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What if?

Google Keyword: “Bath Hotels”
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Is that going to happen?

• Long Tail 

• UGC web sites are “search engine friendly”
Gretzel, 2006

Anderson 2006
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The context

• Tourism online domain
Xiang et al. 2008

• Importance of the social media in tourism 
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Online space: information competitors

• Official / institutional websites: refers to all 
official web sites that appear in the search 
results. 

– e.g. Bath Tourism Organization, University of Bath, Bath City 
Council web site, but also official hotel websites, official firms
websites, etc.

• Unofficial / non institutional websites: refers to 
all websites that are not official / institutional. 

– They do not have an institutional mission related to the city or to 
the tourism organization. 

– They are part of the so called long tail.

– They do not have political or editorial rules to follow.

» e.g. Wikipedia.org, Wikitravel.org, IgoUgo.com, 
Tripadvisor.com as well as simple personal websites.
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Web Reputation (1) 

• UGC: aggregation of online feedback mechanisms 

that use internet bidirectional communication to 

share opinions about a wide range of topics such 

as: products, services and events
Dellarocas, 2003

• The aggregation of all these online feedbacks 

creates the web reputation of the products 

service or event (and of the destination)
Dellarocas, 2001 and 2005; 

Bolton et al, 2004
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Web Reputation (2)

• The impact on the seller’s reputation is crucial, 
and from defection greater than the impact to 
the buyer’s reputation 

Malaga, 2001

• Reputation can be considered as an asset, 
which requires investments to create and 
maintain; moreover, as asset, reputation can 
also be managed.

Mailath, G. Larry, S., 2001
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Research Design

• 9 relevant keywords from the log files of an 

official DMO website of a popular UK 

destination.

• 9 search activities on the two most popular 

search engine (9x2)

• 3 results pages have been considered useful 

for the study (10 results per each page)

• Reputation content analysis 

Inversini, Cantoni and Buhalis - JiTT Search Workshop, November 2008

The Code Book

• Based on: 
– value judgments

• Example from the code book:
– (i) “It has been a really convenient holiday”: positive value

– (ii)“It is not worthy to spend a night in this hotel”: negative value

– factual/emotional arguments

• 3 coders:
– massive coaching

– high inter coder reliability 
• Fleiss Kappa 0.923
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Items and Sub Items

• The information units used for the analysis are 

the items (direct link) and sub items (+1 link)

Sub items are a click

away from the result

page.

e.g. a blog post about the city of

Bath would be the item for the

content analysis, while the

comments to the post (available

in a further page) are the sub

items.
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Results: keywords

• Log files analysis and most relevant keywords

• Positioning analysis

• 39.7 % of the traffic on the web site

Keywords Google Ranking Yahoo Ranking
bath 1 3

bath hotels 4 4

visit bath 1 1

hotels in bath 7 /

bath tourist information 1 1

things to do in bath 1 19

bath tourism 1 1

bath spa 14 /

bath england 2 10
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Results: search activities

• Official Websites

• Unofficial Websites

• Not relevant Websites

Unique results Official Ws Visit Bath Unofficial Ws UGC Not Relevant

Google.com 205 69 9 83 20 53

Yahoo.com 222 28 4 93 38 101
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Results: coding activity (1)

• VisitBath and unofficial websites arguments

• Bath official DMO website is marketing the destination with factual arguments

• Bath Official DMO website is expressing  positive or at least neutral value judgments

• Long Tail players communication is more based on emotional arguments

• Long Tail players value judgments are different 

Arguments Official DMO Unofficial

No Arguments 0.0% 11.3%

Factual 90.9% 53.8%

Emotional 9.1% 34.8%

Positive 63.0% 54.2%

Neutral 37.0% 37.9%

Negative 0.0% 7.9%
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Results: coding activity (2)

• Unofficial web site topics

Topic Item SubItems
Destination 25.9% 8.2%

Travel Experience 4.2% 1.8%

Accomodation 34.7% 48.6%

Restaurant/Pub/Social Life 3.4% 10.9%

Attraction 20.6% 17.7%

Event 2.8% 3.6%

News 0.9% 0.0%

Other 7.5% 9.2%
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Results: reputation items

• Items value judgments
• factual arguments 41.25% -VS- emotional arguments 46.87%
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Results: reputation sub-items

• Sub items value judgments
• factual arguments 28,63% -VS- emotional arguments 63,18%
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Conclusions and Future Work (1)

• The need to improve at various levels 

• A reverse engineering work would help 

destination managers to find the web sites 

which are influencing the destination web 

reputation and try to create marketing (but 

also “physical”) initiatives to help/correct 

them.
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Conclusions and Future Work (2)

• Destination web reputation should be deeply 

studied to gain insight on: 

• Shortcomings

• Marketing and other issues

• Available software are not enough for the high 

complexity of the domain.
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