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Tourism is one of the largest economic resources and fastest growing industries in Latin 

America. A nation’s official tourism website is a significant public relations channel considering 

the reach of the Internet and the representativeness of content from the country’s perspective. 

Each nation develops its own tourism website for the purposes of publicizing its national image 

and identity and attracting tourists. Most tourism websites are administered by an official 

government organization, eliciting a legitimate assumption that it is representing and explicating 

a national image and culture. 

Competitive pressures from flourishing Latin American neighbors such as Mexico, Brazil 

and Costa Rica coupled with a growing sense of confidence in the economy have motivated 

other Latin American nations to develop and invest in their travel and tourism sector. The 

challenges of promoting a Latin American nation include eliminating negative stereotypes, 

replacing them with positive impressions, building trust with foreign audiences, and successfully 

communicating the nation’s image to foreign audiences. 

The purpose of this paper is to analyze and explore the current online tourism campaigns 

of three Latin American countries-- Colombia, El Salvador and Paraguay. Based on existing 

literature of image and impression management, this study evaluates the effectiveness of each 
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nation’s tourism website to influence or change the visitors’ opinions, perceptions and images of 

each nation. Furthermore, this paper seeks to highlight opportunities for Latin American 

countries to boost their economy and improve their international reputation by optimizing their 

nation’s image via online tourism campaigns.  
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CHAPTER 1 
INTRODUCTION 

Frequently, the disciplines of advertising and marketing take the credit for tourism-

related communication efforts (L’Etang et al., 2007; Huertas, 2008). In marketing and tourism 

literature, many studies investigate how destination marketing can enhance a nation’s position in 

the global marketplace. Tourism and marketing researchers examine the strategies nations use to 

promote themselves as desirable destinations as well as distinguish themselves from other 

nations. Nations engage in destination marketing to manage their nation’s brand and reshape 

public opinion of their nation (Kahn, 2006). However, the success of most destination marketing 

efforts relies on the assistance of public relations. 

Although public relations literature and theory have neither been widely recognized nor 

applied in the tourism industry, public relations plays a critical role in the industry’s strategic 

communication activities. Public relations practitioners in the tourism industry typically receive 

recognition for media relations, employee communications as well as risk and crisis 

communications; however, there are many more functions public relations practitioners serve 

within the tourism industry. L’Etang, Falkenheimer and Lugo (2007) explain, “[t]ourism is an 

intercultural process and public relations is a necessary function activity which facilitates 

multiple understandings of that process” (p. 71). Though marketing and promotional activities 

are important components to the tourism industry, tourism institutions and nations need public 

relations for a broad range of purposes including development strategies, image and impression 

management, and public diplomacy. In some instances, nations disguise and address political 

needs, such as attracting foreign investment and engaging in cultural exchange programs, by 

practicing and engaging in strategic public relations within their tourism sectors. These public 

relations functions allow nations to influence opinions, evoke emotions and motivate behaviors. 
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Currently, tourism is one of the largest economic resources and fastest growing industries 

in Latin America. According to the Office of Travel and Tourism Industries (2008), Mexico was 

one of the top ten most visited destinations by United States residents flying abroad in 2007. In 

2008, travel by Americans abroad was up 4.4% to the Caribbean, up 3.7% to South America and 

up 5% to Mexico (Office of Travel and Tourism Industries, 2008). Additionally, an annual 

survey conducted by the United States Tour Operators Association (2008) named Latin America 

the most popular international region. For these reasons, competitive pressures from flourishing 

and popular Latin American and Caribbean destinations like Mexico coupled with a growing 

sense of confidence in the economy have motivated several lesser known Latin American nations 

to develop and invest in their travel and tourism sectors.  A nation looking to enhance and 

improve its political, social and/or economic status, usually seeks to invest in and promote its 

tourism industry through nation building. In large part, Latin American nations hope to decrease 

unemployment rates and attract greater volumes of tourists and investments by managing their 

impressions and improving their images across the globe.  

To achieve these goals, nations strategically plan and implement public relations 

campaigns which focus on tourism. An extensive array of communication vehicles are frequently 

used for public relations campaigns, but the official tourism website of each country is one of the 

most significant public relations channels considering the spread of Internet usage and the 

representativeness of content from the nation’s perspective (Kaplanidou & Vogt, 2008). Since its 

beginning, the Internet “has exploded upon society, connecting and empowering individuals and 

institutions all over the world and turning the world into a truly global society” (Wakefield, 

2008, p. 138). Business and government organizations use their websites as a public relations 

tool to foster dialogue and establish and maintain relationships with various publics (Ayish, 



 

13 

2005; Wakefield 2008; Gertner et al., 2006; Kent & Taylor, 1998). According to Gertner, Berger 

and Gertner (2006), “the Internet has helped [tourism’s] expansion by disseminating information 

cheaply and in record time across the globe.” Not surprisingly, travelers are increasingly using 

the Internet as a major source for gathering information about a nation. In 2004, the Travel 

Industry Association estimated that among the 145.7 million U.S. travelers, 67% use the Internet 

for trip planning (as cited in Kaplanidou & Vogt, 2008, p. 204).  

Keeping in mind the importance of strategic online public relations initiatives, many 

Latin American nations develop their own tourism websites for the purposes of distributing 

tourist information, marketing products and attracting potential consumers. Most tourism 

websites are administered by a government or a corresponding official organization, eliciting a 

genuine assumption that it is representing an authentic depiction of its nation. Furthermore, 

tourism websites provide a venue for nations to address their already existing reputation and 

simultaneously promote itself in a positive light. To effectively achieve the goals and objectives 

of a tourism campaign, a nation must employ strategic online public relations tactics to manage 

information and communicate favorable impressions to the public via its tourism website. Then, 

these positive impressions will hopefully manipulate the website visitors’ images of the nation. 

The ultimate goal is to influence the website visitors’ images of the nation and their intention to 

visit or invest in the nation. When making decisions about nations, travelers whom have a 

limited knowledge of particular nations depend on their perceived images of the nation. Thus, 

planning and organizing a tourism or nation building campaign requires extensive public 

relations research and strategy. Campaign planners charged with promoting Latin American 

nations must replace negative stereotypes with positive impressions, build trust with foreign 

audiences and successfully incite attractive images of the nation and its culture. 
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Researchers studying effects of tourism websites have focused on evaluating website 

performances and design (Kaplanidou & Vogt, 2008; O’Malley & Irani, 1998; Park & Gretzel, 

2007; Tierney, 2000); however, few studies have specifically examined the impact of using 

websites as impression management tools for image building in the context of tourism or nation 

building. In addition, many image studies have not been able to establish a clear relationship 

between images of nations and tourism websites. Based on existing literature of image, 

impression management and online public relations, this study explores image building in 

current Latin American online tourism campaigns. Specifically, the researcher takes a closer look 

at how Colombia, El Salvador and Paraguay use their official tourism websites as online public 

relations or impression management tools to attract tourists and create positive and favorable 

images. This exploratory study makes an important contribution to the understanding of image 

and impression management in the context of tourism and provides insight to manipulating and 

managing favorable impressions and desirable images online. Latin American nations aspiring to 

build or repair their national image or breakthrough and succeed in the competitive tourism 

industry should continue to investigate the role of online public relations in image and nation 

building. 
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CHAPTER 2 
LITERATURE REVIEW 

Nation Building 

A Public Relations Function 

Public relations scholars Taylor (2000) and Taylor and Kent (2006) investigated and 

applied public relations theory to nation building efforts, emphasizing the relevance and 

importance of relationship building. A public relations approach to nation building stresses the 

importance of cooperative and stable relationships founded on trust. According to Taylor and 

Kent (2006) public relations is “an appropriate, yet underutilized, approach to nation building” 

because it focuses on how communication efforts are used to establish, maintain or change 

relationships between organizations (or nations) and publics (p. 347). To take a public relations 

approach to nation building, practitioners must understand how governments have used 

communication tools to achieve national goals. Nation building is “an essential governmental 

function that helps to build the national character of developing nations” (as cited in Taylor & 

Kent, 2006, p. 348).  

Purposes 

Nation building relies heavily on relationship building and dialogue with diverse 

audiences, especially in the context of tourism. Taylor and Kent (2006) explain “communication 

campaigns can help people during difficult times of social, economic and identity 

transformation” (p. 355). Public relations campaigns can inform, educate, motivate, illustrate and 

encourage people and nations to embrace other cultures and nations. According to Taylor (2000), 

nation building campaigns “possess several themes: information and education, relationship-

building, national development and tradition-building” (p. 193-194). Thus, many nations which 

desire development and economic improvements as well as international attention and respect 
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turn to their tourism sectors. In the tourism industry, public relations campaigns “offer incentives 

for cooperation by providing information to dispel cultural stereotypes and increase cultural 

tolerance, understanding and national unity” (Taylor, 2000, p. 201). Other public relations 

functions which can further nation building efforts include impression management and image 

building. 

Impression Management 

Definition 

Organizational and mass communications studies regarding impression management 

commonly focus on individuals rather than the impressions managed by organizations or nations. 

Most definitions of impression management focus on the individual because many researchers 

examine the use of impression management within the contexts of job interviews and 

performance evaluations. Connolly-Ahern and Broadway’s (2007) definition of impression 

management is most appropriate for this study. They define impression management as “the 

goal-directed activity of controlling information about a person, object, entity, idea or event” (p. 

343). This definition embodies the notion that impression management should not only be a 

concern for individuals but also for other entities. According to Taylor and Kent (2006), like 

individuals and organizations, nations attempt to create favorable impressions for particular 

audiences. Nations can accomplish this main objective by controlling and strategically 

communicating information. In particular, organizations and nations practice impression 

management to secure their goals, protect their relationships and enhance or modify images held 

by specific publics (Bozeman & Kacmar, 1997; Bolino et al., 2008). 

Bromley (1993) identifies two major forms of impression management. One form is 

reactive while the other is proactive. The reactive form of impression management is defensive 

and is used in response to threats to one’s identity or reputation. The proactive form of 
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impression management is promotional and aims to enhance one’s overall status or rank. While a 

nation cannot directly control the images individuals associate with them, it can control or 

regulate information so it is consistent with the goals of the nation. Sallot (2002) affirms that 

impression management is purposeful, strategic and tactical.  

Strategies 

While many studies have discussed impression management techniques and tactics, 

researchers Jones and Pittman (1982) identified six major impression management strategies: 

self-promotion, intimidation, supplication, ingratiation, accounting and exemplification 

(Schlenker, 1980; Giacalone & Rosenfeld, 1991; Bolino & Turnley, 1999). These impression 

management strategies have been applied and examined in numerous impression management 

studies. Self-promotion refers to the embellishment of accomplishments or achievements. 

Intimidation conveys the likeness of being potentially dangerous or threatening. Supplication 

indicates an attempt to get major influencers to become sympathetic. Ingratiation refers to the 

use of flattery, acquiescence or the rendering of favors. Accounting is an attempt to create 

distance from negative events. And, last, exemplification conveys selfless commitment or self-

sacrificing. While all strategies serve a purpose in the study and practice of managing 

impressions, some strategies are unnecessary or inappropriate for particular conditions or 

situations. In the context of promotional impression management of a nation, for example, the 

strategies which may prove most beneficial include self-promotion and ingratiation. 

Impression Management Online 

Websites are significant impression management tools for public relations practitioners.  

Several studies have focused on impression management tactics exercised in websites. Websites 

are great tools for managing impressions since they are timely and inexpensive. They also allow 

the individual or organization to have complete control over its messages. Connolly-Ahern and 
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Broadway (2007) assessed online corporate impression management techniques using Jones’ 

typology of impression management strategies. Although all of the websites studied 

demonstrated self-promotion (or competence), the results demonstrated that not all websites are 

using the full two-way communication capabilities of the Internet. Establishing a corporation’s 

competence is a critical function of a corporate website, but feedback is just as important.  

Bansal and Kistruck (2006) examined organizations’ websites to determine the effect of 

both illustrative and demonstrative forms of impression management on observers’ perceptions 

of the firm’s commitment to the natural environment. Illustrative impression management tactics 

focus on pictures or broad generalizations in an attempt to create the desired organizational 

image, while demonstrative impression management tactics provide specific factual information 

regarding the organization’s specific activities (Bansal & Kistruck, 2006; Bolino et al., 

2008).Their study revealed that while both forms of impression management may be practiced 

independently of each other, the effective use of both approaches will reach a broader group of 

stakeholder. All in all, impression management, or the controlling of information, can manipulate 

and provoke visual and behavioral responses if practiced strategically. 

Image 

A great deal of tourism literature and public relations literature has examined the concept 

of image, including its formation, conceptualization and measurement (Gartner, 1993; Echtner & 

Ritchie, 1991; Jenkins 1999; Beerli & Martin, 2004).  

Definition and Components 

Assessing a brand’s image as it compares to its competitors’ images is an essential part of 

a nation’s marketing strategy (Morgan et al., 2004). A person’s image of a nation can influence a 

person’s purchasing or investing decisions as well as their travelling decisions. Image has been 

defined in many ways; however, scholars agree that image is a multidimensional construct. 
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Avraham and Ketter (2008) define an image of a nation “as the sum of the cognitive, 

affective and evaluative characteristics of the [nation] or an inherent perspective of itself” (p. 

20). They suggest that a nation’s image consists of four components: cognitive, affective, 

evaluative and behavioral. The cognitive component can be interpreted as beliefs and knowledge 

about the nation. The affective component refers to the feelings towards the nation. The 

evaluative component measures how one evaluates the place or its residents. The behavioral 

component refers to whether one considers immigrating to/working in/visiting/investing in a 

certain nation. 

Image Makers 

A nation’s image may be viewed as an attitudinal concept consisting of impressions that a 

tourist holds of the nation. An image typically describes the overall impression an entity makes 

on the minds of others (Reilly, 1990). Images are primarily the unpredictable reactions of the 

public to the information or actions presented by the nation. According to Avenarius (1993), 

members of the public are “image makers” (p. 66). The entertainment industry and the media 

also play a particularly influential role in shaping people’s images of nations (Morgan et al., 

2004). The images of Colombia as a nation plagued with corruption, drugs and violence, for 

example, have been depicted in several popular films such as Maria Full of Grace and Miami 

Vice. Often, those who are unfamiliar with a nation deem perception as reality, and organizations 

and nations have little control over the images they are widely associated with. 

A Marketing and Branding Perspective 

Successful brands have “social, emotional and identity value to users: they have 

personalities and enhance the perceived utility, desirability and quality of a product” (Kotler & 

Gertner, 2002). A nation must possess a brand rich with personality and emotional appeal. 
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Nation branding can help to bridge any gaps between a nation’s strengths and potential visitors’ 

perceptions (Morgan et al., 2004). 

Based on marketing research, Wells and Wint (2000) identified corporate positioning as 

an image-building activity reliant on visibility and credibility. Corporate positioning involves 

examining the interaction between “visibility, or the breadth of the company’s reputation, and 

credibility, or the quality of the company’s reputation among those executives that know it” 

(Wells & Wint, 2000, p. 43). Not surprisingly, marketers depend on the product’s image when 

establishing its position. The image assists marketers in determining and influencing the 

perceptions of the product. According to Burke and Resnick (2000), “when product positioning 

is used effectively, the image becomes a central and unifying influence on every aspect of the 

travel product” (p. 66). Hence, governments frequently stimulate attractive images of their 

nations. Many developing nations do not have strong reputations as attractive sites for 

investment; therefore, it is crucial that these nations “build credibility among a targeted group of 

investors before broadening their image-building efforts” (Wells & Wint, 2000, p. 45). 

A Public Relations Perspective 

While common branding and marketing techniques are widely researched and explored in 

tourism studies, public relations “remains an ill-defined, undervalued and underresearched aspect 

of destination marketing and brand building” (Morgan et al., 2004, p. 222).  The studies of 

images of nations and nation building have been a major area of research interest for many 

scholars in the disciplines of international communication and public diplomacy. Kunczik 

introduced the notion of “images of nations” to public relations literature in 1990.  

Taking the idea that images may represent national identities, Kunczik (1997) defines 

national image as “the cognitive representation that a person holds of a given country, what a 

person believes to be true about a nation and its people” (p. 46). According to Boulding (1956), a 
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‘universe of discourse’ and creation of public images occurs as individuals discuss and share 

their personal images with others (as cited in Taylor & Kent, 2006). Images, regardless of their 

accuracy, influence people’s thoughts and feelings about certain nations. Images of nations have 

the ability to reinforce stereotypes, both positive and negative, and demonstrate the necessity for 

nations to assertively establish and maintain their image internally and externally.  

Nations with economic, political or social interests in projecting a positive image 

internationally, especially those dealing with negative stereotypes, must partake in active tourism 

public relations campaigns. Burke and Resnick (2000) claim that “building a distinct, positive, 

and appealing image in the marketplace is critical” especially since those who have not actually 

visited the nation rely on the mass media mostly(p. 77).  

The Internet 

Compared to traditional print media, the Internet integrates text, sound, visuals, 

animation, and the potential for real-time interaction. The Internet has proven to be a great one-

way information dissemination tool and an even better two-way symmetrical public relations 

tool. In today’s global society, organizations and nations are using the Internet to communicate 

with a wide range of publics. The Internet provides an accommodating communication tool for 

nations and their boards or ministries of tourism to communicate their image. Morgan et al. 

(2004) claim: 

the World Wide Web can be compared to a product brochure that is constantly up todate, 
graphical and colorful, capable of text, audio and video images, cheap and easy to copy, 
and accessible by millions of readers around the world (p. 133). 

Tourism websites offer endless opportunities for the communication and promotional 

activities of nations. Researchers across all disciplines continue to investigate the potential of the 

Internet to nurture relationships, support dialogue and generate memorable experiences (Kent & 
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Taylor, 1998; Wakefield, 2008; Esrock & Leichty, 2000; Hill & White, 2000; White & Raman, 

2000, Seltzer & Mitrook, 2007; Vorvoreanu, 2006).  

Website: A Public Relations Tool 

Most online public relations studies have focused on the effectiveness of message 

dissemination on the Internet and only a few studies have examined the effects of the Internet as 

a relationship building tool. Several researchers have looked at how public relations practitioners 

and website designers perceive websites as a strategic communications tool (Hill & White, 2000; 

White & Raman, 2000, Seltzer & Mitrook, 2007). Studies have revealed that the most common 

purposes for a website are to inform, advertise and receive customer feedback. Public relations 

practitioners have also used websites to reach publics the organization does not reach normally.  

Despite the evidence provided through research, “there is an inconsistency between what 

practitioners think is possible through the Internet and what they are actually doing to facilitate 

relationship building” (Kent et al., 2003, p. 73). Spicer (2000) suggests that because public 

relations practitioners function as both “the conscience and the change agent for the 

organization,” practitioners must be aware of the Internet’s full potential as a relationship 

building and image building tool (Spicer, 2000; Connolly-Ahern and Broadway, 2007; Huertas, 

2008). As two-way communication tools, the Internet and websites offer organizations 

opportunities to strengthen relationships, establish credibility and enhance its image.  

When public relations practitioners were asked about the purpose of their organization’s 

website, respondents noted that the website served more of a ‘status symbol’ or ‘image building’ 

function than as a relationship building tool (presence over content)” (Kent et al., 2003, p. 73).  

Grunig (1993) asserts “communication—a symbolic relationship—can improve a behavioral 

relationship” (p. 123). According to Grunig (1993), image building suggests that organizations 

can produce and disseminate an image from basically nothing and have great impacts on their 
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publics. Once an organization or nation recognizes and understands its identity, it can use 

symbols to communicate its culture and its vision to its publics. Images of nations, formed by a 

sum of beliefs, ideas and impressions, are very important because they invert symbols of a nation 

into the potential visitor’s mind and give the visitor a preconceived idea of the nation. Thus, 

image is a vital concept in understanding the travel planning process of tourists.  

Kent and Taylor (1998) proclaim it is essential for organizations to facilitate real 

dialogues on their websites. Esrock and Leichty (2000) add that the use of interactive features in 

a website is essential in attracting and retaining visitors. In the same vein, a website should 

generate a positive user experience. According to Vorvoreanu (2006), the website should not be 

viewed as a space for text but “as [a] space in which user experiences take place” (p. 396). As a 

result, public relations practitioners and website designers should take an experience-centered 

approach when planning the design of their organization’s website.  

The Dialogic Communication Theory 

Online dialogue combines both mediated communication theory and dialogic theory. 

Kent and Taylor (1998) explain, “dialogic communication refers to any negotiated exchange of 

ideas and opinions” (p. 325).  Due to organization’s dependency on their publics, numerous 

studies have advised organizations to incorporate dialogic features into their websites. Through 

the use of mass mediated channels, organizations can strengthen their commitment to dialogue 

with publics. In the case of the nation-building process, dialogue theory can be studied by 

examining the mass media, Internet and government websites within a nation (Taylor & Kent, 

2006). 

Public relations literature involving online communication frequently cite Kent and 

Taylor’s (1998) dialogic communication theory which is consistent with the two-way 

symmetrical model. While the two-way symmetrical model refers to the process of 
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communicating, dialogic communication refers to the products that emerge—trust, satisfaction 

and sympathy. Kent, Taylor and White’s 2001 study on activist organizations’ websites offered a 

comprehensive explanation of the dialogic theory. To effectively practice online public relations 

and dialogic relationship building, Kent, Taylor and White discussed how to effectively use the 

Internet’s dialogic capacity by fulfilling five requirements: ease of interface, usefulness of 

information, conservation of visitors, generation of return visit and a dialogic loop.  

The “ease of the interface” dimension measures the ease and speed with which website 

visitors can navigate and find information. If visitors become frustrated with a website’s 

structure, they are likely to leave the website and never return. To ensure a pleasing online 

experience, websites should possess four elements: site maps, links, search box and a well 

designed layout (Taylor et al., 2001). The “usefulness of information” dimension is based on the 

quality of information. The “conservation of visitors” dimension refers to the organization’s 

ability to maintain and keep visitors on the website by using such features as a short download 

time, posting of last updated date and time and important information on the home page. The 

“generation of return visit” refers to the organization’s ability to motivate visitors to return to 

their website. Ensuring return visits is accomplishable by using features, such as FAQs, RSS 

feeds, and a calendar of events. Last, the “dialogic loop” dimension allows publics to respond to 

the organization’s messages and measures the interactivity of the website.  

Kent and Taylor (2002) offered a more extensive description of the dialogic loop 

dimension when they identified five features of online dialogue: mutuality, propinquity, 

empathy, risk and commitment. “Mutuality” acknowledges the existence of an organization-

public relationship. “Propinquity” describes the type of interaction in terms of time and space. 

“Empathy” refers to the encouragement of support and trust within an interaction. “Risk” 
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underlines the possible negative outcomes of the relationship. Dialogic risk “offers the reward of 

stronger organization-public relationships” (Kent & Taylor, 2002, p. 29). Finally, “commitment” 

is the extent to which an organization pledges its loyalty to its strategic publics.  

Building upon research established by Kent, Taylor and White, Seltzer and Mitrook 

(2007) applied dialogic communication theory to weblogs and analyzed their potential as online 

relationship-building tools. Overall, they concluded that weblogs offer a strong potential for 

dialogue and discovered that some dialogic features were actually stronger in the weblogs than in 

traditional websites. Seltzer and Mitrook’s (2007) research illustrated the potential for weblogs 

as an effective, ethical, two-way relationship building tool on the Internet. 

Interactivity 

Unlike traditional mass media, the Internet possesses an interactive component. The 

Internet provides “for truly interactive flows of information from which PR practitioners could 

benefit” (Seltzer & Mitrook, 2007, p. 386). Esrock and Leichty (2000) add the interactive nature 

of the Internet “can benefit citizens and organizations in a myriad of social, political, and 

economic manners” (p. 342). Interactive websites are capable of providing quality information 

and creating virtual experiences. Unfortunately, “there seems to be some gap between 

acknowledging the importance of the concerns of a public and actually engaging that same 

public interactively” (Kaplanidou & Vogt, 2008, p. 206). If a website is to serve as a truly 

symmetrical and interactive tool, value-added features such as online feedback forms and chat 

rooms, need to be featured prominently on the website. Kaplanidou and Vogt (2008) explain, 

“functional content like contact information offers an opportunity to the user to communicate 

and interact with the [destination marketing organization] directly” (p. 206). Kent and Taylor 

(1998) offer other interactive strategies to build organization-public relationships and encourage 
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repeat visits like forums, frequently asked questions (FAQs), easily downloadable information, 

referral services and links to local agencies or information providers. 

Ha and James (1998) proposed five dimensions of interactivity: playfulness, choice, 

connectedness, information collection and reciprocal communication. “Playfulness” refers to the 

extent to which users navigate through a website. “Choice” availability allows individuals to find 

further content on a website. “Connectedness” allows users to navigate easily from one section to 

another. “Information collection” refers to the users’ information gathering process. “Reciprocal 

communication” parallels the two-way models in public relations and collects feedback from 

visitors. Kim and Fesenmaier (2008) describe reciprocity as “the extent to which a website is 

perceived to provide or support two-way information exchange between the destination and 

users” (p. 7). It is common to find tourism websites offering benefits to visitors in the form of 

special offers, deals, sweepstakes, and contests as strategies to build a reciprocal relationship and 

retrieve personal information from visitors such as name and e-mail and/or address” (as cited in 

Kim & Fesenmaier, 2008, p. 7).  

Within the Internet, interactivity has been found to be an influential factor of a visitor’s 

level of involvement with Internet-based applications. Kim and Fesenmaier (2008) suggest that 

website visitors whom are highly involved with the website are very likely “to search for more 

information, accept fewer alternatives, process relevant information in detail, and form attitudes 

that are more resistant to change” (p. 6). Evidence from studies confirms enjoyable and 

interactive websites “invite visitors to visit, keep them entertained, and increase their depth of 

exploration” (Kim & Fesenmaier, 2008 p. 7). 

Some scholars argue that interactivity is a component of the persuasion process. 

O’Malley and Irani (1998) assessed the relationships between interactivity, quantity of 
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information, attitude change and behavioral intention. They found that higher amounts of 

information and interactivity can increase a visitor’s intention of returning to a website and 

concluded that interactivity plays a role in relationship building through changes in attitude and 

behavior. Jo and Kim (2003) investigated the impact of online interactivity and multimedia 

orientation on the publics’ perceptions of relationships with organizations. Their study produced 

similar findings to O’Malley and Irani’s study (1998) revealing that interactivity had significant 

effects on relationship building. 

An Experience-Centered Approach 

As mentioned earlier, Vorvoreanu (2006) proposed an experience-centered approach to 

designing websites. According to this approach, a website can cultivate dialogue and interaction 

through three phases: first impression, exploration and exit. The impression phase occurs in 

seconds, and the user forms an opinion about the relevance and the quality of information on the 

website. Exploration refers to the navigation of the website. According to Vorvoreanu (2006), 

“the exploration phase presents ample opportunities for relationship management” (p. 397). 

During the last phase, exit, users have developed a final opinion about the website. The study 

also suggests that websites can be broken down into four components: navigation, content, 

graphic layout and dialogue. Vorvoreanu (2006) introduced a new research method practical for 

evaluating a website: the website experience analysis (WEA).  

Empirical Research on Tourism Websites 

Park and Gretzel (2007) conducted a qualitative meta-analysis of factors that lead to 

successful websites and concluded with a unified framework consisting of nine factors: 

information quality, ease of use, responsiveness, security/privacy, visual appearance, trust, 

interactivity, personalization and fulfillment. Most evaluation studies related to destination 

websites have typically mentioned three categories of website features such as navigation (ease 
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of gathering useful information), content (text and visuals) and accessibility (download times) 

(as cited in Park & Gretzel, 2007). In general terms, tourism studies describe a successful 

website as one which attracts, engages, retains and ensures users. Websites also reveal user 

preferences and allow for two-way interactions. Tourism websites can directly influence the 

user’s perception of a nation as well as the user’s intentions to travel to the nation. Thus, it is 

important that tourism public relations practitioners strategically plan what to communicate on 

nations’ official tourism websites and how to convey messages to diverse audiences (Kang & 

Mastin, 2008). Unfortunately, many destination websites are “acting as online brochures rather 

than taking advantage of the Internet for creating deeper and longer lasting relationships with 

existing and potential visitors” (as cited in Kim & Fesenmaier, 2008, p. 10). 

Kaplanidou and Vogt (2008) discuss the effects of website elements such as content, 

navigation and accessibility, which influence travelers’ perceptions of destination website 

usefulness and their intentions to visit the destination. The researchers claim a website should 

provide constantly updated and useful content for its users. A website’s hierarchy and structure 

influence the quality of information presented on a website. Audience-specific information 

should be organized so that it is easy to find by the targeted publics. The ease with which the 

user navigates through a website and the speed with which the web pages download refers to 

accessibility. Kaplanidou and Vogt (2008) found that website visitors were not greatly 

influenced by the factor of accessibility; however, “[t]rip information functionality and 

motivating visuals were important predictors of perceived website usefulness in planning a trip” 

(p. 213-214). While their study confirms that visuals and animation can stimulate travelers’ 

desire and intentions to visit the destination, Ryan (2003) points out that images and graphics can 

also increase a web page’s download time. Although a website is designed to be rich in content, 
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Kent and Taylor (1998) assert websites need to provide information “as quickly and efficiently 

as possible” (p. 329). Sites should be “interesting, informative, and contain information of value 

to publics” (Kent & Taylor, 1998, p. 330). Although the inclusion of multimedia to websites may 

lure visitors, they may also cause distractions and limit visitors’ information processing. Thus, 

there are inconclusive results on the effectiveness of multimedia in the Internet (Jo & Kim, 

2003). 

Latin American Online Tourism Campaigns 

 In mass media, the positive images pinned to Latin America include colorful landscapes, 

beaches and vibrant culture. The most common negative external perceptions include drugs, civil 

war and corruption. While the positive images and impressions of Latin America “lend 

themselves well to building a country brand through tourism, the negatives have not traditionally 

been very conducive to business and brand investment” (Clifton, 2007). Confronting a negative 

or even nonexistent image is a challenging task for public relations practitioner, especially when 

the media and other external forces are often creating or perpetuating stereotypes. 

Colombia, the Only Risk is Wanting to Stay 

Colombia has an international image problem. In popular and mass media, Colombia and 

Colombians are associated with kidnappings, guerrilla war and cocaine (Cutter & Torro, 1990; 

Forero, 2008). Colombia’s image problem causes tourists and business travelers, especially 

North Americans and Western Europeans, to entirely avoid the country (Cutter & Torro, 1990). 

According to Molleda and Suarez (2004), “today’s volatile political and economic environments 

in Colombia demand… nation-building efforts both internally and externally.” As a result, 

according to Baker (2008), “the [Colombian] government is making a concerted effort to try to 

clean up its international reputation” and steer away from images of violence and drugs.   
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Since its inception in 2000 under the Clinton administration, Plan Colombia has made 

Colombia one of the biggest recipients of United States foreign aid (Molleda & Suarez, 2004; 

Kirschke, 2008). President Alvaro Uribe’s government has fortified Colombia’s army, and now 

vast stretches of the country have been brought under state control (Forero, 2008). Under Uribe, 

unemployment, homicides, kidnappings and overall terrorist attacks have all significantly 

decreased. Homicides under Uribe have fallen by 40%, kidnapping by 83% and overall terrorist 

attacks by 76% (Kirschke, 2008). Colombia’s major urban centers—Bogota, Medellin and 

Cali—possess lower per-capita murder rates than Atlanta, Philadelphia and Washington, D.C. 

(Kirschke, 2008). As a result, Uribe enjoys higher approval ratings than any other head of state 

in the Hemisphere—more than 90% (Kirschke, 2008). 

Tourism’s contribution to the economy is small but vital to President Uribe’s image-

conscious administration. 1.3 million foreigners visited Colombia in 2007—more than twice the 

number who came in 2002, when the violence was at its peak (Kirschke, 2008; Forero, 2008). 

Currently, the country is receiving more than $2 billion of foreign exchange through tourism 

(Hens, 2007). Many have attributed Colombia’s growth to the policies and change brough about 

by President Alvaro Uribe. “This country has moved from terrorism to tourism,” Uribe recently 

told delegates of the United Nations World Tourism Organisation (Hens, 2007).  

Under the slogans, “Colombia is passion” and “Colombia, the only risk is wanting to 

stay” paired with an annual promotional budget valued at $4 million, the Tourism Ministry has 

embarked on a campaign to improve the international picture of Colombia (Hens, 2007; 

Kirschke, 2008). Colombia is rebranding itself with the motto “Colombia is passion,” a statement 

aimed both to its citizens and to visitors. Additionally, the government has given more than 

$250,000 to build and furnish privately owned tourism-related businesses and to provide some 
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tourism training. According to Forero (2008), “Colombians, most of whom have never known a 

period of peace, are for the first time optimistic that one could be near.” 

El Salvador, Impressive 

Central America, let alone El Salvador, has not received much attention across the globe 

as a tourism destination. Though “relatively undiscovered and new to the global travel scene,” El 

Salvador is quickly becoming a competitor in the global tourism market (eTurboNews, 2008a). 

Eager to accelerate their position in the global tourism market, El Salvador launched a new 

website as well as branding and marketing efforts with ElSalvador.travel in 2006. El Salvador 

adopted www.ElSalvador.travel hoping that a “.travel” name would inevitably link the nation as 

a tourism destination. Since the website’s launch, “the site is growing and increasing its visitors 

by approximately 30% a month” (eTurboNews, 2008a). Outside its boundaries, other nations and 

people sometimes possess distorted images and misinterpretations of El Salvador. The campaign 

hopes to highlight El Salvador’s many positive attributes such as its quality products, investment 

opportunities, great natural and scenic landscapes and the unique hospitality of Salvadorans 

(Tourism Ministry, 2008).  

 When developing an identity, campaign planners focused on the strengths of El Salvador: 

industry, cordiality, youth, stability, modernity, international recognitions, leadership, diversity, 

and scenic and natural beauty. Through research, they realized that first-time visitors are often 

surprised and unexpected of the country’s development and hospitality. There was an agreement 

amongst campaign planners that El Salvador could capitalize on its capacity to impress visitors 

in overwhelming their initial expectations. Thus, the El Salvador’s Tourism Ministry introduced 

the slogan: El Salvador, Impressive! Upon its introduction, the Ministry of Tourism toured 

worldwide fairs and conventions to introduce their country brand to the world and invited 

members from the private sector demonstrating that each Salvadoran is an ambassador of its own 
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country (Tourism Ministry, 2008). Since last year, there have been increases in economic activity 

and tourism to El Salvador. El Salvador’s Minister of Tourism forecasts El Salvador’s tourism 

sector will continue to experience growth during 2009 (Piche, 2008). 

Paraguay, You Have to Feel It 

 Paraguay, a small country located in the heart of South America, is usually overshadowed 

by its much larger neighbors, Brazil and Argentina. Often overlooked as a tourism destination, 

Paraguay is composed of five distinct eco-regions, each of which can be accessed easily by land 

or by air. Located along the fringes of these five eco-regions, Paraguay’s wildlife is varied and 

constantly on display.  

 In creating a tourism campaign, the campaign planners highlighted the most frequently 

mentioned and relevant elements expressed by respondents of an opinion survey. Several 

respondents mentioned a lack of awareness surrounding Paraguay abroad, the surprise involved 

in discovering it as well as the cordiality and warmth of its people, who live in harmony with an 

exuberant nature. Also mentioned were the lively colors of the country: an intense blue sky, 

green vegetation and red soil (SENATUR, 2008). 

 After the research and planning processes and a design contest organized by the Tourism 

Sectorial Board and the National Tourism Office SENATUR, Paraguay developed and 

introduced its brand and tourism campaign. The Minister of Tourism explained that Paraguay’s 

brand and campaign served the “purpose of unifying the country’s visual identity, in the 

intention to make Paraguay known as a travel destination” (SENATUR, 2008). The slogan 

chosen, “Paraguay, you have to feel it” gathers the elements of the conceptual framework and 

emphasizes an intangible, emotional and vital experience. Overall, the campaign aims to project 

an attractive nation, create and strengthen competitive products, and substantially increase the 

number of visitors and their travel spending.  
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Research Questions 

 In this paper, the researcher examines the impression management and images of 

Colombia, El Salvador and Paraguay. Based on the aforementioned literature, this study 

addressed the following five research questions: 

• RQ1: Can each nation’s tourism website change a person’s knowledge about that 
 nation? 

• RQ2: Can each nation’s tourism website change a person’s feelings towards and
 evaluation of that nation? 

• RQ3: Can each nation’s tourism website change a person’s intention to visit or live in 
 that nation? 

• RQ4: Does a nation’s tourism website enhance or modify images held of that nation by
 those who visit the website? 

• RQ5: Based on the findings from the preceding questions, do differences exist between 
Colombia, El Salvador and Paraguay? 
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CHAPTER 3 
METHODOLOGY 

An Experimental Design 

This study employed a 1 x 3 quasi-experimental design (different sources: Colombia’s 

tourism website, Paraguay’s tourism website, El Salvador’s tourism website). The purpose of 

this study is to explore Latin American nations’ use of tourism websites as impression 

management and image building tools.  

Given the purpose of this study, an experimental design is considered an appropriate 

approach to answer the research questions. An advantage of the experimental method is that it 

allows researchers to establish causality between two or more variables (Wimmer & Dominick, 

2003). Since the introduction of the Internet, many empirical studies of online public relations 

have been dominated by content analyses and qualitative interviews (Esrok & Leichty, 2000; Hill 

& White, 2000; Kent & Taylor, 1998; White & Raman, 1999). Additionally, research about 

public relations websites is mostly exploratory and focuses on corporate websites. Very little 

research employs experimental designs or addresses tourism public relations. In an image study 

such as this one, experimental design should prove to be a very effective methodology. The 

researcher has control over both the environment and the variables. Also, in comparison to other 

research methods, experiments are less costly and allow for replication (Wimmer & Dominick, 

2003). Through the use of a pretest/stimuli/posttest design and with the assistance of MediaLab, 

the researcher hopes to investigate whether online tourism public relations campaigns can 

enhance or modify visitors’ images of Latin American nations. 

MediaLab, a research software for designing and implementing computerized 

experiments, has powerful multimedia capability. Depending on the experimental condition, 

MediaLab allows the researcher to administer different stimuli and dependent measures in 
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different orders, if needed. It also allows the researcher to present html pages with active 

hyperlinks using Internet Explorer browsing engine. MediaLab enables the researcher to create 

questionnaires with a variety of question formats. Conveniently, the researcher can analyze 

MediaLab data files in either Excel or SPSS.  

Pilot Study 

A pilot test with 34 graduate students was executed before the main study in order to test 

the experimental stimulus and survey instrument. All students were recruited on the campus of 

the University of Florida and assigned to one of the four treatment conditions randomly. The 

questionnaire and MediaLab experiment were pilot-tested for wording, content and functionality. 

Minor changes to the wording of the instructions and questions were made after the pilot testing. 

The amount of time given to the participants to browse the website was shortened from 15 

minutes to approximately 10 minutes. The final version of the questionnaire was administered to 

a total sample of 90 students.  

Main Study 

Sample  

A convenience sample and volunteer sample was used in this study. The advantages of 

this sampling strategy include convenience, high response rate and cost-effectiveness. Mass 

media researchers frequently use nonprobability sampling, especially in available samples and 

volunteer samples (Wimmer & Dominick, 2003). One major limitation of this sampling strategy 

is generalization and external validity. Although an experimental design in a university setting is 

likely to generate a relatively diverse group of students, the results of the present study cannot be 

generalized beyond this specific sample. 
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Profile of Participants 

All respondents used for analysis in this experiment were university students, specifically 

undergraduate students at the University of Florida. A total number of 90 students participated in 

this study. Respondents’ gender was skewed toward females. Of the total 90 participants, 77 

(85.6%) were female, 13 (14.4%) were male. The median age of the respondents was 21. The 

ages of the respondents ranged from 18 to 29 with more than 87.8% of respondents (N= 79) 

identifying themselves as upperclassmen, either juniors or seniors. All 90 respondents (100%) 

use a computer at their workplace, at school and at home on at least an occasional basis. More 

than 93% (N= 84) of respondents go online to get information online several times a day, and 

more than 60% (N= 55) of respondents spend two to five hours getting information from the 

Internet on a daily basis. A breakdown of participants’ demographics, organized by nation, or 

condition, are provided and described below. These summaries of demographic statistics and 

online behaviors may provide useful insight to the findings of this study. 

Colombia 

A total number of 30 students answered questions regarding images of Colombia. The 

majority of respondents were female. Of the 30 participants answering questions about 

Colombia, 28 (93.3%) were female and only two (6.7%) were male. The median age of the 

respondents was 21. The ages of the respondents ranged from 18 to 29 with 80% of respondents 

(N= 24) identifying themselves as upperclassmen, either juniors or seniors. More than 86% (N= 

26) of respondents reported going online several times a day to get information or news, and 

more than 56% (N= 17) of respondents reported spending two to five hours getting information 

from the Internet on a daily basis. 
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El Salvador 

A total number of 30 students answered questions regarding images of El Salvador. 

Respondents’ gender was skewed toward females. Of the 30 participants, 25 (83.3%) were 

female and five (16.7%) were male. The median age of the respondents was 21. The ages of the 

respondents ranged from 18 to 24 with more than 83% of respondents (N= 25) identifying 

themselves as upperclassmen, either juniors or seniors. More than 96% (N= 29) of respondents 

go online to get information online several times a day, and 60% (N= 18) of respondents spend 

two to five hours getting information from the Internet on a daily basis. 

Paraguay 

A total number of 30 students answered questions regarding images of Paraguay. 

Respondents’ gender was skewed toward females. Of the total 30 participants, 24 (80%) were 

female and six (20%) were male. The median age of the respondents was 21. The ages of the 

respondents ranged from 20 to 23 with 100% of respondents (N= 30) identifying themselves as 

upperclassmen, either juniors or seniors. More than 96% (N= 29) of respondents go online to get 

information online several times a day, and more than 66% (N= 20) of respondents reported 

spending six to ten hours a day getting information from the Internet. In comparison to 

participants who responded to questions about Colombia and El Salvador, participants who 

responded to questions about Paraguay were all upperclassmen and reported more frequent use 

of the Internet for seeking and gathering information. 

Treatment 

The sample is comprised of college students at the University of Florida. In terms of 

computer skill and experience with the Internet, college student participants are popular samples 

for Internet studies. An invitation was provided to undergraduate students through an instructor 

responsible for the course or the researcher herself. Subjects (N = 90) were recruited from 
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undergraduate public relations, telecommunications and tourism courses. Subjects volunteered to 

attend one 20 minute experimental session in the UF College of Journalism and 

Communication’s Research Lab.  

Three websites were established to serve as stimuli in this study. Participants were 

assigned to one of three conditions: (1) Colombia’s tourism website (N = 30), (2) El Salvador’s 

tourism website (N = 30) and (3) Paraguay’s tourism website (N = 30). Therefore, a total of 90 

respondents were required for this experiment. No matching or randomization was done. 

Stimuli 

Official English-language tourism websites of three Latin American nations (Colombia, 

El Salvador and Paraguay) served as stimuli for this experiment (Table 3-1). The rationale for 

choosing these nations is that they each launched their tourism campaign’s websites within the 

past two years. It is assumed that each nation uses their tourism website as an impression 

management tool and controls the information disseminated via their tourism website with the 

hopes of influencing external audiences’ images of their nation. Each nation has political and 

economic motivations to earn an international reputation for their tourism industry and follow in 

the footsteps of success stories produced by popular Latin American and Caribbean destinations 

such as Mexico and Puerto Rico. For each condition, about 30 participants were recommended. 

Procedure 

The participants received a written informed consent form explaining the research 

procedure (Appendix A). If they voluntarily agreed to participate, they signed the agreement as 

well as received a copy for their own records. Then, they were assigned a laptop or desktop 

computer in the College of Journalism and Communications research lab. Participants read an 

introduction paragraph which provided clear and succinct instructions to follow. The study also 

employed a filter check (Table 3-2).  
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The six filter check questions asked the study subjects whether they themselves or 

someone they know has visited or lived in Colombia, El Salvador or Paraguay. They also asked 

whether the study subjects had read about or seen images of Colombia, El Salvador or Paraguay 

through mass media (i.e., newspapers, magazines, radio, film, etc.) recently. The study subjects 

who had at least one experience with one of the Latin American nations were referred to another 

unfamiliar Latin American nation and their tourism website. Based on their responses, a 

questionnaire concerning one of the three nations was randomly assigned to each respondent. If a 

respondent had visited, lived in, read about or seen images of any of the nations, she or he was 

randomly assigned one of the remaining nations. In this way, respondents were screened to 

ensure that they had not visited, lived in, read about or seen images of the nation for which they 

were providing image and impression information. This control was instigated to ensure that the 

images and impressions measured in this survey were based solely on secondary sources of 

information and not on first-hand experiences. Since the total sample size consisted of 90, 30 

questionnaires were completed for each of the three nations. 

The procedure follows three phases (initial impression, exploration and exit), as reflected 

by Vorvoreanu’s (2006) experience-centered approach to websites, and took approximately 20 

minutes to complete. Study subjects responded to a pretest questionnaire, were exposed to and 

interacted with a stimulus and then filled out a posttest questionnaire. The survey questionnaires 

included multiple choice responses, open ended responses, Likert scales and bipolar items.  

Based on their responses to the filter check questions, respondents were randomly 

assigned a Latin American nation. At the beginning of the questionnaire, respondents were 

prompted with an open-ended response question about the images they associate with the nation 

to discover their preconceived images of the nation: “What images or characteristics come to 
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mind when you think of Nation X?” This open-ended question and the free elicitation of 

descriptive adjectives have been tested and used in previous image research studies (Echtner & 

Ritchie, 1993; Reilly, 1990). The question allowed respondents to think freely about the nation 

and describe their overall impressions of the nation without restrictions. 

Image was operationalized in terms of its four components: cognitive, affective, 

evaluative and behavioral. Cognitive image, or respondents’ beliefs or knowledge about a nation, 

and behavioral image, or respondents’ intention to visit the nation, were measured on a five-point 

Likert scale, responses ranged from 1 (strongly disagree) to 5 (strongly agree), where 3 

represented a neutral response. The likert items were adapted from Ong and Horbunkeukit’s 

1997 study. The researcher developed and added two items relevant to a person’s cognitive 

image of a nation. One item was removed due to redundancy. As a result, eight of the eleven 

items measured participants’ cognitive image of a nation while the remaining three items 

measured participants’ behavioral image (Table 3-3).  

The affective and evaluative components of respondents’ images were measured using 

semantic differential scale presented by Kotler, Haider and Rein (1993). Affective image, or 

respondents’ feeling s toward or evaluation of a nation, and evaluative image, or how 

respondents’ evaluate a nation and its people, were measured on a seven-point scale using twenty 

bipolar items (Table 3-4). 

According to Vorvoreanu (2006) “it takes website visitors just a few seconds to form a 

first impression” (p. 398). After asking respondents about their knowledge of and feelings 

toward the designated nation, a snapshot of either Colombia’s tourism website (Figure 3-1), El 

Salvador’s website (Figure 3-2) or Paraguay’s website (Figure 3-3) appeared on the computer 

screen for approximately 10 seconds. Then, the participant was asked an open-ended question 
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about their first impression of the nation. This is the same question as was asked at the very 

beginning of the questionnaire: “What images or characteristics come to mind when you think of 

Nation X?” After giving their responses, the respondents were then presented with the stimulus 

and instructed to browse the site freely for approximately 10 minutes. The median visit duration 

across all websites is approximately three minutes. In 2008, the median length of time visitors 

spent on Brazil’s website was four minutes, eleven seconds (Tourism Ireland, 2008). During this 

exploration phase, no specific instructions were given in order to allow for a more genuine online 

experience with the website. Participants were given 10 minutes instead of the median duration 

of three minutes to browse the tourism website in an effort to encourage the participants to 

explore beyond the website’s home page. This longer duration allotted more time for participants 

to discover and observe more content and images, especially videos. After visiting the website, 

during the exit phase, respondents then proceeded to a posttest survey questionnaire where they 

answered the open-ended question and were presented with Likert scale and bipolar items again. 

For a final time, respondents were asked the open-ended question about their images of the 

nation. Overall, these responses to the open-ended questions, when compared at different stages, 

will illustrate whether or not the tourism website influenced or changed the visitors’ initial 

perceptions and images of the nation. The questions remained the same as in the pretest 

questionnaire, and the only difference was in the ordering of the questions. Additionally, the 

survey presented six questions each about the participant’s general Internet use and basic 

demographic information (i.e., age, gender and level of education). 

Data Analysis 

The analysis of the data in this study consisted of two major parts: analysis of the open-

ended questions and analysis of the Likert scale and bipolar items. 
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Analysis of the Open-Ended Questions 

The primary objectives in analyzing the open-ended questions were to classify and label 

the various images and characteristics given by respondents and then, by means of frequency 

analysis, to determine the holistic and unique images most commonly held of each nation. To 

establish the classification schema used to code the answers to the open-ended questions, the 

researcher and a second coder grouped similar answers for each of the open-ended questions and 

provided a label for these groupings. As a result of this procedure, a final classification schema 

was developed for each of the open-ended questions for the three nations. The answers of the 

open-ended questions were coded using the guidelines established by the classification schema. 

Frequency tables were then produced for each of the open-ended questions for the three nations. 

The placement of each item was based on Beerli and Martin’s (2004) dimensions and is a 

conceptual gathering rather than one based on statistics. A similar process was used by Lepp and 

Gibson (2003) to conceptually group risk related images. The responses to the open-ended 

questions were classified with respect to their topics and in accordance with Beerli and Martin’s 

(2004) destination image classifications. The coding process was done in an inductive way, with 

images and characteristics sorted by the following five broad categories: (1) physical, (2) 

cultural, (3) economic/political, (4) atmosphere, and (5) none. Then, all images were sorted 

within one of the five main categories and into sub-categories as listed in the codebook 

(Appendix C) and coding sheet (Appendix D).All instances of each image dimension were coded 

and counted. This dataset allowed for comparisons of the images and characteristics expressed 

by participants before visiting the website, after seeing a snapshot of the website and after 

browsing through the website. These comparisons allowed the researcher to draw conclusions 

about the specific impression of tourism websites on the respondents’ images of a nation. 
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Intercoder reliability was estimated between the researcher and a second coder. The sub-

sample used was 10% of the total sample. The coder was instructed to follow the directions and 

guidelines of the codebook to categorize and count the images and characteristics of nations 

given by respondents. The intercoder reliability was calculated according to the following 

equation: 2M/N1+N2 where M is the number of the coding decisions in common, N1 and N2 are 

the respective coders’ decisions (Holsti, 1969). Intercoder agreement averaged 89.5%. 

Analysis of the Likert Scale and Bipolar Items 

SPSS 15.0 was used to compute the data collected from the likert items and bipolar items. 

To determine the impact of the tourism website on participants’ images of the nation, the 

participant’s ratings before visiting the website were compared to their ratings after visiting the 

website; more specifically, pretest mean scores were compared to posttest mean scores. Paired 

difference t-tests were used for all bipolar and likert items to compare the change of the images 

held of Colombia, El Salvador and Paraguay before and after exposure to the stimulus by 

comparing within group statistical analysis. 
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Table 3-1.  Stimuli 
Experimental Stimuli Website  
Colombia’s tourism website http://www.colombia.travel/en 
El Salvador’s tourism website http://elsalvador.travel/eng/ 
Paraguay’s tourism website http://www.senatur.gov.py/index.php?language=2 

 
 
 
 
 
 
 
Table 3-2.  Filter check questions 
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a. I have visited…     
b. I have lived in…    
c. I know someone who has visited…    
d. I know someone who has lived in…    
e. I have recently read about___ in the media…    
f. I have recently seen images (i.e., photo or film) about ___ in the 

media… 
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Table 3-3.  List of Likert scale items 
Measures cognitive image 

1. Nation X is an expensive place to tour. 
2. Nation X is a small country. 
3. There is not much to see in Nation X.  
4. It is not safe to visit Nation X because of the crime. 
5. I have no idea where Nation X is located at. 
6. Nation X is politically stable. 
7. Shopping would be great in Nation X. 
8. It is difficult to obtain information on Nation X. 

Measures behavioral image 
9. I would like to visit Nation X in the near future. 
10. I am afraid to visit any country I know nothing of. 
11. I would like to live in Nation X in the near future. 

 
 
 
 
 
 
 
Table 3-4.  List of bipolar items 

Measures affective/evaluative image 
Innocent-Sinful Vibrant-Stagnant Underdeveloped-Overdeveloped 
Dirty-Clean Pretty-Ugly Favorable-Unfavorable 
Friendly-Cold Sophisticated-Simple Touristy-Not Touristy at all 
Romantic-Boring Natural-Artificial Economically Poor-Economically Wealthy 
Old-New Accessible and Isolated Interesting-Uninteresting 
Safe-Unsafe Feminine-Masculine Harmonious-Conflictual 
Upscale-Poor Overcrowded-Sparse  
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Figure 3-1.  Colombia’s tourism website 
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Figure 3-2.  El Salvador’s tourism website 
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Figure 3-3.  Paraguay’s tourism website 
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CHAPTER 4 
RESULTS 

Analysis of Filter Check Questions 

Overall, only three respondents (2.5%) had visited Colombia, one respondent (0.8%) 

visited El Salvador and another single respondent (0.8%) visited Paraguay. No one in the sample 

had ever lived in Colombia, but one respondent (0.8%) lived in El Salvador and another single 

respondent (0.8%) lived in Paraguay. More than 63% (N= 76) knew someone who had visited 

Colombia while about 21% or less knew someone who had visited either El Salvador or 

Paraguay (20.8% and 15.8%, respectively). More than 54% of respondents knew someone who 

has lived in Colombia while less than 8% of respondents knew someone who lived in either El 

Salvador (0.8%) or Paraguay (0.8% and 7.5%, respectively). Of the 120 respondents, only one 

respondent (0.8%) had read about Paraguay in the media recently, four respondents (3.3%) had 

read about El Salvador and 39 respondents (32.5%) had read about Colombia. One-third of the 

respondents (N= 40, 33.3%) had seen images of Colombia in the media recently while less than 

10% of respondents reported seeing images of either El Salvador or Paraguay (9.2% and 2.5%, 

respectively) in the media recently. 

Analysis According to the Research Questions 

To ascertain the impact of a tourism website on visitors’ images of a nation, respondents’ 

image ratings prior to visiting the tourism website were compared to those ratings solicited after 

browsing the tourism website for several minutes. As can be seen in Table 4-1, significant 

differences in total image scores for the three nations combined were observed for all 

components of an image: cognitive, affective, evaluative and behavioral. In general, respondents 

exposed to a tourism website rated the Latin American nation more favorably and positively than 

respondents who were not exposed to a tourism website. However, when the image scores were 
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observed by individual nation and image component rather than as a group, differences did exist. 

The findings, as detailed below, provide such evidence. 

Research Questions 

RQ1: Can each nation’s tourism website change a person’s knowledge about that nation? 

To determine the impact of the Latin American tourism website on respondents’ 

knowledge about a nation, respondents’ cognitive image ratings prior to visiting the tourism 

website were compared to those ratings solicited after browsing the tourism website for several 

minutes. As can be seen in Table 4-2, the total average cognitive image score is not statistically 

significant for Colombia (t= 1.82, df= 29, p= .079). However, the total average cognitive image 

score is statistically significant for Paraguay (t= 4.41, df= 29, p= .000) as well as for El Salvador 

(t= -2.45, df= 29, p= .021). Therefore, as a whole, the tourism websites of both El Salvador and 

Paraguay were more successful in changing respondents’ knowledge about their nations than 

Colombia’s tourism website. 

For the most part, respondents exposed to the tourism website slightly altered their 

knowledge of a Latin American nation from their knowledge before they were exposed to the 

tourism website. After visiting a nation’s tourism website, respondents agreed more that all three 

Latin American nations—Colombia, El Salvador and Paraguay— are politically stable as well as 

safe to visit. Also after visiting a nation’s tourism website, respondents were more 

knowledgeable about the nation’s location.  

Statistically significant differences in cognitive images of Colombia were found for likert 

items related to country size (t= 2.73, df= 29, p= .011), safety (t= 4.58, df= 29, p= .000), location 

(t= 4.08, df= 29, p= .000), political stability (t= -3.46, df= 29, p= .002) and shopping 

opportunities (t= -2.90, df= 29, p= .007). After visiting Colombia’s tourism website, respondents 
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agreed more that Colombia is a great place for shopping (M= 3.60, SD= .81) and disagreed more 

that Colombia is a small country (M= 2.57, SD=.90). 

Statistically significant differences in El Salvador’s cognitive image scores were 

observed for six of the eight items: safety (t= 3.90, df= 29, p= .001), location (t= 4.66, df= 29, p= 

.000), political stability (t= -4.65, df= 29, p= .000), country size (t= 2.16, df= 29, p= .039), sight-

seeing opportunities (t= 4.17, df= 29, p= .000) and tour expenses (t= 2.28, df= 29, p= .030). 

After visiting El Salvador’s tourism website, respondents disagreed more with the following 

statements: “There is not much to see in El Salvador” (M= 1.97, SD= .77) and “El Salvador is an 

expensive place to tour” (M= 2.13, SD= .78). 

Statistically significant differences in Paraguay’s cognitive image scores were observed 

for almost all items: country size (t= 2.90, df= 29, p= .007), sight-seeing opportunities (t= 3.79, 

df= 29, p= .001), safety (t= 3.18, df= 29, p= .003), location (t= 3.94, df= 29, p= .000), political 

stability (t= -2.08, df= 29, p= .046), shopping opportunities (t= -3.29, df= 29, p= .003) and 

availability of information (t= 3.29, df= 29, p= .003). Respondents agreed more that Paraguay is 

a great place for shopping (M= 3.50, SD= .82) after visiting Paraguay’s tourism website. Also, 

respondents disagreed more with the ideas that there is not much to see in Paraguay (M= 1.60, 

SD= .68) and that it is difficult to obtain information on Paraguay (M= 1.57, SD= .57). 

RQ2: Can each nation’s tourism website change a person’s feelings towards and evaluation 
of that nation? 

To determine the impact of the Latin American tourism website on respondents’ feelings 

towards and evaluation of a nation, respondents’ affective and evaluative image ratings prior to 

visiting the tourism website were compared to those ratings solicited after browsing the tourism 

website. As can be seen in Table 4-3, the total average affective/evaluative image score is not 

statistically significant for Paraguay (t= -0.45, df= 29, p= .964), yet it is statistically significant 
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for both Colombia (t= 4.87, df= 29, p= .000) and El Salvador (t= 5.55, df= 29, p= .000). Thus, 

the tourism websites of both Colombia and El Salvador were more successful in changing 

respondents’ feelings towards and evaluation of their nations than Paraguay’s tourism website. 

For the most part, respondents exposed to the tourism website slightly altered their 

feelings toward and evaluation of a Latin American nation from their feelings and evaluations 

before they were exposed to the tourism website. Statistically significant differences in all three 

nation’s image scores were observed for 14 out of the 20 bipolar items. Respondents rated 

Colombia, El Salvador and Paraguay as more romantic, safe, interesting, vibrant, pretty, 

harmonious, clean, upscale, accessible, touristy, economically wealthy, developed and favorable 

after visiting their tourism websites. 

Statistically significant differences in Colombia’s affective image scores were also 

observed for the following items: feminine--masculine (t= 4.33, df= 29, p= .000), friendly--cold 

(t= 2.52, df= 29, p= .017), old--new (t= -4.21, df= 29, p= .000), natural--artificial (t= 2.81, df= 

29, p= .009) and overcrowded--sparse (t= -2.72, df= 29, p= .011). 

Statistically significant differences in El Salvador’s affective image scores were also 

observed for the following items: innocent--sinful (t= 3.74, df= 29, p= .001), feminine--

masculine (t= 3.10, df= 29, p= .004) and overcrowded--sparse (t= -3.61, df= 29, p= .001). 

Statistically significant differences in Paraguay’s affective image scores were also 

observed for the following items: friendly--cold (t= 2.77, df= 29, p= .010), old--new (t= -2.25, 

df= 29, p= .032) and sophisticated--simple (t= 3.79, df= 29, p= .001). 

RQ3: Can each nation’s tourism website change a person’s intention to visit or live in that 
nation? 

To determine the impact of the Latin American tourism website on visitors’ intention to 

visit or live in that nation, respondents’ behavioral image ratings prior to visiting the tourism 
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website were compared to those ratings solicited after browsing the tourism website for several 

minutes. As can be seen in Table 4-4, the total average behavioral image score is not statistically 

significant for Paraguay (t= -1.16, df= 29, p= .256). However, the total average behavioral image 

score is statistically significant for both Colombia (t= -3.02, df= 29, p= .005) and El Salvador (t= 

--6.15, df= 29, p= .000). Consequently, the tourism websites of both Colombia and El Salvador 

were more successful in changing respondents’ intention to visit or live in their nations than 

Paraguay’s tourism website. 

Mostly, respondents exposed to the tourism website slightly altered their behavioral 

intentions of a Latin American nation from their behavioral intentions before they were exposed 

to the tourism website. All mean scores increased when respondents were asked their intention to 

visit the nation after visiting its tourism website. Statistically significant differences occurred 

only for El Salvador (t= -4.37, df= 29, p= .000) and Paraguay (t= 5.95, df= 29, p= .000) for the 

statement: “I would like to visit Nation X.” Surprisingly, mean scores increased only for 

Colombia when respondents were asked their intention to live in the nation after visiting its 

tourism website. Respondents disagreed less that they would like to live in Colombia (M= 2.57, 

SD= 1.00) but disagreed more that they would like to live in El Salvador (M= 1.60, SD= .77) or 

Paraguay (M= 2.13, SD= .78). 

RQ4: Does a nation’s tourism website enhance or modify images held of that nation by 
those who visit the website? 

Figure 4-1 provides the frequency of responses to the first of three open-ended image 

questions included in the survey. The most common responses were images of physical attributes 

of each nation. Physical images consisted of references to flora and fauna, such as jungles, 

rainforests, jungles and trees. The second most frequent image dimension for El Salvador and 

Paraguay was the cultural dimension (N= 23, N= 31, respectively), more specifically 
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characteristics of native people (N= 8, N= 10, respectively) were most common. Interestingly, in 

the case of Colombia, there were more economic and political dimensions (N= 24) reported than 

cultural dimensions (N= 17). Specifically, respondents listed images of agriculture (N= 11), 

mostly coffee, and crime (N= 7), mostly drugs and violence. All nations were also frequently 

linked to images of poverty. There were few images which made reference to a nation’s 

atmosphere and some respondents even offered no images in the cases of El Salvador and 

Paraguay.  

Figure 4-2 provides the frequency of responses to the second of three open-ended image 

questions included in the survey. Before providing images or characteristics of a nation this 

second time, respondents were able to view the homepage of the nation’s tourism website for ten 

seconds. The visuals on the website’s home page led to an increase in the number of images 

respondents offered for the open-ended question. The number of physical images offered 

remained high, but images within the atmosphere dimension increased considerably across all 

nations. In comparison to the other two stages of the survey when respondents were asked the 

open-ended image questions, respondents offered the most images belonging to the atmosphere 

dimension during this first impression phase. It seems as though their brief exposure to the 

tourism website and the visuals displayed on its homepage greatly affected respondents’ 

formation of affective and evaluative images. In addition to identifying tangible images and 

characteristics of the nations, respondents were also voluntarily offering intangible images and 

characteristics of the nations. The most frequent characteristics attributed to the three nations 

were the following intangible images and characteristics: vibrant, colorful and beautiful. 

After the first impression phase, respondents’ most common images of Colombia fell into 

the cultural category. The large visual of the two women on Colombia’s home page evoked 
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many responses related to indigenous and ethnic people. There were no images of poverty, drugs 

or crime linked to Colombia; instead, the economic/political dimension consisted of images of 

coffee, shopping and tourism. In fact, images of tourism were among the top four responses for 

all three nations.  

The sharp increase in Paraguay’s economic/political dimension may be explained by the 

large picture of a city’s skyline which dominates the homepage of Paraguay’s tourism website. 

This particular image on Paraguay’s tourism website changed the minds of many respondents 

who initially labeled Paraguay as old and underdeveloped and left an impression of a developed, 

urban nation on the minds of the website visitors. 

Figure 4-3 provides the frequency of responses to the final of three open-ended image 

questions included in the survey. Before providing images or characteristics of a nation this last 

time, respondents browsed the nation’s tourism website for approximately ten minutes. Their 

exploration of and interaction with the tourism website led to more informed and descriptive 

images of all three nations. 

Once again, physical images were the most common for all three nations, with almost 

equal mention of both terrestrial and aquatic images. Images of a nation’s tradition/history were 

very frequent after respondents browsed the tourism website whereas they were rarely given in 

response to the first open-ended image question.  

RQ5: Based on the findings of the preceding questions, do differences exist between images 
of Colombia, El Salvador and Paraguay? 

Yes, as revealed in the preceding findings, image differences do exist between Colombia, 

El Salvador and Paraguay. Most importantly, El Salvador is the only nation which had 

statistically significant differences for all image components’ total average image scores: 

cognitive, affective/evaluative and behavioral. Colombia’s total average image scores only 
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possessed statistically significant differences for the affective/evaluative and behavioral 

components of image. Meanwhile, Paraguay had statistically significant total average image 

scores solely for the cognitive component of image. Based on these observations, El Salvador 

seems to be most successful in altering respondents’ images of its nations followed by Colombia 

and Paraguay. 

Images offered by respondents when prompted with the open-ended question also varied 

by nation. Though the majority of responses were similar across nations, respondents also 

offered distinct and specific images and characteristics of nations such as “Juan Valdez” for 

Colombia, “impressive” for El Salvador and “guarani” for Paraguay. 
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Table 4-1.  Overall images differences before and after intervention 
 Pre-website Post-website    
 Mean SDa Mean SDa t df p 

Cognitive** 2.71 0.36 2.46 0.32 5.568 89 .000 
Affective/Evaluative** 3.53 0.43 3.14 0.44 9.941 89 .000 
Behavioral** 2.44 0.60 2.88 0.66 -7.749 89 .000 

Note. Values are the mean of reported scores on a 5-point Likert scale (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 
= Strongly Agree).  
aStandard Deviation. 
*p < .05   
**p< .01. 
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Table 4-2.  Overall cognitive images differences before and after intervention 
 Colombia El Salvador Paraguay 
 Pre- 

Mean 
Post- 
Mean 

Pre- 
Mean 

Post- 
Mean 

Pre- 
Mean 

Post- 
Mean 

Nation X is an expensive place to tour. 2.73 2.70 2.57* 2.13* 2.53 2.80 
Nation X is a small country. 3.03* 2.57* 3.83* 3.50* 3.67** 3.13** 
There is not much to see in Nation X. 1.90 1.77 2.73** 1.97** 2.03** 1.60** 
It is not safe to visit Nation X because of the crime. 3.07** 2.37** 3.07** 2.43** 2.60** 2.10** 
I have no idea where Nation X is located at. 2.57** 1.60** 2.83** 1.83** 2.80** 1.63** 
Nation X is politically stable. 2.53** 3.10** 2.73** 3.27** 2.93* 3.30 * 
Shopping would be great in Nation X. 3.00** 3.60** 2.77 3.03 3.03** 3.50** 
It is difficult to obtain information on Nation X. 1.93 1.67 2.00 1.73 2.03** 1.57** 
Total Average Cognitive Score 2.60 2.45 2.82** 2.49** 2.47* 2.56* 

Note. Values are the mean of reported scores on a 5-point Likert scale (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 
= Strongly Agree).  
*p < .05   
**p< .01. 
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Table 4-3.  Overall affective/evaluative images differences before and after intervention 
 Colombia El Salvador Paraguay 
 Pre- 

Mean 
Post- 
Mean 

Pre- 
Mean 

Post- 
Mean 

Pre- 
Mean 

Post- 
Mean 

Innocent--Sinful 3.60 3.37 3.53** 2.90** 3.13 3.13 
Feminine--Masculine 4.53** 3.70** 4.10** 3.40** 4.00 3.67 
Friendly--Cold 3.47* 2.87* 3.33 3.03 3.03* 2.60* 
Romantic--Boring 3.23** 2.30** 3.67** 2.90** 3.33** 2.47** 
Old--New 3.37** 4.20** 3.03 3.03 3.07* 3.83* 
Safe--Unsafe 4.53** 3.47** 4.50** 3.47** 3.87** 2.87** 
Interesting--Uninteresting 2.57* 2.03* 3.13* 2.50* 2.47** 1.92** 
Vibrant--Stagnant 2.80** 1.90** 3.17** 2.40** 2.80** 1.93** 
Pretty--Ugly 2.57** 1.73** 3.17** 2.30** 2.57** 1.97** 
Sophisticated--Simple 4.30 3.93 4.63 4.30 4.73** 3.93** 
Natural--Artificial 2.43** 1.93** 2.43 2.03 2.20 1.87 
Harmonious--Conflictual 4.03** 3.10** 4.07** 2.83** 3.73** 2.70** 
Dirty--Clean 3.60** 4.80** 3.13** 4.53** 3.47** 5.07** 
Overcrowded--Sparse 3.73* 4.23* 3.50** 4.23** 3.93 4.00 
Upscale--Poor 4.80** 3.80** 4.97** 4.40** 4.80** 3.30** 
Accessible--Isolated 4.13** 3.13** 4.20** 3.20** 3.67** 2.37** 
Touristy--Not Toursity At All 3.97** 2.93** 4.27** 3.37** 3.70** 2.40** 
Economically Poor--Economically Wealthy 3.07** 3.90** 2.80** 3.43** 3.13** 3.83** 
Underdeveloped--Developed 3.20* 3.77* 2.77* 3.23* 3.00** 3.83** 
Favorable--Unfavorable 3.53** 2.70** 4.17** 2.93** 3.40** 2.50** 
Total Average Affective Score 3.57** 3.91** 3.63** 3.30** 3.64 3.64 

Note. Values are the mean of reported scores on a 7-point semantic differential scale (1-----7).  
*p < .05   
**p< .01. 
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Table 4-4.  Overall behavioral images differences before and after intervention 

 Colombia El Salvador Paraguay 
 Pre- 

Mean 
Post- 
Mean 

Pre- 
Mean 

Post- 
Mean 

Pre- 
Mean 

Post- 
Mean 

I would like to visit Nation X. 3.20 3.60 2.63** 3.33** 3.07** 3.87** 
I am afraid to visit any country I know nothing of. 2.63 2.40 2.93 2.73 2.37 2.13 
I would like to live in Nation X 1.77** 2.57** 2.57** 1.60** 2.70** 1.77** 
Total Average Behavioral Score 2.53** 2.86** 2.39** 2.88** 2.46 2.56 

Note. Values are the mean of reported scores on a 5-point Likert scale (1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 
= Strongly Agree).  
*p < .05   
**p< .01. 
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Figure 4-1.  Images before intervention 

Figure 4-2.  Images after first impression 

Figure 4-3.  Images after intervention 
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CHAPTER 5 
DISCUSSION AND CONCLUSION 

The purpose of this study was to understand and compare Latin American nations’ use of 

image and impression management on their tourism websites. Specifically, this study sought to 

discover whether or not a nation’s tourism website is an effective impression management tool 

equipped with the capacity to enhance or modify visitors’ images of nations. 

The first research question sought to determine the impact of a nation’s tourism website on 

respondents’ knowledge about the nation. In general, respondents’ beliefs and knowledge of a 

nation changed after their exposure to the tourism website. However, statistically significant 

differences were observed for Paraguay and El Salvador only and not for Colombia. This is to 

some extent a reflection of the results from the filter check questions. About one-third of all 

respondents had recently read about or seen images of Colombia in the media while more than 

half of the respondents knew someone who had visited or lived in Colombia. In comparison to El 

Salvador and Paraguay, it would make sense that Americans seem more familiar with and feel 

greater proximity to Colombia due to its somewhat frequent presence in American media. 

Colombia’s prevalence in American media is mostly due to the fact that Colombia is one of the 

largest recipients of United States foreign aid. El Salvador and Paraguay, on the other hand, 

scarcely make headline news in the United States recently. These observations may also explain 

why some respondents were incapable of offering any images at all of either El Salvador or 

Paraguay in response to the first open-ended question. Since there is little information about or 

exposure to El Salvador or Paraguay to begin with, it is not surprising that their tourism websites 

were most successful in changing respondents’ beliefs and knowledge of their nation. 

Interestingly, at the end of the experiment, respondents agreed more that Colombia, El 

Salvador and Paraguay are politically stable and safe nations to visit. Colombia’s claim that “the 
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only risk is wanting to stay” may have effectively persuaded and changed respondents’ 

perceptions of political stability and safety in Colombia. In addition to Colombia, El Salvador 

and Paraguay were able to convince respondents that their nations are harmonious and safe 

tourism destinations. The professionalism, logic organization and easy navigation of the tourism 

websites most likely influenced respondents’ trust in and positive attitudes towards the three 

nations. A less surprising result was that respondents were also more knowledgeable about each 

nation’s location and perceived each country as larger in size after visiting the nation’s tourism 

website. As expected, each nation attributed a section on its tourism website to illustrate its 

geographic location and inform visitors of its nations’ various regions. After exposure to the 

website, respondents believed that there is much to see in all three nations and shopping would 

be great in all three nations. Also, after visiting the website, respondents disagreed more with the 

idea that Colombia and El Salvador are expensive places to tour. On the other hand, respondents 

rated Paraguay as more expensive after visiting its website. While Colombia and El Salvador 

position themselves as safe, natural and lush destinations, Paraguay positions itself as a 

technological nation, filled with endless investment opportunities and access to luxurious 

activities. 

The second research question sought to determine the impact of a nation’s tourism website 

on respondents’ feelings towards the nation. Essentially, respondents exposed to the tourism 

website reported more positive feelings toward and favorable evaluations of all three nations 

after they were exposed to the tourism website. Respondents rated Colombia, El Salvador and 

Paraguay as more romantic, safe, interesting, vibrant, pretty, harmonious, clean, upscale, 

accessible, touristy, economically wealthy, developed and favorable among other items. The 

content and design of each nation’s tourism website most likely influenced respondents’ feelings 
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and evaluations of the nation. Ironically, Paraguay, whose slogan is “you have to feel it,” was the 

only nation which did not have statistically significant differences for its total average 

affective/evaluative image score. The explanation for this is uncertain. 

The third research question attempted to establish the impact of a nation’s tourism 

website on visitors’ intentions to visit or live in that nation. The total average behavioral image 

score was not statistically significant for Paraguay. However, the total average behavioral image 

score was statistically significant for Colombia and for El Salvador. Consequently, the tourism 

websites of both Colombia and El Salvador were more successful in changing respondents’ 

intention to visit or live in their nations than Paraguay’s tourism website. This is rather 

unexpected since of the three nations, Paraguay is the only nation with a slogan which provokes 

action: “you have to feel it.” The reason for this finding is unclear without further research. Not 

so surprisingly, respondents agreed more that they would like to visit all three nations after 

visiting its tourism websites. Strangely, though, while respondents agreed more that they would 

like to live in Colombia, they agreed less that they would like to live in either El Salvador or 

Paraguay after visiting their tourism websites. The latter of these findings seem to contradict the 

earlier findings which demonstrated a greater interesting in traveling to El Salvador and 

Paraguay upon visiting their tourism websites. An explanation may be that after more than 10 

minutes of exposure to the tourism website, respondents may be primed to view and perceive the 

nation as a temporary vacation destination versus a potential place to call their permanent home. 

The fourth research question sought to determine respondents’ descriptive, detailed and 

distinctive impressions of each nation. When respondents were first asked the open-ended 

question about their images of a certain nation, most respondents characterized each nation by 

stereotypical mental pictures. The high frequency of physical images such as beaches and 
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rainforests may be reflective of the common perception and depiction of Latin America as a lush, 

tropical region in the world. Countries such as Brazil, Mexico and Costa Rica have attracted 

attention to the Latin American region by successfully positioning themselves within the 

ecotourism market segment of the tourism industry and circulating many visuals of their natural 

environments and outdoor activities via international advertising and marketing materials.  

Based on each nation’s most frequent images, it is apparent that responses were influenced 

by the visuals presented to them on the tourism website. Respondents’ numerous intangible 

images of nations may further demonstrate and support the notion that tourism websites are 

strategic impression management tools. They have the ability not only to build awareness and 

knowledge among its audiences, also referred to as cognitive images, but also to influence 

audiences’ interest and attitudes towards a nation, also known as affective and evaluative images. 

The open-ended image questions proved useful for determining not only existing imagery but 

also for monitoring the effect of the tourism websites on these images of nations. 

Overall, images of Colombia, El Salvador and Paraguay were mixed and consisted of 

positive, negative and neutral images. Before visiting the tourism websites, the negative images 

of nations were associated mostly with poverty and crime. Physical images of Colombia, El 

Salvador and Paraguay included generic references to rainforests, jungles, mountains, beaches, 

oceans and waterfalls. Cultural images consisted of history, tradition, the Spanish language and 

indigenous people. The images and characteristics which fell under the economic/political 

dimension were mostly negative: third-world, poverty, drugs, cocaine, violence, corruption and 

dictatorship. Colombian coffee was the only positive image of Colombia in terms of politics and 

economics. 
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After visiting the tourism websites, images became more positive and descriptive. In other 

words, after the intervention the overall images were more positive than the overall images held 

before the intervention. Positive images and characteristics of Colombia included the Amazon, 

colorful costumes, handicrafts, coffee plantations, resorts, relaxing, beautiful, modern, paradise 

and more. There were only two instances of negative images: drug wars and dull. Positive 

images and characteristics of El Salvador consisted of beachside restaurants, ecotourism, surfing, 

white water rafting, volcanoes, pyramids, tropical and attractive. A few negative images and 

characteristics of El Salvador did exist. Negative references were made most specifically to bad 

climate, dirt and underdeveloped locations. Positive images and characteristics of Paraguay 

included spas, good climate, Asuncion, guarani, developed, adventurous, diverse, and exotic. In 

the open ended responses, after visiting Paraguay’s website, no negative images or 

characteristics were offered. 

The fifth and final research question attempted to determine if there were any differences 

between images of Colombia, El Salvador and Paraguay. Because El Salvador is the only nation 

which had statistically significant differences, it appears to be the most successful nation at 

altering website visitors’ images of its nation. Both Colombia and El Salvador possess 

statistically significant differences for their affective/evaluative and behavioral images. This 

evidence reveals a relationship between these image components. Specifically, those who have 

more positive feelings towards and evaluations of a nation are also more likely to want to visit 

that nation. Evidence also shows that at first glance, visuals on a website’s home page can make 

lasting impressions on website visitors. After the first impression phase, respondents held 

distinctive impressions of each nation as a result of the large, focal visuals. For these reasons, 
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image and impression management are necessary when planning an online campaign and 

designing the campaign’s official website. 

Implications  

Nations must invest in their tourism sectors if they want to manage their international 

reputation as well as sustain their economies. In order for a government to understand its nation’s 

current images and achieve its desired images, governments seek professional counsel. Usually, 

public relations practitioners are charged with managing a nation’s public image. This charge 

becomes especially important to a nation’s success in the tourism industry. Public relations 

practitioners must be able to work with website designers to strategically and effectively 

communicate and maintain a nation’s image via their official tourism website.  

From a practical perspective, the overall understanding of the components of an image and 

the factors influencing the forming and shaping of images and impressions will help nations and 

public relations practitioners to communicate a fitting image online. As has been demonstrated, 

first impressions matter and websites serve as effective impression management tools. With the 

right amount of research and planning, tourism websites can increase visitors’ beliefs, knowledge 

of a nation, feelings toward and evaluation of a nation, and intentions to visit or live in a nation. 

Public relations practitioners must also consider the necessity to establish trust and credibility 

among publics, both internally and externally, in order to successfully attract individuals’ 

attention and influence their images and impressions of a nation. 

Since it has been demonstrated that a tourism website can positively influence individuals’ 

images of a nation, all nations should invest in their online presence beginning with a tourism 

website. A tourism website provides the capacity for the nation to build and achieve national 

unity, greater recognition in the global realm, respect for its country and its people and 

international political and economic relationships. 
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Recommendations 

A nation’s website must project an image which will create a lasting impression on online 

users’ minds and entice visitors to return to the site. First-time visitors of the nation’s tourism 

website may not possess prior knowledge of the nation. Thus, a tourism website should be as 

informative as possible and convey the nation’s location, what the nation has to offer and contact 

information. Developing content distinctive to the nation or its location is another way to draw 

visitors to a tourism website. Additionally, nations must structure their websites to be easily 

navigable and with constantly updated content so that all information and visuals are current, 

fresh and exciting. Keeping that in mind, web designers and content managers must avoid getting 

caught up in online clutter. Web designers and public relations practitioners must strive to make 

a strong first impression with the home page of the tourism website. To be successful, the home 

page must be inviting, emotive and visually pleasing to the visitor’s eyes.  

A major challenge is designing a tourism website that is attractive on first view and 

fascinating enough to encourage repeat visits. Public relations practitioners must spread 

awareness of a nation’s online campaign and spark audiences’ curiosity with striking, powerful 

visuals. By relying on word-of-mouth and other branding strategies, public relations practitioners 

can increasingly direct traffic and attract visitors to the website. Governments and tourism 

institutions should develop strategic alliances and partnerships with small and large businesses at 

local and national levels. Businesses can provide a link to their nation’s official tourism website 

on their own websites and marketing materials as a special courtesy for international business 

partners, business travelers and potential investors. Providing easy access for foreign audiences 

to a tourism website will likely encourage business travelers to visit the nation and possibly 

invest in the business and the nation. All businesses within the hospitality industry such as 

hotels, restaurants, tour operators and cultural institutions should also support and promote their 
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nation’s tourism website through their individual marketing and public relations efforts. A link to 

the nation’s official tourism website should be provided on all tourism communication materials, 

including business cards, press releases, advertisements, brochures, annual reports and all other 

publications. Creating national awareness and recruiting support from their own residents, 

nations can build national unity and a cohesive national image which will build credibility and 

increasingly attract the attention and trust of foreign audiences.  

Limitations 

Because of the exploratory nature of this study and the sample consisting of university 

students, this research is not generalizable. Most likely due to University of Florida’s proximity 

to Latin America as well as the large Hispanic population in the state of Florida, many 

respondents had experiences with or knew someone who had experiences with Colombia. This 

proved as a challenge when attempting to acquire an equal amount of unbiased respondents for 

each nation.  

Although there statistical significance is observed for many variables within each group, 

the findings cannot be attributed to tourism websites because there was no control group. Also, 

the results do not reveal exactly how respondents explored and interacted with website. The 

details of the exploration phase may have been able to explain how or why respondents rated the 

images of the nations as they did.  

Though mostly based on Beerli and Martin’s (2004) image dimensions, the data coding is 

subject to interpersonal biases in the creation of the concept categories. Additionally, the images 

elicited are not assessed on traditional measurement concerns of reliability and validity. 

However, free elicitation is appropriate as an exploratory technique. 
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Suggestions for Further Research 

In this specific study, tourism websites seem to have an impact on visitors’ images of 

nations. The websites have the potential to act as an influential impression management tool 

which can lead to the enhancing or modifying of images and impressions. Future studies should 

investigate the relationships between the four components of image. Do a person’s cognitive 

images and affective/evaluative images determine that person’s behavioral images or vice versa? 

Researchers should perhaps perform a content analysis of the tourism websites to further provide 

explanations on respondents’ image ratings and the differences which exist between nations. 

Future studies should include an investigation of the role of interactivity in image impression 

management in order to observe the functions as well as the visuals of the website. Having 

access to and conducting interviews with the online tourism campaign planners, including the 

web designers, can also provide further insight into how a nation or government plans and 

manages its desired impressions and images online. Furthermore, research should further 

research should include the use of computer software which can track what visitors click on and 

look at while exploring the website. This will allow the researcher to observe what exactly on the 

website caused or formed the respondents’ images of the nation. Another idea, though quite 

difficult to accomplish, would be to run the experiment again with same sample to assess if 

images remain or changed after time has past.  

Researchers must continue to study how image and impression management is 

communicated online and conduct studies over time. This study serves as the beginning of what 

could potentially be a wide range of research related to the study of image building, impression 

management and online campaigns, which will continue to expand with the growing and 

evolving field of public relations. 
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APPENDIX A 
INFORMED CONSENT FORM 

Protocol Title: Images of Latin America: Managing Impressions through Tourism Websites 
 

Please read this consent document carefully before you decide to participate in this study. 
 
Purpose of the research study:  
 
The purpose of this study is to assess students’ knowledge and feelings about certain nations. 
 
What you will be asked to do in the study:  
 
You will be asked to answer questions about your knowledge and feelings towards a nation. You 
will also be asked to explore a website. Then, you will be presented with additional questions 
which will ask you further about a nation, your general Internet use and basic demographic 
information. 
 
Time required:  
 
20 minutes 
 
Risks and Benefits:  
 
We do not anticipate that you will have any risks from participating in this study. We do not 
anticipate that you will benefit directly by participating in this experiment. 
 
Compensation:  
 
There will be no compensation. 
 
Confidentiality:  
 
Your identity will be kept confidential to the extent provided by law. Your information will be 
assigned a code number so your name will not be linked to your responses. When the study is 
completed and the data have been analyzed, the list will be destroyed. Your name will not be 
used in any report.  
 
Voluntary participation:  
 
Your participation in this study is completely voluntary. There is no penalty for not participating.  
 
Right to withdraw from the study:  
 
You have the right to withdraw from the study at anytime without consequence.  
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Whom to contact if you have questions about the study:  
 
Jennifer Valdes, Graduate Student, College of Journalism and Communications, 305-733-3800, 
jemi612@ufl.edu. 
 
Janis Page, PhD., College of Journalism and Communications, 3065 Weimer Hall, 392-0491, 
jpage@jou.ufl.edu. 
 
Whom to contact about your rights as a research participant in the study:  
 
IRB02 Office, Box 112250, University of Florida, Gainesville, FL 32611-2250; phone 392-0433.  
 
Agreement:  
 
I have read the procedure described above. I voluntarily agree to participate in the procedure and 
I have received a copy of this description.  
 
Participant: ___________________________________________ Date: _________________  
 
 
Principal Investigator: ___________________________________ Date: _________________  
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APPENDIX B 
SURVEY QUESTIONNAIRE FOR EXPERIMENT GROUP 

 
INTRODUCTION 
 
Thank you for taking the time to answer the questions in this survey. Your answers will be used 
only for statistical purposes and will remain strictly confidential to the extent provided by law. 
Please read the instructions and questions carefully.  

1. Please complete the following statements by checking all that apply: 
 

 

C
ol

om
bi

a 

El
 S

al
va

do
r 

Pa
ra

gu
ay

 

a. I have visited…     
b. I have lived in…    
c. I know someone who has visited…    
d. I know someone who has lived in…    
e. I have recently read about___ in the media…    
f. I have recently seen images (i.e., photo or film) about ___ in the 

media… 
   

 
 Next 

Part IA 
 

2. What images or characteristics come to mind when you think of Nation X? 
 
 

 
 

 Next 
 
Please select the number that best represents your current beliefs or knowledge about Nation X. 
(1=strongly disagree, 5= strongly agree) 

           Strongly         Strongly 
              Disagree  Disagree Neutral  Agree  Agree 
3. Nation X is an expensive place to tour.  1 2 3 4 5 
4. Nation X is a small country.    1 2 3 4 5 
5. There is not much to see in Nation X.   1 2 3 4 5 
6. It is not safe to visit Nation X because of the crime. 1 2 3 4 5 
7. I have no idea where Nation X is located at.  1 2 3 4 5 
8. Nation X is politically stable.    1 2 3 4 5 
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9. Shopping would be great in Nation X.  1 2 3 4 5 
10. It is difficult to obtain information on Nation X. 1 2 3 4 5 

 Next 
 
 

Please select the number that best describes your feelings towards or evaluation of Nation X.  
 

11. Innocent 1 2 3 4 5 6 7 Sinful 
12. Feminine 1 2 3 4 5 6 7 Masculine 
13. Friendly 1 2 3 4 5 6 7 Cold 
14. Romantic 1 2 3 4 5 6 7 Boring 
15. Old  1 2 3 4 5 6 7 New 
16. Safe  1 2 3 4 5 6 7 Unsafe 
17. Interesting 1 2 3 4 5 6 7 Uninteresting 
18. Vibrant 1 2 3 4 5 6 7 Stagnant 
19. Pretty  1 2 3 4 5 6 7 Ugly 
20. Sophisticated 1 2 3 4 5 6 7 Simple 
21. Natural 1 2 3 4 5 6 7 Artificial 
22. Harmonious 1 2 3 4 5 6 7 Conflictual 
23. Dirty  1 2 3 4 5 6 7 Clean 
24. Overcrowded 1 2 3 4 5 6 7 Sparse 
25. Upscale 1 2 3 4 5 6 7 Poor 
26. Accessible 1 2 3 4 5 6 7 Isolated 
27. Touristy 1 2 3 4 5 6 7 Not At All Touristy 
28. Economically 1 2 3 4 5 6 7 Economically  

Poor         Wealthy 
29. Underdeveloped1 2 3 4 5 6 7 Overdeveloped 
30. Favorable 1 2 3 4 5 6 7 Unfavorable 

 
 Next 

 
Please select the number that best represents your intentions to visit or live in Nation X. 
(1=strongly disagree, 5= strongly agree) 
 

           Strongly         Strongly 
              Disagree  Disagree Neutral  Agree  Agree 
31. I would like to visit Nation X in the near future. 1 2 3 4 5 
32. I am afraid to visit any country I know nothing of. 1 2 3 4 5 
33. I would like to live in Nation X in the near future. 1 2 3 4 5 

 
 Next 

 
 

Next, you will briefly see a snapshot of a website. Following the image, you will be prompted by 
a question.  

 Next 
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[Snapshot of Nation X website’s home page will be displayed here for 10 seconds. See 

Appendices B, C and D] 
 
 

34. What images or characteristics come to mind when you think of Nation X? 
 
 

 
 

 Next 
 

 
 

Now, you will have the opportunity to browse and navigate through a website for 
approximately 10 minutes. Click on the following link. 

 
  Next 

 
35. What images or characteristics come to mind when you think of Nation X? 

 
 

 
 

 Next 
 

 
Please select the number that best represents your current beliefs or knowledge about Nation 
X. (1=strongly disagree, 5= strongly agree) 
               Strongly         Strongly 
              Disagree  Disagree Neutral  Agree  Agree 
36. There is not much to see in Nation X.  1 2 3 4 5 
37. I have no idea where Nation X is located at.  1 2 3 4 5 
38. Shopping would be great in Nation X.  1 2 3 4 5 
39. Nation X is an expensive place to tour.  1 2 3 4 5 
40. It is not safe to visit Nation X because of the crime. 1 2 3 4 5 
41. Nation X is politically stable.    1 2 3 4 5 
42. Nation X is a small country.    1 2 3 4 5 

 
 Next 

 
 
 
 
 
 

http://www.destinationx.com/�


 

76 

Please select the number that best describes your feelings towards or evaluation of Nation X.  
 

43. Interesting 1 2 3 4 5 6 7 Uninteresting 
44. Vibrant 1 2 3 4 5 6 7 Stagnant 
45. Romantic 1 2 3 4 5 6 7 Boring 
46. Dirty  1 2 3 4 5 6 7 Clean 
47. Pretty  1 2 3 4 5 6 7 Ugly 
48. Natural 1 2 3 4 5 6 7 Artificial 
49. Innocent 1 2 3 4 5 6 7 Sinful 
50. Harmonious 1 2 3 4 5 6 7 Conflictual 
51. Old  1 2 3 4 5 6 7 New 
52. Safe  1 2 3 4 5 6 7 Unsafe 
53. Underdeveloped1 2 3 4 5 6 7 Overdeveloped 
54. Overcrowded 1 2 3 4 5 6 7 Sparse 
55. Upscale 1 2 3 4 5 6 7 Poor 
56. Friendly 1 2 3 4 5 6 7 Cold 
57. Accessible 1 2 3 4 5 6 7 Isolated 
58. Touristy 1 2 3 4 5 6 7 Not At All Touristy 
59. Feminine 1 2 3 4 5 6 7 Masculine 
60. Economically 1 2 3 4 5 6 7 Economically  

Poor         Wealthy 
61. Favorable 1 2 3 4 5 6 7 Unfavorable 
62. Sophisticated 1 2 3 4 5 6 7 Simple 

 
 Next 

 
 

 
Please select the number that best represents your intentions to visit or live in Nation X. 
(1=strongly disagree, 5= strongly agree) 
 

           Strongly         Strongly 
              Disagree  Disagree Neutral  Agree  Agree 
63. I would like to live in Nation X in the near future. 1 2 3 4 5 
64. I would like to visit Nation X in the near future. 1 2 3 4 5 
65. I am afraid to visit any country I know nothing of. 1 2 3 4 5 

 
 Next 

 
General Internet Use 
 
1. Do you use a computer at your workplace, at school, at home, or anywhere else on at least an 
occasional basis? 

[ ] Yes 
[ ] No 
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2. About how often do you go online for getting information? 
[ ] Several times a day  
[ ] About once a day  
[ ] 3-5 days a week  
[ ] 1-2 days a week  
[ ] Every few weeks  
[ ] Every few months  
[ ] Less often  
[ ] Never  

 
3. What is the average number of hours you spend on getting news or information from the 
Internet every day? 

[ ] 0  
[ ] 1  
[ ] 2-5  
[ ] 6-10  
[ ] more than 10  
 

 Next 
 

 
 
Demographics 
 
1. Gender: Male [ ]  Female [ ] 
2. Age: _______ 
3. What is your current level of education? 

[ ] Freshman   [ ] Senior  
[ ] Sophomore   [ ] Graduate Student 
[ ] Junior 

 
THANK YOU VERY MUCH FOR YOUR PARTICIPATION! 

Exit 
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APPENDIX C 
CODEBOOK FOR CONTENT ANALYSIS 

I. Instructions: In the Excel workbook provided, respondents’ open-ended answers were 
separated by nation. Each Excel sheet represents one of the three nations. You are asked to 
classify and categorize the survey participants’ images and characteristics of three Latin 
American nations (Colombia, El Salvador and Paraguay) into four dimensions (physical, 
cultural, political/economic and atmosphere).  
 
The participants offered their images and characteristics of a certain Latin American nation 
in response to three open-ended questions. The first open-ended question was asked at the 
very beginning of the survey. The second open-ended question was asked in the middle of 
the survey and probed participants’ first impression of a website. The last open-ended 
question was asked after participants browsed through the website for several minutes. The 
purpose of asking the same question (“What are your images or characteristics of Nation 
X?”) three times is to observe any changes as a result of visiting or not visiting a nation’s 
tourism website. 
 
1. General information 

 
1.1 Coder initials and date: Coder should include their initials and the date their coding. 

 
1.2 Name of nation: Write down the name of the coded nation, as indicated on each Excel 

sheet tab (Colombia, El Salvador or Paraguay). 
 

Stage of image formation: In the Excel sheet, images listed under the column “Image 1” 
correspond to image assessments made by respondents at the beginning of the survey. 
“Image 2” refers to images given after the first impression phase, and “Image 3” refers to 
images given after the exploration phase. 
 

II. Images: After classifying and categorizing the images into their appropriate dimension, 
count the number of times each type of images was mentioned by the respondents and write 
them down in the coding sheet. The four dimensions below are based on Beerli and Martin’s 
(2004) dimensions which determine perceived images of a nation. 
2. Physical dimension  

2.1 Terrestrial Count the number of terrestrial images (i.e., hills, 
mountains, trees, rainforests, forests, jungles, , etc.). 

2.2 Aquatic Count the number of aquatic images (i.e., water, 
ocean, lakes, rivers, sand, beaches, etc.). 

2.3 Geography Count the number of geography images (i.e., small, 
Latin America, big, South America, land-locked, etc.). 

2.4 Animals Count the number of animal images (i.e., monkeys, 
birds, wildlife, horse, pigs, cattle, etc.). 

2.5 Climate Count the number of climate images (i.e., weather, 
humid, sun, sunshine, cool, tropical, etc.). 
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3. Cultural dimension  

3.1 People Count the number of people images (i.e., native, 
indigenous, Ethnic, Spanish, Hispanic, black heritage, 
ethnic, etc.). 

3.2 Tradition/History Count the number of tradition/history images (i.e., 
culture, churches, Spanish architecture, nation’s flag, 
etc.). 

3.3 Gastronomy Count the number of gastronomy images (i.e., food, 
fruits, bananas, drinks, etc.). 

3.4 Textile Count the number of textile images (i.e., dress, 
costumes, etc.). 

3.5 Recreation Count the number of recreation images (i.e., soccer, 
golf, outdoor activities, white water rafting, etc.). 

3.6 Language Count the number of language images (i.e., Spanish, 
Guarani). 

3.7 Entertainment  Count the number of entertainment images (i.e., 
nightlife, dancing, music, festivals, celebrations, etc.). 

3.8 Religion Count the number of religious images (i.e., churches, 
Catholic, cathedrals, etc.) 

 
 

 
 

4. Economic/Political dimension 
 

 

4.1 Agriculture Count the number of agriculture images (i.e., coffee, 
coffee beans, crops, exports, farming, etc.). 

4.2 Tourism Count the number of tourism images (i.e., vacation, 
ecotourism, resorts, sightseeing, attractions, etc.). 

4.3 Crime Count the number of crime images (i.e., violence, 
drugs, guerrillas, etc.). 

4.4 Shopping Count the number of shopping images (i.e., street 
markets, shopping plazas, etc.). 

4.5 Development Count the number of development images (i.e., 
modern, developed, cities, technology, etc.). 

4.6 Poverty Count the number of poverty images (i.e., poor, 
underdeveloped, third-world, etc.). 

4.7 Political Stability Count the number of political stability images (i.e., 
corruption, military personnel, etc.) 

4.8 Political tendencies Count the number of political tendency images (i.e., 
dictatorship, liberal, etc.) 
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5. Atmosphere dimension 
 

Operational definition 

5.1 Vibrant/Colorful Count the number of vibrant/colorful images.  
5.2 Beautiful/Pretty/Attractive Count the number of beautiful images. 
5.3 Relaxing/Calm Count the number of relaxing/calm images. 
5.4 Life/Lively Count the number of life/lively images. 
5.5 Fresh Count the number of fresh images. 
5.6 Dull Count the number of dull images. 
5.7 Fun/Exciting Count the number of fun/exciting images. 
5.8 Romantic Count the number of romantic images. 
5.9 Impressive/Fascinating Count the number of impressive/fascinating images. 
5.10 Nice Count the number of nice images. 
5.11 Exotic Count the number of exotic images. 
5.12 Paradise/Tropical Count the number of paradise/tropical images. 
5.13 Safe Count the number of safe images. 
5.14 Dangerous Count the number of dangerous images. 
5.15 Clean  Count the number of clean images. 
5.16 Patriotic Count the number of patriotic images. 
5.17 Young Count the number of young images. 

6. No answer 
 

Operational definition 

6.1 No images Count the number of times images were not offered 
(i.e., none, no images).  
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APPENDIX D 
CODING SHEET FOR CONTENT ANALYSIS 

1. General information 
 

1.3 Coder initials and date: 

1.4 Name of nation: 

1.5 Stage of image formation: 

 
2. Physical dimension 

 
2.1 Terrestrial: 

2.2 Aquatic: 

2.3 Geography: 

2.4 Animal: 

2.5 Climate: 

 
3. Cultural dimension 

 
3.1 People: 

3.2 Tradition/History: 

3.3 Gastronomy: 

3.4 Textile: 

3.5 Recreation: 

3.6 Language: 

3.7 Entertainment: 

3.8 Religion: 

 
4. Economic/Political dimension 

 
4.1 Agriculture: 

4.2 Tourism: 

4.3 Crime: 

4.4. Shopping: 

4.5 Development: 

4.6 Poverty: 
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4.7 Political stability: 

4.8 Political tendencies: 

 
5. Atmosphere dimension 

 
5.1 Vibrant/Colorful: 

5.2 Beauty: 

5.3 Relaxing: 

5.4 Life/Lively: 

5.5 Fresh: 

5.6 Dull: 

5.7 Fun/Exciting: 

5.8 Romantic: 

5.9 Impressive/Fascinating: 

5.10 Nice: 

5.11 Exotic: 

5.12 Paradise/Tropical: 

5.13 Safe: 

5.14 Dangerous: 

5.15 Clean: 

5.16 Patriotic: 

5.17 Young: 

 
6. No answer 

 
6.1 No images: 
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