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Agenda

•Social Media

•Methodology

•Findings

•So What?



Our problem

• Social construction of heritage 
experiences in the digital age

• What are the reviews revealing to 
us?
– Tourist united
– Tourist confused
– Tourist unhappy
– Tourist happy 



Digital Social Media

• Ubiquitous

• Convenient

• Trust 

• Control and freedom

• Interactive and user-driven contents
– Feedback  and complaints

• Ego and social rewards



Methods

• www.tripadvisor.com
– Largest travel website in the world

• The genre of ”social media reviews”
• Netnography

– Ethnography in cyberspace
– Reflexivity, participant observation, observation 
– Interviews replaced by documenting digitalized 

autobiographical reviews
– Retrospective postings and implications for us



• Knowledge
– Authenticity 

– Local society

– Education

– Co-production of 
knowledge

• Enjoyment
• Reflections on experiences 
• Ritualized ”been there, 

done that” 
• Social affirmation
• Other tourists
• Social marker: Prestige and 

status
• Interactive authenticity

Findings I: Romance of Travel



Findings II: Practicalities of Travel

• Anxiety
– Getting ready 

– Bodily needs

– Dealing with the 
foreign

• Immediate distractions
• Other tourists 

• Bodily discomforts

• Ignorance

• Potential hostilities



The Versatile Tourist in the Digital Age

• The romantic and the practical 

• Collective gaze and the romantic gaze

• Tourist culture versus local culture: “Reaching out”

• Social experiences and new “hidden” mediated 
experiences

• Experience and the articulated gap
– Clash of contexts and the reconstruction of heritage 

experiences
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