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Abstract

This study is aimed at revealing the tourism destination image (TDI) of Japan as represented on
Chinese websites. Three Internet-based information resources were used to collect the text
database: travel advertisements, travel guides, and travel blogs. The TDI of Japan represented on
each information source was studied by counting word frequencies in each text database.
Correspondence analysis was utilized to reveal the associations of these TDIs. The results show
that travel advertisements and guides project quite different images of Japan to those presented in
travel blogs. Usually, Chinese tourists tend to be impressed by traditional cities with long histories,
such as Nara and Kyoto. They are more impressed by historic landscapes than by natural
landscapes or the traditional culture of Japan. These results imply that future tourism promotion
efforts should focus on finding connections with the cultural background of tourists, in this case,
those coming from China

1. Introduction

Tourism is a tertiary industry with strong growth potential despite the current economic climate.
As globalization accelerated and transportation costs decreased drastically, international tourism
has become more common than ever before. In recent years, Japan, which is in the midst of a
long-lasting economic downturn, has started to recognize the potential of tourism and to expect it
to play a role in regional economic development and industrial-structural transformation. Inbound
tourism has particularly attracted the interest of policymakers and scholars. Japan currently
experiences a lag in inbound tourism compared with other developed countries. In 2010, Japan
ranked only 31% worldwide for international inbound tourist arrivals. Following the Tohoku
earthquake and tsunami, its rank dropped even lower in 2011 to just 38" (UNWTO, 2012). The
low ranking, however, means that there is much room for growth, although this will demand that
the Japanese government makes a greater effort to promote inbound tourism.

Japan has initiated several programs aimed at attracting inbound tourists, such as the “Visit
Japan Campaign” in 2003 (which set a goal of attracting 10 million foreign visitors by the year
2010) and “Towards 30 Million Foreign Tourists” program in 2010 (which has the goal of
attracting 15 million foreign visitors by 2013, 25 million by 2020, and 30 million in the future).
China has been noted for producing the greatest economic effect on Japan’s tourism industry.
Although the number of visitors from China ranks second (after South Korea), the total economic
effect brought by Chinese tourists has been the largest in recent years, because of their high
average spending during their travels in Japan (JNTO, 2010, 2011). Its geographical proximity,
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robust economic growth, and large population base make China a highly valuable market for the
Japanese tourism industry, despite the unstable Japan-China relationship. Therefore, in Japan,
central government, local governments, and economic organizations are all engaging in major
efforts to design policies aimed at attracting more Chinese tourists. In order to make these policies

effective, it is important to understand Japan’s tourism image in the Chinese market.

2. Literature review

Review on the definition of tourism destination image (TDI)

Since the 1970s, TDI has been considered as an essential element in the management of tourism
resources and the design of promotion strategy and has been widely considered in the tourism
industry and academia. Researchers have generally agreed that a destination’s perceived image
has a strong impact on the behavior pattern of potential tourists (Bigne, Sanchez, and Sanchez,
2001; Fakeye and Crompton, 1991) and therefore is an important indicator for predicting the
future trends in the tourism industry (Baker and Crompton, 2000; Bojanic, 1996; Cronin, Brady,
and Hult, 2000; Petrick, 2004; Tam, 2000).

Although the definition of destination image varies among scholars, it is generally considered to
be an individual’s mental representation of knowledge (beliefs), feeling, and overall perception of
a particular destination (Hunt, 1971; Crompton, 1979; Embacher and Buttle, 1989; Fakeye and
Crompton, 1991). However, the fact that these varied definitions exist implies that TDI is the
product of mental and psychological activity. TDIs are assumed subjective and dependent on
individual perceptions. Distinguished on the basis of stimuli sources and motives, perceived TDI
can be divided into three hierarchically interrelated components: cognitive, affective, and conative
(Gartner, 1993; 1996). Apparently, the formation of perceived TDI is not only affected by the
personal attributes of individuals (intrinsic stimuli that project affective images) but also by
external stimuli, which play a role in shaping one’s cognitive image.

A large body of literature has developed around topics related to external stimuli, such as the
evaluation of quantities and qualities of facilities, the tourists’ satisfaction with tourism resources,
this satisfaction’s relationship with repeat visiting behaviors, and so on (Backman and Veldkamp,
1995; Baker and Crompton, 2000; Cronin, Brady, and Hult, 2000). However, these studies have
limited effectiveness in guiding positioning and promotion strategy in a market lacking a wealth of
information regarding the potential tourism destination. The mere existence of tourism resources
does not ensure that every potential traveler will be willing or able to access these resources.
Nevertheless, the potential traveler must first gain some knowledge about their possible
destinations in order to form the perceived TDI that may lead to further visit behavior (Baloglu,
1999). Thus, people’s perceived TDI would be largely determined by easily accessible
information, especially in the case of newly emerged foreign tourist markets.

As suggested by Fakeye and Crompton (1991), a “flood of total impressions” pre-exists the
involvement of the human mental process. Within this flood, the TDIs conveyed by external
information sources have been identified and empirically studied. Unlike the perceived TDI
produced by internal mental processes, such external TDIs are based only on external sources and
are thus objective. Their relationships are demonstrated in Figure 1.
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Figure 1 The relationship between external TDI(s) on information sources and perceived TDI

Review of information sources

There is evidence that the types and amounts of information sources (as external stimuli)
received by people influence the formation of their cognitive component of image (Gartner, 1993).
Similar argument has been made by Um and Crompton (1990) that “the perceptual/cognitive
evaluation of attributes is formed by external factors, which include various information sources
such as symbolic stimuli (promotional efforts of a destination through media) and social stimuli
(friends’ and relatives’ recommendations or word-of-mouth)” (cited in Baloglu and McCleary,
1999). The latest definition of TDI provided by Choi, Lehto and Morrison (2007, p.117) — “a
compilation of beliefs and impressions based on information processing from a variety of sources
over time” — also highlights the significance of information sources.

In recent years, studies have been developed to dig into the destination images conveyed by
information sources such as websites, guidebooks, and travel advertisements. However, varied
information sources have not been systematically classified and are only selected in empirical
studies according to the researcher’s idiosyncratic interests. In the context of commercial tourism
promotion, information sources can be divided into four types: (1) travel advertisements and
promotional information directly published by travel agencies (as studied by Frias, Rodriguez, and
Castafieda, 2008); (2) third-party media, such as official promotional teams, magazines,
guidebooks, and brochures (whose role in deciding TDI has been emphasized by Croy and
Wheeler, 2007); (3) blogs, essays, and diaries written by experienced travelers who voluntarily
share their past travel experiences; and (4) material produced by official departments of tourism
management.

The first two sources are similar in that they both are commercially related and provide
information for the purpose of making profit, which may undercut their credibility. On the other
hand, experienced travelers who share information voluntarily, usually anonymously and without
any apparent commercial purpose, can be much more influential. As proved by Hanlan and Kelly
(2005), word of mouth and autonomous independent information sources were the key medium
through which respondents formed their image of a tourist destination in Australia. Their findings
indicated the importance of destination experience in the image formation process and suggested



that destination-marketing organizations can and should go beyond traditional mainstream media
to communicate their brand message (Hanlan and Kelly, 2005). However, only few empirical
studies have involved information shared by voluntary experienced travelers (VETSs) (such as in
Choi, Lehto, and Morrison, (2007)) and not enough have been conducted to compare it with other
information sources and use it in guiding tourism practitioners and policymakers.

Internet as a medium instead of an information source

The popularization of the Internet has changed how information is transferred. It has gradually
turned into one of the major ways for potential travelers to gather tourism information, a
phenomenon much studied by scholars. For example, Patterson (2007) found that the Internet is
the second most important source of general travel information, with only word-of-mouth
information from friends ranking more highly. However, the Internet may be better considered as
a medium instead of a source. The Internet carries, displays, and transfers information, but does
not generate this information itself. As the Internet is in widespread use in societies all over the
world, travel agencies and media are increasingly using it for promotion. It has also become
common for travelers to share their experiences and feelings about a destination by writing blogs,
posting on the information exchange websites, giving comments, and/or posting images of said
destination. Such informative ads/articles/messages provide potential tourists with pre-existing
knowledge of a destination and act as significant factor in shaping TDIs in readers’ minds,
furthering affecting the destination selection process. Therefore, the information that is readily
available online has provided valuable materials for the study of TDI with regard to information
sources. Utilization of the Internet to study TDI has gradually gained attention from the U.S. as
well as some Asian tourist destinations (Hyde, 2006; Lee, Soutar, and Daly, 2007; Choi, Lehto,
and Morrison, 2007; Cormany and Baloglu, 2011), but there has been no similar study on
representations of Japan in tourism sources.

This study aims to identify the characteristics of Japan’s TDIs as represented by information
resources in the Chinese market. It encompasses three data sources, which are travel blogs, travel
guides, and travel advertisements. This study contributes to academic research on TDIs by
emphasizing VETs as an information source and comparing this with other sources. The results
indicate several valuable policy changes that could guide promotion and planning within Japan’s

tourism industry.

3. Methodology

Text materials from the above-mentioned sources are collected from the Internet and used for
text-mining analysis. The frequency of each word is counted and then ranked. Words of highest
rank are picked up and adopted in a quantitative analysis (correspondence analysis) to visualize
differences between various information resources. It should be noted here that the contents used
in the frequency analysis are all in Chinese. The results listed in this paper are translated from
Chinese to English.

3.1 Data Sources

Text data were collected from websites. Considering similar websites always have duplicated

contents, this study only selected the most representative information sources instead of choosing

exhaustive ones.



Three types of resources were studied — travel guides, travel blogs, and travel advertisements.
Texts from travel guides are taken from the major portal sina.com. Travel destinations are
introduced on the website as they are in travel guide books. The editors of sina.com are in charge
of updating and adding new materials in this vein. Texts from travel blogs are collected from
sina.com, as well as from a website named lvping.com, where travel fans gather together and
discuss their experiences. Users frequently posts articles about their travel experiences and
voluntarily share their writings on the website. Both the sina blog and the lvping forum contain a
large number of such spontaneously written articles. Texts of travel advertisements are from the
five top tourism agencies in China with highest outbound-tourism performance (see Table 1). The
vacation packages offered on the websites of these agencies are collected and are utilized as a text
base from which to analyze the destination images communicated by travel advertisements. It
should be noted that not all travel agencies put in the same effort to marketing through the Internet.
Some still rely more on traditional sales routes (face-to-face) and the optional travel packages
introduced online may not be representative of their full range of travel packages. On the other
hand, newly established travel agencies, such as Ctrip, operate mainly as Internet-based

businesses.

Table 1 The name of the surveyed travel agencies (top 5 in 2010)

Rank English name of the travel agencies Chinese name of the travel agencies
1 | Guangdong China Travel Service Co. Ltd IR R T A A R A ]
2 | GZL International Travel Service Co. Ltd ] 2 B B AT AR A B A
3 China International Travel Service Shenzhen Co., Ltd [i&IIIH Br AT 445 PR A 7
4 Ctrip.com International Co. Ltd. AR PR A T A AT PR A
5 | China International Travel Service Co., Ltd el b7 AL A IR A

Note: The above ranking is based on a comprehensive performance indicator comprising four
sub-indicators, which are (a) the total number of outbound travelers the travel agency dealt with, (b)
sales revenues, (c) gross profit, and (d) gross margin. A sum of the four sub-indicators with a
coefficient of 1:1:1:2 comprises the final performance indicator.

Source: published by National Tourism Administration of China (CNTA).

Table 2 The number of travel advertisements (by departure city)

departure city |Beijing [Shanghai | Guangzhou |Shenzhen |Nanjing | Hangzhou [Chengdu |Shenyang

number of ads 156 114 89 11 25 28 14 6

3.2 Text Data Processing

The text data was analyzed using a text mining software program called Rost WordParser',
which deals with text in Chinese.

The following technical operations were conducted to obtain interpretable results from the

text-mining analysis:

' It is acknowledged that Rost Word Parser is developed by Prof. Yang SHEN of Wuhan University in China.
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(1) Defining a dictionary that contains the interpretable words containing multiple Chinese
characters. The software first split sentences and paragraphs into words and then counted their
frequency. It is possible for the user to define words according to the research purpose and thus
ensure the unusual words are treated as a single word. For example, the software’s default
settings would split the phrase “Japanese Yen (H Jz)” into “Japanese (H)” and “Yen (JG)” but
we can define “Japanese Yen” as one word and make sure that it is counted as a whole.
Therefore, by defining an exhaustive dictionary, this software is considered sufficient for the
purpose of this research.

(2) Making the words in different sites consistent and grouping similar words into one if
necessary. For example, “Beijing City (1t 51 17)” and “Beijing (Jt¢)” are considered to be the
same and both are counted when determining the frequency.

(3) Selecting meaningful words relating to destination image only and ranking these words. The
grammatical and “stop” words, such as “ s (f#]),” “I( F),” “at (££),” the past tense mark (1),
and so on need to be ignored.

3.3 Correspondence Analysis

Among the many methodologies used in image studies (summarized by Gallarza, Saura, and
Garcia, 2002), correspondence analysis (CA) is a useful tool to explore the relationships between
brands (sources) and attributes (images) (Whitlark and Smith, 2001). Correspondence analysis,
also known as the R-Q Mode Factor Analysis, mainly deals with categorical rather than
continuous data. It is a statistical visualization method for picturing the associations between the
levels of a two-way contingency table. The multidimensional frequency data in the rows and
columns of the table can be transformed into points in a two-dimensional space and can then be
displayed on a map. The positions of the row and column points are consistent with their
associations in the table. On the two-dimensional map, the distance between the row (column)
points is a measure of similarity between the row(column)-frequency profiles. What’s more, the
distance between row (images) and column variables (sources) also represents their
correspondence.

As mentioned above, this study deals with three sources: travel advertisements, travel guides,
and travel blogs. Two types of attribute variables were distinguished from the whole word pool:
place names and tourism contents. The top 15 most frequent words of both types are observed for
further analysis.

4. Findings

4.1 Place names and sub-categories of websites

Table 1 shows the top most-frequent place names and includes various spatial levels. The
following place names appear frequently in all three sources: “Japan,” “Tokyo,” “Kyoto,”
“Kansai,” “Osaka,” “Okinawa,” “Hokkaido,” “Fujisan,” and “world.” As the main research
subject, “Japan” is the most important keyword. “Tokyo”, as the capital city, is favored by most
Chinese tourists. Also, the cities/regions/sight-seeing spots on the traditional “golden route,” such
as “Kyoto,” “Kansai,” “Osaka,” and “Fujisan” are frequently mentioned. “Okinawa” and
“Hokkaido” emerge as newly popularized tourism destinations and are therefore worth attention.



The frequent utilization of the term “world” is similar in all three sources. It may be due to the
fact that outbound tourism in China is still in its nascent stage. Maslow (1943) identified two
primary types of motivational behavior — tension-reducing and arousal-seeking — and Chinese
tourists primarily travel for the second one. For most travelers, the purpose of international
tourism is to experience stimuli, such as new knowledge and fresh experiences, about unknown
places. Thus, the positioning in the whole “world” (i.e. the most famous in the “world”, the best in
the “world”, etc.) is important for attracting Chinese tourists.

Table 3 Ranking of places by frequency

Travel guides Ads of travel agencies Travel blogs
rank word frequency word frequency word frequency
1 Japan 1.14 Japan 0.82 Japan 0.74
2 Tokyo 0.33 Tokyo 0.70 Tokyo 0.23
3 Kyoto 0.26 Okinawa 0.53 Kyoto 0.22
4 Okinawa 0.22 Osaka 0.46 Osaka 0.19
5 Hokkaido 0.18 Kyoto 0.22 Nara 0.13
6 China 0.16 Fujisan 0.22 China 0.12
7 Osaka 0.16 World 0.20 Fujisan 0.10
8 World 0.15 Shanghai 0.17 World 0.09
9 Sinjuku 0.08 Sapporo 0.16 Okinawa 0.08
10 Nara 0.07 Hokkaido 0.16 Hokkaido 0.08
11 Kobe 0.07 Beijing 0.15 Hakone 0.07
12 Kansai 0.06 Fukuoka 0.12 Shanghai 0.06
13 Otaru 0.05 Hakone 0.12 Kobe 0.05
14 Fujisan 0.05 Sinjuku 0.11 Kansai 0.05
15 Kiyomizudera 0.05 Guangzhou 0.11 Nagoya 0.04
/ Sapporo 0.04 Kobe 0.10 Sapporo 0.04
/ Fukuoka 0.03 Nagoya 0.08 Sinjuku 0.04
/ Hakone 0.02 Otaru 0.07 Beijing 0.03
/ Beijing 0.02 Kansai 0.06 Kiyomizudera 0.03
/ Nagoya 0.02 Nara 0.05 Otaru 0.03
/ Shanghai 0.02 Kiyomizudera 0.04 Fukuoka 0.02
/ Guangzhou 0.02 China 0.03 Guangzhou 0.02

The above discussion is based on mere comparison of ranking, but the frequency differences of
the specific word (place name) among sources are not taken into account. To compare sources and
look at the relationship between source and representative words (place names), a CA map has
been created. In the map, there are three circles with same radius, which are used for reference to
measure the distance between each two points. Due to the distinct underlying characteristics, or
purposes, of communication, each source projects quite different images, as is apparent in the
distribution of word variables surrounding each source. As shown in Figure 1, the word variables
appear to cluster around travel advertisements, followed by travel guides, and lastly, travel blogs.
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In the texts of travel advertisements, which need to communicate intensive information in only a
few words, place names show up with high frequency. On the other hand, travel guides have more
flexibility, and travel blogs the most, resulting in a lower frequency of place names.

Travel advertisements give more attention to international gateway cities like “Tokyo”
(including “Sensoji,” “Ginza”), “Osaka,” “Nagoya,” “Fukuoka,” and “Sapporo.” The famous
“Fujisan,” which is the landscape most symbolic of Japan, is also frequently included in travel
advertisements. Travel guides and travel agencies are paying similar attention to “Sinjuku,”
“Otaru,” “Kobe,” and “world.” Travel guides are more focused on “Hokkaido,” “Japan,” and
“Kiyomizudera.”

It is interesting to observe that travel blogs share very little in common with travel
advertisements. As shown in Table 4, while the first dimension explains 99.7% of the travel ads
and 81.4% of the travel guides, it can only contribute to the 49.6% of the travel advertisements,
while the rest (50.4%) are explained by the second dimension. While TDI in travel advertisements
is represented by international gateway cities and the symbolic “Fujisan,” neither of these is
emphasized as much in travel blogs. Travel guides somehow have some similarity with blogs in
that they focus on “China,” “Kyoto,” and “Kansai.” The most unique representations of TDI found
on travel blogs are shown in terms such as “Nara,” “Tsukiji,” “Hiroshima,” and “Hakone.” It is
revealed that bloggers are similarly focusing on traditional cities with long histories, such as “Nara”
and “Kyoto.” Neither of the newly popularized tourism destinations — “Hokkaido” (emphasized in
travel guides) and “Okinawa” (in travel ads) — has inspired enough experienced travelers to blog
about them.

Travel advertisements and guides frequently use the term “world” for positioning the
destination but in reality travel bloggers seem less attracted by this worldwide positioning strategy.
Instead, they are more focused on “China,” from where they started traveling. This grounding in
“China” does feature in travel guides but is largely neglected in travel advertisements. The above
evidence suggests that promotional strategy might be more effective if it connected the potential
tourism destination with the cultural background of Chinese tourists. Unearthing historical
connections between Japan and China might be a good way to attract Chinese tourists to Japanese

destinations.

Table 4. Summary of the correspondence analysis

. o Confidence singular
. . Proportion of inertia
Dimen | Singular Inertia 2 Si value
sion value X & Accounted . Standard | Correlation
Cumulative ..
for deviation 2
1 324 .105 827 827 278 -.072
2 .148 .022 173 1.000 314
Total 127 1.315 | 1.000° 1.000 1.000

a. 42 degree of freedom.



Table 5 Dimensions and correspondence to information sources

Cordinates . |Contribution to inertia’| Explanation by dimension
Source Inertia
1 2 1 2 1 2 Total
Travel ads | -0.622 | -0.047 | 0.057 0.541 0.007 0.997 0.003 1.000
Travel guides] 0.590 | -0.418 | 0.043 0.330 0.362 0.814 0.186 1.000
Travel blogs| 0.419 0.625 0.027 0.129 0.631 0.496 0.504 1.000
Active total 127 1.000 1.000
*Proportion of dimension’s inertia attributable to each source
® Proportion of source variation accounted for by dimension.
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Figure 2 Correspondence map for the frequently mentioned places represented on three

website sub-categories.

4.2 Tourism contents and information sources

In regard to tourism contents, there are distinct differences among the images projected by each
source. The three sources commonly feature the terms
“shop” among their top 15 most frequent words. It is easy to understand that “spa” is the most

favored tourism resource in Japan. The terms “garden,
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spa,” “garden,” “street,” “hotel,” and

street,” and “hotel” are usually present to

provide more detailed information about the location and its leisure facilities.




Table 6 Ranks of most frequent tourism contents

Travel guides Ads of travel agencies Travel blogs
rank word frequency word frequency word frequency
1 sakura 0.35 hotel 1.40 hotel 0.25
2 spa 0.28 breakfast 0.51 shop 0.17
3 shop 0.18 sight spot 0.50 JPY 0.15
4 temple 0.16 shopping 0.44 temple 0.15
5 park 0.14 dinner 0.39 spa 0.14
6 street 0.14 dining 0.37 park 0.12
7 Jpy!t 0.14 spa 0.36 airport 0.12
8 architecture 0.13 park 0.33 station 0.11
9 culture 0.13 street 0.33 street 0.10
10 city 0.12 flight 0.31 CHY 0.10
11 shopping 0.11 airport 0.29 price 0.09
12 geisha 0.11 lunch 0.28 room 0.09
13 island 0.10 shop 0.25 sakura 0.08
14 food 0.09 architecture 0.17 subway 0.07
15 hotel 0.08 culture 0.17 jinjya 0.06
/ station 0.07 theme park 0.17 shopping 0.06
/ jinjya 0.07 temple 0.14 culture 0.05
/ cHy!" 0.07 food 0.13 | architecture |  0.05
/ price 0.07 city 0.10 sight spot 0.05
/ airport 0.06 JPY 0.08 food 0.05
/ sight spot 0.06 CHY 0.05 city 0.05
/ theme park 0.04 island 0.05 breakfast 0.03
/ subway 0.03 jinjya 0.02 dinner 0.03
/ room 0.03 sakura 0.02 geisha 0.02
/ flight 0.01 price 0.02 lunch 0.02
/ dinner 0.01 station 0.01 island 0.02
/ dining 0.01 geisha 0.01 theme park 0.02
/ lunch 0.00 room 0.00 flight 0.01
/ breakfast 0.00 subway 0.00 dining 0.01

Note [1]: JPY = Japanese Yen, CNY = Chinese Yuan.

The CA map is helpful in revealing the relationship between sources and images within a
two-dimensional space. As shown in Figure 2, the images represented on travel blogs fall within
three categories of terms: terms related to shopping and currency, such as “CHY,” “JPY,” “price,”
and “shop;” words related to domestic transportation like “station,” or “subway,” and to

accommodation, such as “room;” terms related to historical landscapes, such as “shrine,” and

“temple.”

On the other hand, the TDIs represented in travel advertisements are more concerned with

dining and include terms like “breakfast,” “lunch,” “dinner,” and “dinning,” as well as those terms
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connected with long-distance (usually international) transportation, such as “flight,” and “airport,”

99 ¢

and accommodation (“hotel”). The other strand of TDI keywords found in ads are “park,” “street,”

29 <¢

“theme park,” “sight-seeing spot,” and “shopping,” all of which are presented in a depersonalized

and unemotional manner. These can hardly be effective in attracting new customers. On the other
hand, both travel advertisements and travel guides emphasize terms such as “food,” “spa,”
“architecture,” and “culture,” which are likely to be more attractive.
The TDIs featured in travel guides are also represented by terms such as “city,” “island,”
“geisha,” and “sakura.” Common images of traditional Japanese culture are echoed by these terms.
Following the above discussion, we can see that large parts of TDI in travel advertisements are
too neutral to impress experienced travelers. The overlapping terms that feature in both

99 ¢

advertisements and travel guides, such as “food,” “spa,” “architecture,” and “culture” appear much
more conducive to attracting tourists. Travel guides are more likely to convey a traditional image
of Japan, whereas bloggers pay more attention to shopping and prices rather than featuring terms
that represent traditional cultural Japan, such as “geisha” and ““sakura.”

This tendency to emphasize price is worth noting. Chinese tourists have astonished the world
with their strong purchasing power. According to data gathered by one of the biggest shopping
refund companies, Global Blue, Chinese citizens were the top overseas shoppers in 2011. It is true
that income growth has allowed an increasing number of Chinese to afford overseas tours and
shopping. While travel advertisements make more mentions of the behavior “shopping”, travel
blogs pay intense attention to “price,” and the monetary units “Chinese Yuan (CNY),” and
“Japanese Yen (JPY).” Although the advertisements must note the price of the travel plan they are
promoting, they seldom mention any other costs. However, the travel bloggers are concerned
about prices of a number of commodities besides travel costs, including food, cosmetics, electrical
appliances, luxury goods, and so on. Bloggers especially are interested in recording and
comparing prices, suggesting that they are sensitive to prices. The most enthusiastic consumers are
actually international bargain hunters, who compare prices worldwide and when in Japan purchase
items that have highest performance-to-price ratio.

It is also worth noting that bloggers pay more attention to cultural landscapes, as represented by
terms like “shrine” and “temple,” rather than describing Japan’s natural landscapes. When writing
an article about a recent trip, it is important to have a narrative to follow. To impress Chinese
tourists, the landscapes described need to have certain features that can be easily remembered and,
if possible, should tell a story. Ancient Chinese travelers liked to write poems about scenic views
and these viewing spots became popular only after the poems themselves were popularized. When
the travelers from later generations visited the same spot, they had usually memorized the older
poems and wrote down new ones to express their feelings. The most famous poems would even be
carved on rocks and it became a convention for Chinese tourists to recall stories about the ancient
poems and visitors while sightseeing (Sasaki, 2007). Some newly popularized scenic spots that are
not immortalized in poem are instead giving prominent trees, rocks, or mountains the names of
animals that they are thought to resemble. This naming is intended to function in a similar way to
the poems, in that it gives visitors a story to tell about the natural landscapes they are witnessing.
However, in Japan, where Chinese tourists are not familiar with local culture, they may be unable
to relate any poems to the views that they see. Since managers of Japanese tourism resources do
not give funny names to the mountains or rocks, this source of narrative is also unavailable. On

the other hand, terms relating to traditional architecture like “shrine” and “temple” convey a
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history that can also be related to China and thus afford Chinese tourists some narrative
understanding. The need for generating narratives also explains why Japanese cultural landscapes,
such as “geisha” and “sakura,” were seldom mentioned by bloggers. Chinese tourists may not
relate so readily to such terms because they often do not take sufficient time to appreciate these
aspects of Japan’s culture, with which they are unfamiliar.

3 O source
tourism contents
room
2-
subway
travelblogs station
o~ 1 o :
price
g : CHY
& travelagencies airgort JPY
2 dinner, hotel shop shrine
a lunch park temple
0 DreanTast p o
dining & stregt oo
T ey
sight spot Y travelguides
shopping / architecfure
4 themepark quiture geisha
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sakura
-2 T T I I 1
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Dimension 1

Figure 3 Correspondence map for the most frequently mentioned tourism contents represented
in the three information sources.

Table 7. Summary of the correspondence analysis

. . Proportion of inertia Confidence singular
Dimen | Singular Inertia 2 Si value
sion value ¢ X & Accounted . Standard | Correlation
Cumulative ..
for deviation 2
1 .565 319 .820 .820 197 .086
2 264 .070 .180 1.000 .360
Total .389 4.649 | 1.000? 1.000 1.000

a. 56 degree of freedom.
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Table 8 Dimensions and correspondence to information sources

Source Cordinates Inertia Contribution to inertia’| Explanation by dimension
1 2 1 2 1 2 Total

Travel ads | -0.638 | -0.061 | 0.133 0.416 0.008 0.996 0.004 1.000
Travel guides| 1.011 | -0.623 | 0.159 0.423 0.343 0.849 0.151 1.000
Travel blogs| 0.692 | 0.950 | 0.097 0.161 0.649 0.531 0.469 1.000

Active total 0.389 1.000 1.000

*Proportion of dimension’s inertia attributable to each source

® Proportion of source variation accounted for by dimension.

O Cultural/ historical landscapes — traditional architecture

Toudaiji (in Nara) Kinnkakuji (in Kyoto) Meiji Shrine (in Tokyo)
O cCultural landscapes — Japanese culture

Sakura

Figure 4 The illustration of various images

Source:

Toudaiji: http://www.todaiji.or.jp/index.html

Kinkakuji: http://www.shokoku-ji.jp/k sanpai.html

Meji Shrine:
http://ja.wikipedia.org/wiki/%E6%98%8E%E6%B2%BB%E7%AS5%9E%ES%AE%AE

Geisha: http://koimaiko.com/cast/

Sakura: http:/ja.wikipedia.org/wiki/%E6%A1%9C

5. Conclusions

From the above discussions, we can see that the TDI of Japan represented on travel blogs is
quite different from that represented in travel guides or travel advertisements. Chinese tourists
tend to be impressed by Japanese traditional cities with long histories, as represented by terms
such “Nara” and “Kyoto.” These travel bloggers frequently write about historic landscapes, as
represented by terms like “shrine” and “temple.” These historic landscapes may be more attractive
to Chinese tourists than areas of natural beauty because they can provide tourists with some kind

of narrative, even in an unfamiliar land. Neither Japan’s natural landscapes mor its traditional
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culture (“geisha” and “‘sakura”) is represented as frequently in travel blogs. When striving to
attract Chinese tourists, it is important to create a memorable story about the potential tourism
destination. Finding connections with the cultural background of the tourists - in this case, “China”
— would be an effective way to guide future tourism promotion.

The tourists’ enthusiasm for shopping and their sensitivity toward prices are also worth noting.
The increasing purchasing power of Chinese tourists has been noted in various countries and has
brought huge retail opportunities to destinations that are able to attract large numbers of Chinese
tourists. Japan itself is also placing increasing importance on designing internationally competitive
goods.

There are some limitations to this study. First, the correspondence analysis has an inherent
weakness in that, to a certain extent, it relies on subjective judgment, such as the categorization of
sources, the selection of image words, and so on. Also, it is only used to analyze correspondence
instead of associations, thus the inter-category distances do not have statistically significant
meaning. Second, because it is confined to a fixed information medium, the destination image of
Japan only represents the images featured on the Internet. Third, the text contents data used in this
analysis only covers a limited number of websites and thus may not be able to represent the
images delivered to web users overall. Despite these limitations, studying the TDI of Japan is a
worthwhile pursuit and the results of this paper offer important implications for Japan’s tourism
industries and its government.

The study also faces a major challenge in that China and Japan’s relationship has been
negatively affected by an unstable political situation. In periods of tense relations, international
tourism always confronts severe setbacks. Even in times of peace, the influence of bilateral
relations cannot be overlooked; however, it is beyond the scope of this paper. In future studies of
Chinese tourism in other destinations (countries), political situations and bilateral relations should
be included for comparative analysis.

This study considered including official Japanese tourism webpages for comparison, but there is
not enough Chinese information on the official homepages of Japan’s overall tourism industry.
Although major tourist cities have set up separate websites, the task of combining information on
such dispersed websites into one text database is difficult. It would be particularly hard to decide
the weight of each website because the influence of these homepages may be very different and
some of them may have seldom been visited. Considering the difficulty of integrating these into
one complete text, official homepages have been omitted from the sources for comparison in this
study. Future study should endeavor to compare these sources of information with others when
studying the TDI of specific cities or sightseeing spots.
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