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Abstract

The purpose of this study was to assess destination image components of Vancouver post 2010
Olympic Winter Games. To fulfill this aim, the present investigation examined comments posted on
Tourism Vancouver’s official Facebook website. An analysis of the Facebook posts using CATPAC
Il software revealed two clusters of image components related to Vancouver. The findings suggest
that the 2010 Vancouver Winter Olympics may not have had a substantial impact on the overall
images people held of the city, or in terms of their intention to revisit the destination. We advance
the position that staging a sport mega-event, by itself, will not influence destination image unless

effective marketing strategies are adopted.
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Introduction

The commitment of public money to host
mega-events such as the Olympic Games is
often justified by the assumption that such an
event will improve the local economy via
increased tourism (Crompton & Lee, 2000).
Consequently, politicians and researchers are
concerned with the degree to which staging a
mega-sport event can enhance the destination
image of a host region, and subsequently,
stimulate post-event domestic and international
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travel behaviour (Chalip, Green, & Hill, 2003;
Kaplandiou, 2007; Kaplanidou & Gibson, 2010;
Gibson, Qi, & Zhang, 2008). Gibson et al.
(2008) noted that with the strategic leveraging
of images that are shown to the world in
conjunction with the event (pre, during, and
after),“the level of awareness of a particular city
and/or country can be raised, which may in turn
provide the impetus to visit at some point in the
future, or at the very least be used to educate
the world about a particular locale” (p. 446).
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Thus, the purpose of this study was to assess
destination image components of Vancouver
post 2010 Olympic Winter Games. To fulfill this
aim, the present investigation examined
comments posted on Tourism Vancouver's
official Facebook website. Tourism researchers
have suggested that these types of online
social networking mediums (e.g., travel blogs,
posts, comments) are a “promising way to
assess the image of a destination among a
particular traveler group which is otherwise
hard to reach” (Schmallegger & Carson, 2008,
p. 105). Indeed, there have been calls in the
literature for a movement beyond traditional
marketing research techniques (e.g., surveys,
focus groups, interviews) aimed at gathering
tourist data related to destination image and
intentions to revisit (Pan, MacLaurin, & Crotts,
2007). By utilizing online social networking
mediums, Olympic host cities may gain
valuable information about tourists’ perceived
images of the destination and make necessary
adjustments in their marketing strategies to
ensure the likelihood of revisits. Currently,
Facebook is actively supporting more than 800
million users, with people spending over 800
billion minutes every month socializing. The
network has penetrated the global social
sphere, with more than 70 translations, and
about 80% of users being outside the United
States (Facebook, 2012).

With some exceptions (e.g., Kaplanidou, 2007;
Kaplanidou & Vogt, 2009), there has been a
relative paucity of research examining the
influence of hosting the Olympics on
destination image formation. Moreover, the
extent to which online social networking sites
can provide meaningful information about the
image of a destination is garnering greater
attention from tourism researchers (Carson,
2008; Choi, Lehto & Morrison, 2007; Pan,
MacLaurin, & Crotts, 2007; Wenger, 2008).
Previous studies (e.g., Kaplanidou 2007;
Kaplanidou & Vogt, 2009) examining
destination images of host Olympic cities have
relied on traditional quantitative approaches to
eliciting image-related information (i.e., surveys
using standardized scaling procedures).
However, mediums such as Facebook may
provide more unbiased accounts of the
destination images people hold in relation to a
host city in the wake of the Olympic Games. In

other words, online social networking sites
allow researchers to elicit information regarding
destination images in a “real time” and “real
world” setting. To date, no previous study has
investigated an Olympic host city destination
images as portrayed on Facebook.

Review of Related Literature

Destination Image and Mega Sport Events
Destination image has been the research topic
of over 142 articles published in international
journals and conference proceedings since
1973 (Pike, 2002). Destination image is gene-
rally defined as the sum of impressions and
perceptions tourists hold about a destination,
encompassing beliefs and ideas which are
selected from a variety sources of information,
elaborated and embellished in the mind of
travellers in order to create meanings (Baloglu
&McCleary, 1999; Echtner & Ritchie, 1991; San
Martin & del Bosque, 2008; Tasci & Gartner,
2007). Gartner (1993) compiled a list of eight
image formation agents ranging from traditional
forms of advertising (overt induced), to inde-
pendent reports (autonomous), and information
gathered from family and friends (solicited
organic). These agents differ by the degree of
control by destination marketers, the level of
market penetration and the credibility they
invoke in consumers (Tasci & Gartner, 2007).

Various destination image frameworks have
been proposed by researchers. Tourists’
impressions and perceptions of the destination,
and therefore their expectations of what they
would find at the place, are based on personal
characteristics and social environment, but also
on stimulus factors such as information sources
(Baloglu & McCleary, 1999a). While traditional
destination image research focused on the
cognitive dimension, earlier studies join the
cognitive and affective dimensions to capture
the image of tourism destinations (Baloglu &
McCleary, 2008; San Martin & del Bosque,
2008). The cognitive component refers to
beliefs and knowledge of the tourism
destination, while the affective component is
represented by the emotions toward the
destination. Thus, “an overall image of a place
is formed as a result of both
perceptual/cognitive and affective evaluations
of that place” (Baloglu & McCleary, 2008, p.
870).
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The multidimensionality of the destination
image formation process was addressed by
Echtner and Ritchie (1991). Their framework is
based on three different sets of components:
attribute-holistic ~ (perceptions of individual
attributes and holistic impressions of place),
functional-psychological (observable elements
and less tangible characteristics), and
common-unique set (common elements and
more unique specific to a destination). Although
their model appears to divide the concept of
image in three different and independent
components, there is overlap amongst the
three. As such, functional attributes could be
“cool climate” and “poor nightlife”, functional
holistic could be perceptions of physical
characteristics such as  “mountainous”
destination, psychological attributes would be
impressions of the tangible characteristics such
as “friendly people”, and psychological holistic
image components represent the overall
impressions of the atmosphere such as
“mystic” (Echtner & Ritchie, 1991).

However, Govers, Go and Kumar (2007)
argued that previous frameworks are static in
nature, concentrating mostly on relationships
between the destination image and a variety of
agents. Their framework is aimed at identifying
the actual elements that have a dynamic role in
the formation of destination images. Their 3-
Gap Tourism Destination Image Formation
Model is based on the deconstruction of the
image formation process and the inclusion of
several agents, such as the local tourism
industry and the marketing mix used to
promote the destination. By addressing specific
gaps in the image formation process,
destination marketers can balance the
promotion of the destination with tourists’
expectations and demands.

Generally, destination image research has
focused on the influence of destination images
on tourists’ behaviour, especially as related to
decision-making (Alcaniz, Garcia & Blas, 2009;
Chen & Tsai, 2007), on the various dimensions
of destination image, and on the destination
image formation process along with the agents
involved in the creation of images (Baloglu &
McCleary, 1999, Echtner & Ritchie, 1991;
Echtner & Ritchie, 1993; Gartner, 1993;
Govers, Go & Kumar, 2007; Tasci & Gartner,
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2007; Tasci, Gartner, & Cavusgil, 2007). More
recently, researchers have turned their
attention to the information posted online by
tourists as an important source for providing an
insight into perceived images of a destination.
Researchers argue that the growth of travel
blogging sites, such as Travelblog.org and
Travelpost.com, facilitates powerful discussions
impacting consumers’ decision  making,
affecting destination images and even
reshaping the communication networks
previously dominated by traditional information
suppliers (Wenger, 2008; Xiang & Gretzel,
2010). The information posted online by
tourists can provide valuable tools needed for
various marketing strategies such as improving
and monitoring destination images and
products by responding to tourists’ demands
and expectations, and also adjusting
competitive strategies (Banyai, in press;
Carson, 2008; Litvin, et al., 2008, Pan et al.,
2007; Wenger, 2008).

Thus far, destination image research online has
focused on identifying positive and negative
perceptions of a destination mainly on travel
blogs (Carson, 2008; Wenger, 2008; Pan, et
al.,, 2007), but also on other online websites
such as tour operators, travel agencies and
official tourism websites (Choi, Lehto &
Morrison, 2007). Researchers have found that
positive and negative comments left by tourists
on social network discussion boards, and the
overall destination image of travellers have an
important effect on behavioural intentions such
as intentions to revisit and willingness to
recommend (Alcaniz, Garcia & Blas, 2009;
Diaz-Marting, Iglesias, Vazquez & Ruiz, 2000;
Litvin, Blose & Laird, 2004; Morgan, Pritchard &
Piggott, 2003; O’Neill, Palmer& Charter, 2002).

Hall (1989a) argued that because mega events’
primary function is to provide the host city with
the opportunity to secure a distinctive place as
a tourism destination, they can aid in the
formation of tourism destination images.
Similarly, Dimanche (2003) noted that hosting
sporting events can have marketing
implications for host cities, creating awareness
of the destination, improving visitors’ image,
and influencing inbound travel to the
destination. In a longitudinal study on
awareness levels of Calgary pre and post the
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1988 Winter Olympic Games done by Ritchie
and Smith (1991), it was found that
international  tourists’ impressions  and
perceptions of Canada ranged from “cold”,
“French”, “mountains”, “beautiful” and “snow”
within the U.S participants, while participants
from Europe thought of Canada in terms of its
beautiful nature and its size. Overall, the
findings showed that “the hosting of the 1988
Olympic Winter Games had a dramatic impact
on levels of awareness and knowledge of the
city of Calgary in Europe and the United
States...” (p. 8). It was found that the Olympics
“totally dominated the city’s image” (p. 7), being
mentioned by 77% of the study participants.
Similarly, Kim and Morrison’s (2005) study on
changes in the image of Korea after the 2002
World Cup, revealed that “the 2002 World Cup
effectively contributed to enhancing the image
of Korea as an attractive tourism destination”
(p. 245). Also, Gibson’s et al. (2008) research
on the destination image and intent to visit
China as a tourism destination and the host city
of the 2008 Olympic Games, revealed that
participants felt China had the ability to host the
Olympic Games and was a safe place to travel.
Moreover, their study also showed that past
experience with the destination might
significantly affect visitors’ images of the
destination, and that there was a significant
relationship between destination image and
intent to visit.

Politicians and researchers are concerned with
the degree to which staging a mega-sport
event can enhance the destination image of a
host region, and subsequently, stimulate post-
event domestic and international travel
behaviour (Chalip, Green, & Hill, 2003; Gibson,
Qi, & Zhang, 2008; Kaplandiou, 2007). As
Gibson et al. stated,

The debate over the benefits of hosting
mega sports events continues to evolve
with many beginning to doubt the long-
term economic and tourism benefits touted
by politicians and organizing committees.
What we do know is that destination image
is linked to intent to travel and so, with the
strategic leveraging of images that are
shown to the world in conjunction with the
event (pre, during, and after), the level of
awareness of a particular city and/or

country can be raised, which may in turn
provide the impetus to visit at some point
in the future, or at the very least be used to
educate the world about a particular locale
(p. 446)

However, Kaplanidou’s (2007) study revealed
that the Olympic Games’ “image dimensions
did not influence directly intentions to return to
the destination” (p. 170). The researcher noted
it is probable that Olympic tourists’ feelings of
the experience are limited within the event’s
organization and services, and do not affect the
image of Athens as the Olympic host city.
Moreover, the study revealed Olympic travelers
who hold unfavourable images of the host
destination they visited (i.e., those that perceive
the city to be unexciting and unpleasant) are
less likely to report intentions to return to the
city/region once the event has been staged.
Shonk and Chelladurai (2008) also speculated
that sport tourists will be less likely to return to
a destination if they perceive their present
experience to be of poor service quality (e.g.,
negative evaluations of the quality of
accommodations, sporting venue,
transportation access). Thus, it is undeniable
that mega sport events leave an imprint into
tourists’ impressions and perceptions of the
host city.

Methodology

Tourism Vancouver, the destination marketing
organization representing the Olympic city, has
more than 11 thousand followers on Facebook
who post comments related to their past,
current and future experiences in Vancouver.
The study sample consisted of Facebook users
who left comments on Tourism Vancouver’s
official Facebook website between March 21,
2010, and July 21, 2010. This 4-month post-
Olympic period was selected as the sampling
frame in hopes of capturing tourists’ image of
Vancouver in relation to the Olympic Games.
During this time, people might still be
captivated by the excitement and “buzz”
surrounding the Games, which might influence
their impressions of the host city as a potential
travel destination (Waitt, 2003). Ritchie and
Smith (1991) argued that the level of top-of-
mind awareness, post 1988 Calgary Winter
Olympic Games “decreases measurably after a
short period of time” (p. 8). The 3-4 months
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post event time period was also used by Kim
and Morrison (2005) to assess the post 2002
World Cup image of Korea.

Although the website included additional
information posted by fans, such as pictures
and videos, only the text comments were
selected for analysis. All comments were saved
in a text file and input into CATPAC Il for
content-analysis. CATPAC produces “a series
of outputs that include a two-dimensional
perceptual map, word frequency counts, and
category charts that demonstrate theme
associations, making it possible to identify
which themes are central to the construct as
well as those that occupy secondary and
tertiary levels (Ryan & Cave, 2005, p. 146).
Gover and Go (2005) believe that CATPAC is
valuable computer software which can be used
to determine patterns of similarity and central
concepts by using clustering solutions.
Furthermore, Ryan and Cave (2005) also note
that artificial neural network analyses try to
emulate human processes of meaning creation.

CATPAC has been recognized by tourism
researchers as a useful computer software for
identifying destination image representations
over a variety of electronic media from tourism
official websites and review sites, to travel blog
sites (Banyai, in press; Choi, Lehto & Morrison,
2007; Govers, Go & Kumar, 2007; Pan,
MacLaurin & Crotts, 200; Stepchencova &
Morrison, 2006, 2008; Tang, Choi, Morrison &
Lehto, 2007). Banyai (in press) analyzed the
content of travel blogs using CATPAC to
identify tourists’ perceptions of a quaint artsy
town as compared to the destination’s
positioning strategy. Govers, Go and Kumar
(2007) used CATPAC to measure destination
images and create clusters of images of Middle
East destinations as narrated over travel
websites. Ryan and Cave (2005) analyzed the
data from qualitative interviews to examine the
images of Australian cities. Stepchenkova and
Morrison (2006, 2008) combined CATPAC and
WORDER to analyze image representations of
Russia. The researchers used only the word-
frequency ranking function of CATPAC to
determine the variables of interest, or key
words, for subsequent analysis.

CATPAC Il was time efficient compared to
traditional applications of content analysis.
10

CATPAC enabled the researchers to produce a
frequency table and proximity matrix for the
most often used words in the comments left on
Tourism Vancouver Facebook page. The
proximity matrix or dendogram (Woelfel, 1998)
is based on the co-occurrence between words
in one unit of analysis represented by a sliding
text window. CATPAC’s default window size of
seven words was used to analyze the
Facebook comments. This is an appropriate
window size given that comments left on
Facebook tend to consist of short sentences.
Thus, CATAPC moved a window of seven
words across the text to calculate the number
of times the words were found close to each
other.

Moreover, the software allowed for the
elimination of words not needed in the analysis,
which was very useful, given that Facebook
pages by default contain specific words such
as: “comment”’, “like”, “unlike”; along with the
names of the month the comments were made,
and the names of those leaving comments. A
default file was already in place eliminating
articles, prepositions and other meaningless
words such as: “is”, “the”, “and”, etc. Also, to
achieve interpretable results, plurals were
replaced with singulars, past tense with present
tense, and phrases related to intentions to
revisit Vancouver were replaced with “revisit.”

Numerous runs of CATPAC Il program were
conducted to ensure that no meaningless
words were included in the analysis. Also,
when the research is exploratory in nature, it is
recommended that the analysis include 40
unigue words because the resulting dendogram
and visual perceptual map is easier to interpret
(Woelfel, 1998). To identify homogeneous
groups of words, CATPAC Il was used to
perform Wards’ clustering method which
represents clusters by their central point, using
the sum of squares as the distance between
two objects. This method was utilized to find
out which destination image components (i.e.,
words) are closely connected, and related to
intentions to revisit.

Findings

Word frequency

Table 1 presents the top 40 most frequently
used words on Tourism Vancouver’s official
Facebook page. While Vancouver seems to be
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Table 1. Most Frequently Used Keywords
P

Total words =3932

Total unique words = 40

Eevword Fraquency Eeyword Frequency
Vancouver 190 Chineses 30
Dme 495 Weekend 30
Lowe 424 henus 29
Awespme 410 Olympic 20
Restaurant 224 Delicions 28
Food 138 Walk 28
T um 118 Amazzimg 2
Visit 103 Downtown 26
Best g4 Eids 26
City 20 Visitors 26
Park 61 Bevisit 25
Canada 39 Excited 23
Nics 33 Victoria 23
Hungry 47 Festival P
Bezutiful 45 Wonderful 2
Granville 43

Life 41

Beach 40

Izland 3%

Cool LY

Night 33

Dimner 34

BC 32

Summet 32

Biztro 30

the top mentioned word by fans, the findings
suggest that primary destination image
components are related to food experiences.
This is not surprising because during the
months selected for the analysis, Tourism
Vancouver had placed several promotional
contests related to the city’s Dine Out food and
wine celebration aimed at promoting local
restaurants. Nevertheless, functional images
emerged such “park”, “beach”, and “island.” As
well, affective images of the destination
represented by general feelings such as “love”,
“nice”, “awesome”, “excited”, and “wonderful”
also emerged. Moreover, the most frequently
used words on Facebook were also
representative of the common-unique set of the
destination image. Common attractions such as
“festivals” and “bistro” were images used to
describe Vancouver. The unique characteristics
of the destination were represented by words
such as “Victoria” and “Granville.”

Surprisingly, the word “Olympics” was not
within the top 20 most frequently used words,
and “Paralympics” did not even make the list.
Intentions to “revisit” Vancouver were present
in the most frequently used words. As
mentioned above, intentions to “visit” and
“revisit” Vancouver for pleasure travel included
phrases such as “come”, “come back”, “go”, “go

” o«

back”, “going” and “going back.”

Clustering of image components

To further understand Vancouver’s destination
image post-event, a cluster analysis was
performed to determine which of the most
frequently used words tended to be expressed
together or alongside one another (e.g., within
the same phrase). The words that clustered
around the words “visit” and “revisit” were also
analyzed using CATPAC Il cluster analysis
software.

11
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Figure 1. Wards’ clustering method on Vancouver’s image components

Figure 2. Perceptual Map of Image Components of Vancouver
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Based on Wards’ hierarchical cluster analysis,
two clusters emerged. Figure 1 illustrates the
size of each cluster along with its
corresponding words. The picture, called a
dendogram, shows “buildings” underneath the
40 most frequently used words. The “buildings”
represent the clusters, while the height
illustrates how tightly the corresponding words
cluster together (Woelfel, 1998). Thus, the
dendogram reveals where the clusters divide
and their strength. The perceptual mapping tool
ThoughtView included with CATPAC Il was
also used to provide a three-dimensional map
which visually shows which words cluster
closely together, and the two main clusters that
emerged (Figure 2). The left “building” in the
dendogram corresponds to the left cluster
circled on the perceptual map, thus the right
“building” corresponds to the right circle on the
perceptual map.

Vancouver Image Components Cluster One
The cluster to the left of the perceptual map
(cluster one), suggests that Vancouver was
described as a city popular with Chinese
visitors due to the close association of the
words “Chinese” and “visitors.” Also, the image
components “menu”, “excited” and “summer”,
were closely related, which implies that
Chinese visitors’ perceptions of Vancouver
included culinary images during the summer
season.

Moreover, intentions to “revisit” were strongly
connected to the words “wonderful” and
“Victoria.” Intentions to revisit were also
associated with the seasonal nature of tourism,
Facebook fans revealing they intend to revisit
Vancouver and Victoria in the “summer.” To a
lesser extent, “revisit” was also connected to
words such as “excited”, “dinner”, “delicious”,

“nice”, “kids” and “walk.”

Vancouver Image Components Cluster Two

The cluster to the right of the perceptual map
(cluster two), encompasses more robust
descriptors of Vancouver. The cluster includes
words such as “food”, “restaurant”, and “yum.”
Vancouver was also described as an
“awesome” destination, loved for its food

experiences.

In addition to images of restaurants and yummy
food, the cluster depicts Vancouver as a “cool”

“city” with unique attractions such as the
“beautiful” “Granville” “Island.” Vancouver was
also revealed to be a popular destination for
‘weekend” and “night” gateways in the
“‘downtown” core. These image components
were also associated with the Vancouver 2010
“Olympic” “festival.” “Olympic” and “festival’
were strongly connected with the words
“Canada” and “BC” (British Columbia). The
cluster also portrays Vancouver as possessing
the “best” “beach(es)’” and “park(s).” Finally,
intentions to “visit” Vancouver were strongly
connected to the words “cool” “city”, “weekend”,
“night” and “downtown.” As well, Facebook
posts suggested that people intended to “visit”
the “beautiful” “Granville” “Island.”

Discussion

The clusters that emerged were aligned with
Echtner and Ritchie’s (1991) destination image
formation framework. The functional and
psychological image components used by the
Facebook members to describe Vancouver
ranged from being attribute specific to more
holistic, describing a general feeling. As such,
along the functional attribute holistic continuum,
Vancouver is perceived to be a “cool” “city”
where “Chinese” “visitors” can get a “delicious”
“‘dinner” at “yum(my)” “restaurant(s). Also,
along the psychological attribute holistic
continuum, Vancouver is perceived as a
“beautiful” city”, a place where one can take a
“nice” walk®’, an “amazing” and “awesome’
destination. Common image components were
also present in both clusters (e.g. “menus”,
“‘downtown”, “beach”, “park”). However, in both
clusters, Vancouver was also described by
participants in terms of its uniqueness as a
destination: “Victoria”, “Granville Island”, and
the “Olympic festival.” Thus, in terms of the
image components found, this study revealed
Vancouver's destination image to be an
interactive  system  of attributes and
impressions, which is consistent with MacKay’s
and Fesenmaiers (1997) view that “a
destination image is a composite of various
products (attractions) and attributes woven into
a total impression” (p. 538).

Ritchie and Smith (1991) found that the hosting
of the 1988 Olympic Winter Games greatly
impacted the levels of awareness of the city of
Calgary. The findings of this study suggest that
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the image component “Olympics”, along with
other sport-related images and Paralympics,
were not widely used by the Facebook
members in their discussions of Vancouver
post-event. This is not to say that the Olympics
did not have an effect on Vancouver’s
destination image. Indeed, it could be that
promotional ad campaigns such as the Dine
Out and You Gotta Be Here had a long term
impact on participants’ image of Vancouver.
Specifically, the You Gotta Be Here ad
campaign run in conjunction with the Olympics
featured Canadian celebrities and depicted
Vancouver's downtown, beaches, parks, and
wine and culinary attractions.

Given the short period of time post-Olympics
during which the data in this study was
gathered, it was surprising that image
components directly related to the Olympics
were not present. The results support more
traditional studies of destination image, which
argue that the overall image of a tourism
destination does not change much over time,
but the components of the image may change
(Crompton, 1979; Gartner & Hunt, 1987).
Nevertheless, more recent studies dispute such
reports, noting that the image of a destination
and the image formation process is a dynamic
process being influenced by a variety of agents
(Baloglu & McCleary, 1999, Choi, Lehto
&Morrison, 2007; Govers, Go & Kumar, 2007).
Therefore, it might be that the image of
Vancouver as an Olympic host city has not
been fully adopted by the Facebook
participants because of Tourism Vancouver's
decision to focus post-event promotional efforts
on dining experiences, as opposed to Olympic-
related experiences and nostalgia.

Past research has shown that tourists revisit
Olympic host-cities because of nostalgia or
enhanced perceptions of the destination’s
image (Funk & Bruun, 2007; Gibson et al.,
2008; Gibson et al.,, 2002; Higham, 1999;
Kaplanidou, 2007; Wilson, 2004). However,
intentions to visit and revisit Vancouver
seemed to be more related to the unique and
common attributes of Vancouver such as the
“‘wonderful”, “Victoria”, and the “downtown”,
than to the Olympics. The “Olympics”, as a
unique image component, was not related to
intentions to revisit at all, and only marginally
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connected to intentions to visit. Intentions to
“visit” were in the same cluster as the
“Olympics” which could imply that the
“Olympics” impact people’s desires to visit
Vancouver, however, intentions to “revisit” are
mostly tied to the “menu” offerings and
“‘wonderful” “Victoria.” This finding suggests
that intentions to revisit are not necessarily
based on the Olympics, but rather on how
“exciting” and “wonderful” Vancouver can be.
Kaplanidou (2007), in her discussion of the
2004 Olympic Games in Athens, noted that “the
event’'s image dimensions did not influence
directly intentions to return to the destination.
Potentially, the feelings Olympic travellers
experienced about the event were confined in
the boundaries of the event’s organization and
services and did not spill over to the image of
Athens” (p. 170). Kaplanidou further argued
that the overall image of the destination could
mediate the impact of the Olympics’ image on
the destination image. To address this gap,
event organizers and destination marketers
could cooperate to promote post Olympic
events.

A possible explanation for the disconnect
between intentions to revisit and the Olympics,
as well as for the lack of Olympic-related image
descriptors, is the Dine Out celebration widely
promoted on the DMOQO’s Facebook Website.
Both image clusters include  words
representative of this promotional effort. The
findings of the current study indicate the
relative importance of overt induced (Gartner,
1993) and stimulus image formation agents
(Baloglu & McCleary, 1999) such as Facebook.
The abundance of food and restaurant-related
image components illustrates how the image of
a destination can be impacted in a relatively
short post-Olympics period. Govers, Go and
Kumar (2007) argued that decision makers
should attempt to capitalize on temporal
environmental and situational influences such
as the Olympics. If DMOs want to capitalize on
the Olympics as an image formation agent,
they must direct their promotional efforts to
influence the adoption of Olympic related
perceptions and impressions.

Moreover, the present investigation has
implications for data collection methods used in
assessing destination images. So far,
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researchers have focused on a number of
online websites to gather tourists’ impressions
and perceptions of various destinations (Choi,
et al, 2007; Stepchenkova and Morrison, 2008;
Tang et al, 2009). However, the comments left
by thousands of Facebook fans have not been
used to examine destination images in the
context of a post-Olympic host city. Although it
has become relatively common for destination
marketing organizations to promote their
tourism products on Facebook, research on
such social media sites is still not widely
adopted. This trend might stem from rather
superficial, short answers often posted on such
sites, as well as the need to sift through and
summarize extremely large amounts of textual
data. Nevertheless, qualitative computer
software programs such as CATPAC Il could
be used by destination marketers to analyze
large amounts of text in a short period of time.
Additionally, the CATPAC Il program can
provide marketers with up-to-date information
about tourists’ discussions of tourism products,
as well as positive and negative evaluations of
the destination. These data, in turn, can inform
the development of effective marketing
strategies.

Lastly, the study does have some limitations.
First, content analysis is an exploratory
research method which relies on the
interpretation and judgements made by the
researchers. The image components clusters
that emerged from CATPAC provide some
insight into the co-occurrence of words in the
text. However, interpretation of the meanings
associated with the co-occurrence of words is
subjective and based on the researchers’
understanding of the text and the context in
which the Facebook comments were written.

As well, our analysis is valid only in terms of
the time frame of the investigation. In other
words, Facebook users’ image components
and intention to visit and revisit Vancouver may
have altered since completing the investigation.
However, this study demonstrated that
destination images and intentions to revisit can
be captured at any point in time by a
destination marketer or researcher who wishes
to use on-line social networking sites such as
Facebook. Indeed, this study provided “real

time” data related to the images people held of
Vancouver as an Olympic-host city.

Conclusion

The purpose of this study was to examine post-
event destination image components of
Vancouver, British Columbia, as expressed by
Facebook wusers on Tourism Vancouver's
official Facebook page. Two image component
clusters emerged. The first cluster denotes
images related to summer vacations, walks
with children in wonderful Victoria and being
excited about the delicious menu offerings. On
the other hand, the second cluster portrays
image components related to the main
attractions in Vancouver such as the Granville
Island, the Olympic festival, and the “cool’
downtown which can be visited during a
weekend night. Thus, the results demonstrate
the multidimensionality of Vancouver's image
as perceived by Facebook users: that of a
relaxing destination yet full of excitement and
“cool” attractions. Also, the use of Internet
postings from Facebook can be limiting in that
the participants selected might not be
representative of the general tourist population.
These Facebook members already have an
invested interest and image of Vancouver as a
tourist destination. That said, the sample
should still be of interest to destination markets
because they are likely a more responsive
market segment compared to the general
tourist population.

Findings of this study suggest that staging a
mega event by itself will not influence
destination image, unless proper marketing
strategies are adopted. It is still possible that
the Olympics might have inspired participants’
perceptions of Vancouver as observed in the
present investigation. Indeed, it is difficult to
isolate Olympic elements and show their direct
influence in image formation. Future studies
should also address the pre-image components
and compare them to post-image components
to understand the influence of such mega-
events on image formation. Lastly, this
research was also aimed at showing that social
media sites, such as Facebook, can be a
substantial source of strategic information.
Information gathered from social networking
sites can be used by destination marketing
organizations to discover what visitors have to
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say about their experiences, and to monitor
their perceptions and impressions of the
destination in “real time.”
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