keep silent during the times of a crisis as the managers believed that any advertising efforts would be a 

waste of time and money and may inadvertently have an opposite effect. 

 

C. Develop a Response Strategy 

The second phase of the crisis management process is developing a response strategy, which means 

“what management does and says after the crisis hits” (Coombs, 2007b:4). The interviewees mentioned 

that the destination should develop a response strategy based on the magnitude of the crisis, which means 

that the destination should not follow the concept of a one strategy fits all. Despite that, crises have a 

severe influence on reputation; selecting the right strategy to handle, may help in controlling negative 

effects, and saving reputation (Coombs and Holladay, 2002). Interviewees added that in all cases the 

destination needs to respond quickly, accurately, transparently, keeping calm, using the right tone of 

voice, and being subjective. The destination should avoid being offensive or even defensive; as this can 

backfire. The best way is to be informative. The four main response strategies have been suggested by 

the interviewees based on the nature of the crisis: 

Keep silent. Interviewees mentioned that in the case of small problems, the destination should keep 

silent for some time while following up the problem, because the destination does not want to highlight 

the problem, and sometimes the problem ceases to exist within hours. In literature, some researchers 
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agreed with this idea as Coombs (2007b) who supports that in the case of small crises, it is vital not to 

publish any information about the crisis to avoid publicizing it. On the other hand, Hearit (1994) 

mentioned that keeping silent and say nothing could be deemed negative, as the opportunity is given to 

media and others to control the situation. The researcher agrees with the first point of view as the crisis 

may die in hours, while responding to it may bring it forward especially in the online sphere. So, keeping 

silent and following up the crisis’s development would be a better strategy, and if, the crisis gets bigger, 

then action could be taken. However, Participant 11 mentioned that if the destination decides to do 

nothing and there is some negative PR circulating that is the worst thing to do, and it will influence the 

reputation negatively. So, destinations must be careful while selecting the appropriate response strategy.   

Be informative. In case there is a back and forth argument about the problem online, the destination 

should be informative, clarify what had happened, what went wrong, clarifying that they did not mean 

for that to happen, and what are the measures and precautions followed to sort it out. This could be 

through circulating an official statement on different platforms, press conferences or any other means, 

and even after sorting out the problem, another statement or conference should be prepared to clarify 

the measures taken and publicize the fact that the problem has been sorted out. Coombs (2007b) clarified 

that the business has to share the investigation process, corrections taken, and recovery procedure with 

stakeholders.  

Accept. If the problem is significant, and there is a mistake on the part of the destination, the first thing 

to do it is to admit fault and develop a proper strategy to sort out the problem and promote it in different 

platforms.  

Be Smart. Sometimes the business is blameless, and the consumer is 100% wrong. In that case, it is 

slightly complicated. The business needs to respond in the sense of defending itself and at the same time 

gain empathy from the followers and not alienate the consumer. 

 

D. Communicate 

Interviewees mentioned that the destination has no chance to sort out a problem without sufficient 

communication with the target audience. It helps to rebuild the trust with them. Interviewees also added 

that the way of communication and tone of voice influence stakeholders’ perception of the crisis. This 

idea has also been confirmed by Coombs (2014). Ritchie et al. (2004) mentioned that communication 

and marketing are an essential part of managing any crises and they have the power to mitigate or enrage 

the situation. As the media can convert a routine problem into a crisis (Keown-McMullan, 1997). Media 

has time limits to find the required information and if they do not find it through official sectors, they 

will look for any other substitute even it is not accurate. So, it is the responsibility of the business to 

provide accurate information to the media on time (Ritchie et al., 2004). The role of crisis 
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communication is to provide stakeholders with accurate and up-to-date information about the incident 

to protect the business image (Ritchie et al., 2004). 

E. Flood the Market with Information 

The last step of crisis management is post-crisis, which includes the commitment declared to handle the 

crises, and the follow-up process to prevent any further crisis in the future (Coombs, 2007b). 

Interviewees mentioned that after sorting out the problem, the destination should flood the market with 

its information to inform its target audience that the crisis has been overcome, to regain consumers trust. 

Also, there should be regular follow up to the situation and precautions to protect the destination from 

any further crises.  

F. Evaluation 

After handling the reputation crises there should be an assessment of the entire process, in order to make 

sure of its success, and make corrections to it in the future if required. The evaluation process is part of 

the post-crisis management process.  

The suggested online reputation management strategy can be discussed based on the online reputation 

management process proposed by Jones et al. (2009). They proposed a three steps process to manage 

online reputation: monitoring, participating and measuring. They also mentioned that monitoring and 

measuring are relatively attached, and both can be done through software like the Buzzmonitor, 

Semonics, and Buzzgain. They further explained monitoring as understanding the breadth of the online 

presence and measure as the depth of that presence. While participating means communication with 

stakeholders’ groups online. 

The suggested ORM strategy could be considered as an extension to the model proposed by Jones et al. 

(2009). The suggested ORM strategy starts with an analysis to the online reputation, which means 

finding out what is being said about the destination and measuring online sentiment and the best way 

for that to be done is through mixed methods (manual and software). Based on the analysis, there are 

two different pathways. The first one is in the case of handling the normal situation, the destination must 

have a review strategy in place to handle what is being said about the destination even positive or 

negative, and it also includes encouraging and promoting positive sentiment. Then, communicate 

(participate) which includes interactive communication and engagement with stakeholders in the online 

sphere. This part of the proposed strategy completely matches with Jones et al. (2009) model as this 

model suggests three stages; monitoring, participating and measuring. Monitoring and measuring are 

the same as analysis in the suggested strategy, and then participating is the same as communicating.  

While the second pathway of the suggested strategy could be considered as an extension to Jones et al. 

(2009) model, as the researcher suggested a strategy to handle reputation in the case of detecting 

reputation crisis during the analysis process. This strategy includes six stages; understanding the 
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situation, determining online assets that the destination has, developing a response strategy, 

communicating, flooding the market with information, and evaluating the outcomes. Figure 6.6 

demonstrates the suggested online destination reputation management strategy. The part of the figure in 

blue matches with Jones et al. (2009) model and the other part of the figure (in grey) is the research 

contribution.  

Figure 6.5 Online Reputation Management Process. 
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of the main obstacles facing Egyptian destination is safety, especially after serious terrorist attacks. But 

the researcher believes that the marketing for this project is not highly effective, and further international 

advertising should be taking place to enhance the awareness of this project. 

Also, the Head of the ITC mentioned that the ETA launched a mobile application in 2014, named ‘Egypt 

Travel’, and launched another updated version of the application in 2017, named ‘Visit Egypt’. Despite 

that, the mobile application is not considered an online marketing tool; it is classified as a digital 

marketing tool, it was crucial to mention it, to reflect the extent of applying the latest technology for the 

Egyptian destination marketing. 

6.4.2 Managing the Egyptian Destination Online Reputation  

One of the JWT interviewees mentioned that sometimes the best strategy is to keep silent for a couple 

of days and see how the crisis develops. He also gave an example of an incident that happened in May 

2017. A bus on its way to visit a church was attacked, and all people on board were murdered by ISIS. 

He justified that if they published any tourism content at that time, it may have been perceived 

negatively, so to avoid any misunderstanding, they decided to keep silent for a couple of days, until the 

situation calmed down. This finding is matching with the study of Williams and Buttle (2014) who 

found that the advertising departments in all the organizations studied would prefer to keep silent during 

the crisis as the managers believe that any advertising effort will be a waste of time and money and may 

have an opposite effect. It was quite interesting that while discussing how reputation crises are managed, 

the interviewees mentioned different strategies and tools based on the situation, but they did not mention 

at all that as a starting point they should think of how to sort out the problem itself before considering 

how they are going to deal with media and marketing.  

6.4.3 An Evaluation to the ETA Performance 

As an overall evaluation, the online performance of the ETA requires improvement in terms of its online 

marketing campaigns. Also, the ETA must have its own employees who are specialists in online 

marketing. The ETA should stop relying on outsourcing to execute marketing campaigns to keep the 

consistency of marketing. Some of the main obstacles have been identified: 

6.4.3.1 Lack of Experience  

The Head of the ITC mentioned that the ETA is a member of the International Federation for IT and 

Travel & Tourism (IFITT) since 2000 and the ETA representatives have attended 17 out of 24 annual 

conferences of IFITT. This means that they should have a good background regarding online marketing 

and its importance for the tourist destination. The IFITT is the largest, most important organization, in 

this sector and has the most famous experts around the world on their board. These experts are normally 

present and discuss the latest technology applications in the field of tourism at their annual conference. 

However, the interviewee did not have enough knowledge about some of the online marketing channels, 
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and surprisingly, the ETA team is not responsible for executing the online marketing campaigns, but 

they are just managing it. 

Participants mentioned that online marketing campaigns run through external marketing agencies 

through tenders. One of the main reasons for the ETA to outsource is lack of staff experience. Despite 

that, the ETA is committed to pay significant fees to JWT in order to run campaigns, the ETA is not 

concerned with improving the staff experience either through training as the ETA training budget is very 

limited compared to the number of employees (14 employees). The nature of the department, is as such 

that the information technology sector is changeable and requires substantial training to keep the 

employees up-to-date with the latest tools, or through engaging the ETA employees with the JWT team 

so they can learn from them. The ETA employees run meetings with the JWT team to set the overall 

objectives and find out the progression achieved, but the ETA team has no idea about the design and 

mechanism of the online marketing campaigns. Also, the ETA employees are working mainly on the 

website and social media and have no idea regarding other online marketing channels.  

Interviewees have provided contradictory strategies while dealing with negative feedback. The ETA 

employees mentioned that they tend to delete it straightaway. While the interviewees at JWT mentioned 

that they generally address the comment unless it is insulting, in that case, they tend to delete it. These 

strategies are not accurate enough, as negative comments should not be deleted or hidden, it should be 

dealt with through using the right response strategy as clarified earlier in the previous section. 

Furthermore, the interviewees at JWT mentioned that in case of big reputation crises, JWT relies on two 

main online marketing tools: online advertising and PR either online or offline. Based on the interviews 

with online marketers, there was a consensus around the use of PR to deal with reputation crises. This 

also matches with Gibson et al. (2006) who clarified that PR can be used to help fix a damaged reputation 

and the study of William and Butter (2014) in terms of the importance of the PR in handling situation 

during crisis. However, using online advertising remains controversial. Some of the online marketers 

mentioned that the destination should put off for some time, while others mentioned that online 

advertising could be used but it is not going to sort out the crises.  

6.4.3.2 Political Instability  

One of the interviewees at the JWT has mentioned that one of the main problems that JWT had while 

starting the online marketing campaign was that majority of online content was irrelevant, it was either 

political or about pharaohs. This point is crucial, as a starting point in online marketing; the destination 

must have a good online presence, through having sufficient, effective, relevant, and diverse content. 

Changing the available content from political to tourism context is a challenge. Also, the interviewees 

stated that due to the importance of WOM/ eWOM, they encourage visitors to share their experiences 

with their friends to stimulate others interest, however, the interviewee did not mention the strategy used 
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to encourage visitors to share their experience and also it is relatively obvious that the level of 

engagement on the ETA official SM is relatively inadequate.  

One of the interviewees at the ETA had mentioned that the Egyptian tourist destination is suffering a 

problem which is manifested in the foreign home offices that advise their citizens not travel to Egypt 

which limited the success of all the marketing efforts not only the online ones. The same point was 

mentioned by two senior British participants at the focus group interviews as they mentioned that they 

check the information available through the home office to find out about the safety and security of the 

destination in order to take the travel decision.  

6.4.3.3 Inaccuracy 

The Head of the ITC unit mentioned that the ETA employees are setting the online marketing plan for 

the Egyptian tourist destination, each one according to his area of specialization, and then they are 

sending the plan to the tourism sector board of directors to be approved. This seems to be unrealistic as 

all employees that have been interviewed do not have enough knowledge on the mechanisms of the 

online marketing channels and their strategies, and when the researcher was asking regarding the details, 

they were always referring to the JWT as they did not have enough information. 

Both interviewees from JWT and the ETA have mentioned that emails are not used as a marketing 

channel. The JWT interviewees added that email marketing was an effective tool in the past, but it is 

not used anymore. This is inaccurate as the majority of online marketers have mentioned that email 

marketing is very important, as it enables the destination to reach the target audience through 

newsletters, and at some stages, it could be used to ask travellers to share their experiences with the 

destination. It is also good to use it to update and engage with clients. Moreover, it helps to get high 

consumer retention.  

Also, the website developer at the ETA gave inaccurate information about how the SEO works, as he 

explained that the ETA website development plan includes three phases. He added that SEO will be 

considered at the last phase, as it should be done on the final version of the website, which means 

keywords should be identified and linked to search engine to enhance SEO. This is incorrect as all online 

marketers have mentioned that SEO should be considered while building up the website. As SEO is 

based on keywords and link building which should be considered in every single step of building the 

website like, developing the content, pages titles, headlines, and links, etc. 

One of the interviewees from JWT highlighted the significance of eWOM and mentioned that JWT is 

trying to encourage travellers to share their experiences with the Egyptian destination, however, it is 

quite obvious that the level of engagement over the official ETA Facebook page is very low, which 

means that there are problems with the strategy employed.  
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6.4.3.4 Low Level of Coordination  

One of the things worth discussing is that the exceptionally low level of coordination between the JWT 

and ETA teams. As a result, they are giving contradictory responses to some of the questions. For 

instance, the researcher asked about the strategy to deal with negative reviews. The ETA interviewees 

mentioned that in case of negative reviews they tend to delete it. While the JWT interviewees gave a 

completely different answer as they mentioned that they are responding to all the reviews received on 

social media positive or negative except for political comments as it is out of their work scope. One of 

the interviewees also added that they never remove any of the negative reviews. However, if the 

comment is extremely bad (abusing insulting), or they suspect something wrong, they hide it. Also, 

when asking about viral marketing, the Head of the ITC unit had no idea about it and she added that 

they are not using this channel, whilst the JWT team mentioned that they rely on viral marketing in their 

online marketing strategy, as the main aim of creating any content is to go viral. 

The website developer at the ETA mentioned that JWT handles the queries received on ‘contact us’ 

section through several stages. If the query is about the advertising campaign, it is the responsibility of 

JWT to respond, while if the query is about tourism or anything else which JWT does not have enough 

information, they must get back to the ETA to get the information before responding to the customers 

with the relevant information. However, one of the online marketers mentioned that he tried himself to 

send a couple of emails to the ETA official website contact us section and had no response.  

6.4.3.5 Lack of Resources 

Interviewees from the ETA mentioned that one of the main obstacles that the ETA has, is limited 

resources. As they mentioned that in order to create content, they need a larger team (photographers, 

models, artists, etc) and this requires a large financial investment. Consequently, their online 

performance is not great. 

6.5 Develop a Conceptual Framework for the Study  

Develop a conceptual framework is one of the main objectives of this research that enables the 

destination marketers to better understand the tourist destination reputation concept, online marketing 

strategies, channels and online reputation management. The framework explains that to have a good 

reputation, the destinations should go through three main stages: 

Stage one is building reputation. This stage is represented in the framework by two main steps, which 

mean that in order to build the destination reputation, destinations have to fully understand the 

destination concept, its sources, how the destination reputation is formed (step 1), and the main drivers 

of the concept (step 2).  

Stage two is marketing reputation. After building the reputation, the destinations have to communicate 

it with the stakeholders in order to spread it. The model proposed in this stage explains that the online 
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marketing tools can be used effectively in this stage as they hit different areas of reputation; visibility, 

communication, and promoting positivity. 

Stage three is managing reputation. This stage explains that it is important for destinations to manage 

what is being said about them in the online sphere in order to maintain positive online sentiment, as 

sentiment could be changed overnight from positive to negative. Destination reputation must be looked 

after in both times of success and crises. The strategy proposed in this stage introduces two pathways to 

manage reputation: in normal situation, and while detecting reputation crises. The proposed framework 

represents an overview of the entire work and it is the research roadmap. Figure 6.7 demonstrates the 

research conceptual framework.  
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Figure 6.6 The Research Conceptual Framework. 
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6.6 Chapter Summary  

This chapter discussed the main findings and linked them to the literature review. The chapter discussed 

the journey of having a favourable tourist destination reputation and highlighted that the journey has 

three main steps: developing (building) reputation, marketing reputation, and finally managing it online. 

The first step “developing reputation” covers the process of defining the tourist destination reputation 

and developing a framework to assess it. The second step “marketing reputation” covers how online 

marketing could influence the destination reputation, and how it can be used to spread the destination 

reputation. The third step “managing reputation” discusses the strategy of managing what is being said 

about the destination in the online sphere, and how important this stage to keep positive sentiment about 

the destination online. The chapter ended up proposing a framework to help destination marketers to 

better understand the journey to have a favourable reputation.  
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CHAPTER SEVEN:     CONCLUSION 
This chapter summarizes the work done in this thesis, through highlighting the research contribution to 

knowledge, implications, limitations, recommendations and future research. Meanwhile, it reflects how 

well the thesis addressed the research objectives. 

7.1 Study Overview. 

This study aimed to understand the tourism destination reputation concept and explore how to manage 

destination reputation using online marketing channels. In order to address these two aims, five distinct 

objectives were set up to:  

1. Improve the current understanding of destination reputation by developing a definition for the 

tourist destination reputation. 

2. Develop a comprehensive framework to assess the tourist destination reputation.  

3. Assess the effectiveness of tourist destination approach towards online marketing channels.  

4. Assess the potential for using online marketing channels to manage the destination’s online 

reputation.  

5. Develop a conceptual framework that enables the destination marketers to better understand the 

tourist destination reputation concept, effective online marketing strategies, channels and online 

reputation management. 

Multiple methods were used to achieve the research objectives. A Delphi study was applied with a group 

of ten professional and academic tourism experts in order to develop an empirically based definition for 

the tourist destination reputation (Delphi Part 1) and develop a framework to assess the tourist destination 

reputation (Delphi Part 2). Consensus was reached after conducting two rounds of the Delphi process. 

Delphi part 1 resulted in an agreed definition for tourist destination reputation that took into account the 

insights of the professional. The findings of Delphi part two were integrated with the findings of focus 

groups to develop the framework. As four focus groups were conducted of 6-7 participants each, 

participants were typically people who were experienced in travel outside their local community. The 

integration of Delphi part two and the focus groups findings resulted in the proposal TDRF which 

included 10 themes and 51 drivers. These themes are products and services, culture, people, 

management, environment, safety and security, competitiveness, country stability, place identity, and 

finally media, marketing, and communication.  

Furthermore, in-depth interviews were carried out with two distinct groups of participants. The first set 

which included six interviews carried out with the online marketers of the ETA and JWT who are 

responsible for marketing the Egyptian tourist destination. These interviews resulted in an adequate 

understanding of the ETA approach towards the use of the online marketing channels and highlighting 

the ETA main projects, and the challenges faced. The second set of interviews includes fourteen 

interviews which were carried out with professional online marketers to understand the mechanism of 
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the online marketing channels and assess the potential of using online marketing channels to manage the 

destination reputation. This set of interviews resulted in an understanding of the influence of the different 

marketing channels on destination reputation and develop a comprehensive strategy to manage the 

destination online reputation. Thematic analysis was used to analyse the data collected, and Nvivo 

software was used to facilitate the process. 

7.2 Main Findings.  
In chapter five, the researcher discussed in detail all the research findings. In this section, the researcher 

has summarized the study findings based on the research objectives.  

7.2.1 Develop a Definition for the Tourist Destination Reputation.  

An empirically-based definition of the tourist destination reputation concept has been developed 

based on consensus obtained after two rounds of the Delphi study. The tourism destination reputation 

can thus be defined as: 

The objective and subjective evaluation of a tourist destination by both internal and external 

stakeholders. The evaluation is based on the communication capacity of the destination, the 

stakeholders’ emotions, backgrounds, direct experiences of the destination, and/or indirect 

experiences which might be collected from a variety of sources including but not limited to 

offline/ online word-of-mouth, internet, print, digital, and broadcast media. 

7.2.2 Develop a Comprehensive framework to Assess the Tourist Destination 

Reputation.  

The study proposed a TDRF, this framework includes 10 themes and 51 drivers. These themes are 

products and services, culture, people, management, environment, safety and security, competitiveness, 

country stability, place identity, and finally media, marketing and communication. These themes have 

been classified into internal and external factors. The suggested framework includes six internal factors: 

products and services, culture, people, management, environment, safety and security. While the 

framework includes four external factors: competitiveness, country stability, place identity, and finally 

media, marketing and communication. Table 7.1 shows the TDRF themes and drivers  
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Table7.1 TDRF Themes and Drivers 

Category Themes  No of 
drivers  

Drivers  Data collection method 

IF1 Products and services  
 
 
 

15 Quality of services 
Prices 
Value for money  
Activities 
Weather 
Accessibility 
Infrastructure 

 
 
 
Delphi technique and 
focus groups  

Attractions 
Economic and social value 
services 
Destination style 
Complementary services. 

Delphi Technique  

Facilities 
Insurance 
Suitability 
Nature 

Focus groups 

IF2 Culture 
 

4 Knowledge of the culture 
Language 

Delphi technique and 
focus groups 

Historical perception Delphi technique  
Food Focus groups 

IF3 People 2 People behaviour and attitude 
Ethical behaviour of 
stakeholders 

Delphi technique and 
Focus groups  
 
 

IF4 Management  3 Transparency  Delphi technique and 
Focus groups 

Customer service  
Credibility  

Focus groups  
 

IF5 Environment  3 Quality of wider environment 
Cleanness of the place 
Sustainability and social 
responsibility 

Delphi  

IF6 Safety and security  4 The situation in the 
destination itself (moment of 
truth). 

Delphi  

Terrorism attacks  
Poverty and robbery  
War 

Focus groups  

EF1 Competitiveness  3 Uniqueness  
Innovation  

Delphi technique and 
Focus groups  

Authenticity Delphi 
EF2 Country stability  1 Political stability  Focus groups  
EF3 Place identity 3 Personality (backgrounds and 

preferences) 
Focus groups  

Personal, emotional 
connection with a place.   
Expected experience 

Delphi  
 

EF4 Media, marketing, and 
communication  

13 WOM/eWOM 
Social media  

Delphi technique and 
focus groups  
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Offline/online news 
Online information  
Celebrity endorsement 

Focus group  

Destination brand  
Destination image  
Destination visibility  
Country’s reputation 
Digital readiness and 
capability to use digital tools 
Interaction with actual and 
potential visitors 
Communication capabilities  
Communication channels 
credibility  

Delphi  

* Drivers in dark orange have more importance as they have been mentioned by both Delphi panel and 

focus groups participants.  

7.2.3 Assess the Tourist Destination Approach Towards Online Marketing 

Channels 

The Egyptian tourist destination is the unit of analysis. The researcher found out that the Egyptian 

destination is using different online marketing channels and trying to manage the destination reputation, 

however, it is still in the early stages of adoption. The researcher also found that the ETA faces some 

major obstacles represented in; lack of experience, low level of coordination, lack of resources, 

employees inaccuracy. Due to these obstacles, the ETA is completely relying on outsourcing in 

launching any online marketing campaigns, and managing online reputation, which leads to 

inconsistency in plans and strategies implemented.  

7.2.4 Assess the Potential for Using Online Marketing Channels to Manage the 
Destination’s Online Reputation 

Tourism destination reputation can be managed online. However, in order to do so, destinations should 

not wait until they have negative online sentiment; instead, they must have a strategy in place to manage 

online reputation. This study suggested the ORM strategy. This strategy starts with an analysis to the 

online reputation, which means finding out what is being said about the destination and measuring the 

online sentiment and the best way to do that is through using mixed methods (manual and software). 

Based on the analysis, there are two different pathways. The first one in the case of handling the normal 

situation, the destination must have a review strategy in place to handle what is being said about the 

destination be it positive or negative, and it also includes encouraging and promoting positive sentiment. 

Then, communicating which includes interactive communication and engagement with stakeholders in 

the online sphere. While the second pathway in the case of detecting any reputational crises. This 

pathway includes six stages; understanding the situation, determining the online assets that the 

destination has, developing a response strategy, communicating, flooding the market with information, 

and evaluating the outcomes. 
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7.2.5 Provide a Conceptual Framework that Enables Destination Marketers to 
Better Understand the Tourist Destination Reputation Concept, Effective Online 
Marketing Strategies, Channels, and Online Reputation Management 

The study provided insights into the tourism destination reputation concept and its drivers, different 

online marketing channels, how they work and the researcher linked these channels to reputation, and 

shed light on how to use each channel to influence the tourist destination reputation. Also, the study 

highlighted the role of each tool in managing the tourist destination reputation and provided a 

comprehensive strategy to manage online reputation. The framework consists of three main stages: 

building, marketing and managing tourism destination reputation. This framework represents an 

overview of the entire work, and it is the research roadmap. This will positively influence online 

marketers and assist them in a better understanding of the tourism destination reputation concept, and 

how to manage it in the online marketing era. 

7.3 Contributions of the Study and Implications 

This research makes significant new contributions to research development in destination reputation. It 

also offers valuable implications for practice. 

7.3.1  New definition for the Tourist Destination Reputation  

Despite the importance of tourism destination reputation concept, there has been limited investigation 

in regard to its definition, and neither of the available definitions is empirically founded, nor have the 

nuance required for useful levels of analysis and application. Furthermore, most of the attempts at 

developing a definition have been somewhat limited by an over-reliance on theories of corporate 

reputation, and the researcher clarified in chapter two that there are differences between tourist 

destinations and corporations. Thus, it is not acceptable to assume that the reputation definition is the 

same in both cases. Consequently, the researcher developed an empirically based definition for the 

tourist destination reputation. 

This tourist destination reputation definition could be widely used by both academics and practitioners. 

In academia, tourist destination reputation can be discussed in different contexts, for instance, in relation 

to investment, economy, human resources, marketing, and strategy. Hence, a good understanding of the 

concept and its meaning could form the base from which to build up any related argument. This concept 

is also important for destination practitioners, for example, Destination Management and Marketing 

Organizations (DMOs), marketers, and investors, for them to understand how internal and external 

stakeholders perceive destinations. The online world is especially important as the internet has become 

a primary source of information and these stakeholders have the power to share their opinions and 

perceptions online to be potentially viewed by millions of internet users. 
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7.3.2 New Framework to Assess the Tourist Destination Reputation 

There are several models to assess reputation; however, most of these models are based on corporations’ 

research. The researcher clarified in chapter two the differences between corporations and tourist 

destinations. Thus, it is not acceptable to assume that reputation can be assessed same way in both cases. 

The tourist destination reputation model should include all drivers that contribute to forming that 

reputation. An attempt was made by Marchiori (2012) to develop a model for assessing a destination’s 

online reputation. She developed this model based on a literature review and her contribution around. 

This model has a number of limitations, and some of these limitations were mentioned in her thesis, 

notably that she treated the destination as a complex corporation. Also, she depended only on the 

literature review to develop her preliminary model without conducting any field study. Furthermore, she 

relied on a small sample of tourism experts (seven interviews) to assess the new model without taking 

into consideration the tourist perception of reputation. Moreover, the researcher noticed some limitations 

in the dimensions included in the model. Some of these dimensions could be expected to have a greater 

influence on the country’s reputation than on the tourist destination’s reputation, specifically, the 

dimensions of leadership and governance. Consequently, a major contribution of this research is 

represented in developing an empirically based framework to assess the tourist destination reputation.  

The proposed TDRF could be widely used by academics and practitioners as well. In academia, the 

framework comprises of themes, and these themes are categorized into internal and external factors that 

influence forming the destination reputation. Academics may use this framework as a baseline for further 

investigation to find out more about these internal and external factors and the relationships between one 

another. Furthermore, strategies could be developed to further improve these factors. Practitioners, 

especially DMOs and marketers can also use the framework to analyse the tourist destination reputation 

and compare it to their targets, and do a gap analysis to find out where the destination stands, where the 

destination wants to be, and the way to bridge this gap, and improve the destination reputation. Especially 

that this research suggests that destination reputation is changeable over time which gives a great chance 

to destinations to improve their reputation. 

7.3.3  Insights into the ETA Online Performance and the Egyptian Tourist 

Destination Reputation 

The research analysed the case of Egypt as a tourist destination and how they are employing online 

marketing channels and their understanding of the process of online reputation management. The 

researcher managed to highlight the main obstacles that face the ETA and influence its online 

performance. These obstacles represented a lack of capacity and competence experience, political 

instability, lack of coordination, staff inaccuracy, and lack of resources. The analysis of data findings 

helps the researcher to provide in the next section some recommendations to the ETA to improve their 

online performance and better manage the destination online reputation.  
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7.3.4 Strategy to Manage the Destination Online Reputation 

The relationship between reputation and online marketing has been the subject of some research. For 

example, a focus on SM or search engines as an online marketing channel and its impact on online 

reputation was the subject of some research. Typically, this would be the work of Floreddu and Cabiddu 

(2014) who investigated the reputation available on social media and found a relationship between the 

level of communication available and reputation level. Also, along these lines is Marchiori (2012) who 

provides an understanding of the destination’s reputation available on SM. Madden and Smith (2010) 

discussed the use of SM and search engines in monitoring an individual person’s reputation. Research 

has also dealt with online marketing as a comprehensive strategy without discussing the role of each 

channel. Typically, this would be one of the Digital Agenda for New Tourism Approach in European 

Rural and Mountain Areas (DANTE) projects (2013). No extant study illustrates the relationship 

between the different online marketing channels and tourist destination reputation.  

This research sheds light on the online marketing channels and how it can be used effectively to influence 

the destination reputation and suggests a strategy to manage the tourist destination online reputation. 

This could have a direct impact on the practitioner’s capacity to better understand effective online 

marketing strategies, channels, and how they can manage their reputation. Especially that it has been 

emphasized in the discussion chapter that the destinations must have a strategy in place to manage the 

online reputation, and online reputation crises and at the same time the destinations should not wait for 

the negative issues to happen. The research proposes a tailored-made strategy to handle destinations 

online issues and reputation crises, which will have a direct influence on having a favourable tourist 

destination reputation. 

7.4  Study Limitations  

This research has certain limitations due to the challenges and difficulties faced during the study. The 

lack of literature on tourism destination reputation has meant that many researchers, who investigate 

‘reputation’ as a topic, framed their investigation around methods applied to corporate reputation. In 

doing so they considered the destination as a complex corporation. This assumption does not hold true, 

as clarified in chapter two the literature review. 

The research methodology selected comes up with some limitations as well. First of all, the research 

represents a qualitative study, which means that the findings rely heavily on the participants’ viewpoints 

in the tourist destination context, therefore the findings are limited to a certain context, and attention 

should be paid when applying the research findings to other contexts. Second, the sampling technique 

used has some limitations, as this research used non-probability sampling (convenience and purposive 

sampling). Non-probability sampling techniques have some limitations represented in a high possibility 

of acquiring bias, and hard to justify the representativeness of the sample.  



 

157 
 

One more limitation is the process of finding and accessibility to participants. Invitations were sent to 

120 specific online marketers, but only 14 acceptances were received. But even with this, while 

conducting the in-depth interviews; it became clear that some of the interviewees did not want to give 

detailed information as they considered their approach to be commercially confidential. In addition, the 

participants were located in different geographical areas; as a result, few interviews were carried out 

face-to-face, while the majority were conducted through video calls applications, which is accompanied 

with some difficulties such line breakdown. 

7.5 Future Research  

There are some points that the researcher would like to highlight for future research. First, the proposed 

TDRF framework and its associated constructs can be further tested and validated. To achieve this, future 

research can follow the process proposed by Boateng et al. (2018) that invovles three phases: Phase one 

item development, which includes the identification of the ‘reputation’construct and content validity; 

Phase two scale development, which includes pre-testing of questions, sampling and survey 

administration, item reduction, and extractions of factors; and phase three scale evaluation, which 

includes testing dimensionality, validity and reliability.  

The TDRF should be applied on different case studies of tourist destinations, to test the easiness of the 

tool and improvements or suggestions should take place if necessary. The proposed TDRF includes 10 

themes which are products and services, culture, people, management, environment, safety and security, 

competitiveness, country stability, place identity, and finally media, marketing and communication. The 

influence of each of these themes on tourist destination reputation, and how far the DMOs can control 

or influence each theme could be a study by itself. This would enhance the overall tourism destination 

reputation, through discussing each theme, with its policies, strategies, and best practices.   

More research should be considered in the differences between the destination’s identity, brand, image 

and reputation. The destination online reputation and online reputation management is a hotspot, so more 

research should be conducted in this area in order to provide more insights on the destinations best 

practices, the online rating systems, how it works, and how to influence them in the tourism context.  

7.6 Practical Implications  

The findings of this study offer valuable recommendations to DMOs: 

1. Having a favourable tourist destination reputation is vital, and in order to do so, destinations 

must have an adequate understanding of the concept of reputation, and how different 

stakeholders’ groups perceive destinations.  

2. Tourist destination reputation is like a mosaic of all reputation drivers, which means that the 

destination should consider doing well in all these drivers to have a good reputation overall.  
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3. Developing, and maintaining a favourable tourist destination reputation is an on-going process, 

so the DMOs should consider all the process phases.  

4. Tourist destination reputation is changeable over time, consequently, tourist destinations must 

analyse its reputation regularly, to make sure that they are doing well, and in case the analysis 

results do not match with the target, a gap analysis should be conducted, in order to find a way 

to bridge the gap, and improve the performance. As reputation is changeable, it gives the 

destination the chance to continually improve its ranking and the way it is perceived by the 

stakeholders. 

5. Offline and online marketing and communication are significant forces in tourist destination 

reputation. Hence, destinations must have a clear and consistent marketing and communication 

strategy. Every part of this strategy matter; time, tone of voice, messages, channels, etc. 

6. There should be effective coordination between the different online marketing channels as they 

should be working in harmony, not in isolation.  

7. Online reputation is very important to tourism destinations, as the internet (especially social 

media) is now the primary source of information for tourists. Destinations should follow up 

what is being said about them in the online sphere and analyse the online sentiment attached to 

them. 

8. Tourist destinations must have a strategy in place to manage online reputation and handle online 

reputation crises. Destinations should not wait for the negative content to appear, but they should 

follow a proactive approach through having a consistent strategy. 

9. In the case of Egypt, the ETA must have a full department for online marketing, not only small 

units for social media, and the website. Online marketing has numerous channels and so requires 

a number of experienced staff including; marketers, programmers, web developers, 

photographers, writers, etc. 

10. The budget allocated for ETA staff training should be increased, as the online marketing and its 

channels are quite dynamic and change all the time. So, staff must be trained quite often to 

understand new techniques and tools in order to have effective marketing campaigns. 

11. The ETA relies on outsourcing in order to market for the Egyptian tourist destination. This is 

not the best strategy especially that they have limited financial resources. Instead, the ETA 

should consider having professional staff from within their organisation to look after the online 

marketing process. This will also enable the ETA to have a consistent marketing strategy instead 

of changing the outsourcing agency from one to another.  

12. In the case of outsourcing, there should be better coordination between the ETA and the 

outsourcing agency; this could happen through regular meetings and working closely with each 

other to have a common understanding on how to achieve the targets. Also, working close to 

each other will enable the ETA staff to improve their capabilities and learn from the experience 

of the outsourced agency. 
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13. Destination management organizations should boost tourism awareness locally through 

informing locals with the tourism importance and its contribution to the society to encourage 

locals to accept, and support tourism activities.  

14. Destination management organizations should consider the innovation and uniqueness of their 

destination to maintain and improve their destination reputation. 
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