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As a popular tourist activity, photography has recently received a great deal of academic
attention. Tourist selfie practices, however, have not yet been thoroughly examined by
tourism scholars. The purpose of this study is to pique researchers' interest in
investigating tourist selfies storytelling. The study looks into whether tourists' selfies at
tourist destinations uncover specific aspects of the host destination, implying an
embodiment of particular preferences, intentions, and motivations. An exploratory
analysis using a two-step qualitative approach was carried out in this study. A semiotic
analysis of 317 tourist selfie photos, and two phases of in-depth interviews with eleven
tourists visiting Egypt on a 7-day packaged tour. The findings show that tourists prefer
to capture host communities’ appearance and attributes in their selfies for different
motivations and intentions. Impressions, advertisements, suggestions, and descriptions
for these attributes were the intentions that shaped the tourists’ selfie practice. This
study extends knowledge of the content of travelling-related selfies and tourist
behaviours at destinations. It suggests management implications to help tourism and

hospitality practitioners, to better engage with, and profit from, tourists’ selfies practice.
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Introduction

Recently, tourist selfies have received a great deal of attention from academics when they
examine photos of destinations (Chen et al., 2017; Trinanda and Sari, 2018; Sigala, 2018).
Self-photography (selfies) has become a vital component of the modern tourist experience,
especially with recent technological advances and a developing online culture stimulating the
act of self-presentation through photography at tourist destinations and instantly sharing with
an intended audience (Weiler et al., 2021). According to Trinanda and Sari (2018), a selfie is
a practice, in which an individual takes his or her photos, preferably with an intriguing
background, to show that he or she has already visited a location or had an interesting
experience. Current communications trends based on content creation, also identified as User-
Generated Content (UGC), have inspired people to share their tour packages with others
online by posting images and opinions on Social Media Platforms (SMPs). In terms of UGC,
the "selfie" is a kind of self-portrait that has recently been popularized by social networks as a
way to present oneself using technology (Camprubi and Rojas, 2021). Selfie practice is
commonly understood as a combination of physical and social processes, including taking
photos with a camera in an interesting environment and sharing them online (Svelander and
Wiberg, 2015).

Thanks to digital platforms, travelers are no longer passive recipients of travel
information; instead, they are empowered to express themselves and share their opinions
(Marzouk, 2021). For instance, they can now comment on, change, and share content by
writing descriptions and posting selfies about tourist destinations (Kim and Fesenmaier,
2017). According to Caton and Santos (2008), photography has evolved into a tourist product
that uses people and locations as a backdrop, regardless of the captured content. Recent tourist
selfie content has had a significant impact on how prospective travellers plan and make

decisions (Larsen, 2018). Over 70% of visitors are thought to use UGC to plan their vacations



in the context of tourism (Cheung et al., 2022). Tourists are therefore exposed to UGC
containing diverse message appeals, such as emotional descriptions of tourism activities and
functional descriptions of information, and characteristics of events and hospitality services,
which are revealed to tourists (Sotiriadis, 2017).

The majority of prior research conducted indirect analysis on the metadata encoded in
photos, which fell into four major areas in the tourist field (Li et al., 2018): focusing on
analysing the image of visitors using user-related data (such as user ID and photo ID) in the
photo (Zhang et al., 2018), analysis of textual content (description, title, and label) to
determine the best tag to define the destination (Spyrou and Mylonas, 2016), temporal data
(date of taking and uploading), and analysing the spatial patterns characteristics of tourism
destinations using geographic information (Bae and Yun, 2017). However, this indirect
analysis represents the beginning of the deep learning technique (Arabadzhyan et al., 2021),
particularly in the tourism field, where research examining the characteristics of tourist
photography’ content is lacking (Nikjoo & Bakhshi, 2019; Uchinaka et al., 2019).

Furthermore, previous studies on selfies (Christou et al., 2020; Lyu, 2016; Taylor,
2020) have primarily examined selfie-sharing from a social and psychological perspective.
Most studies concentrate on how selfie-takers behave, connecting them to personality
characteristics, narcissism, and unsustainable behaviours. Consequently, it is still a relatively
new area of study (Lim, 2016), particularly in the tourism context, where research revolves
around identifying the psychological characteristics of selfietakers (Lim, 2016; Taylor, 2020).
According to Camprubi and Rojas (2021), the literature in this field has not yet addressed the
content and backgrounds shown in selfies. Similarly, Douglas and Cardell’s (2018)
interdisciplinary approach emphasizes the storytelling power of selfies, which has not yet

been thoroughly investigated.



Additionally, Georgakopoulou (2016) also investigates the practise of sharing selfies
in the context of short stories. The findings imply the need for in-depth research on the story-
telling elements of travel selfies and how the narrative functions, which is especially
important for tourist destinations considering how these photos may affect their projected
image and promotion. In this regard, Dinhopl and Gretzel (2016) and Mkwizu and Mtae
(2018) argue that future studies should strongly emphasize investigating selfies in terms of
content and patterns.

Therefore, this study attempts to fill this gap, especially given the scarcity of studies
investigating the marginalised indications present in tourist selfies about tourism destinations
(Fox and Rooney, 2015). Bearing this in mind, the objectives of this study are threefold, as
follows:

(1) To examine the set of characteristics that recur in tourist selfies,

(2) To verify the host destinations’ image in tourist selfies,

(3) To explore the tourists’ preferences and motivations to take selfies, as well as

intentions for online photo-sharing, and

(4) To investigate the ethical concerns of selfie practise from the tourists’ perspective.

The current study builds on prior research in the field (Christou et al., 2020; Marzouk,
2021; Nikjoo and Bakhshi, 2019; Uchinaka et al., 2019) by focusing on a unique
destinationsetting: Egypt, the Middle East’s major tourism destination with rich culture and
remarkable history (Marzouk, 2021). This research examines selfies within the context of the
tourism and hospitality industry. The study’s methodology is then constructed, outlining the
rationale and procedure for using a two-step qualitative approach. The paper’s main section
then examines the findings of the two qualitative stages before discussing the findings and

their implications. Finally, limitations and recommendations for future studies are presented.



The study contributes significantly to the tourism literature. First, the study enhances
the knowledge of host destination-tourist interaction in a tourism and hospitality context by
examining recur tourist selfies’ content characteristics. Second, the study adds to the
academic understanding of the tourist behaviour relevant to selfie practises by empirically
exploring the embodied preferences, motivations, and intentions for selfie practise, thereby
adding to existing tourism literature on understanding tourist behaviour in vacations (Pearce
and Wang, 2019). Third, the study addresses the identified gaps in the literature surrounding
selfies storytelling and extends the current understanding of one form of conspicuous
production in the context of tourism and hospitality marketing (Sorokowski et al., 2015;

Taylor, 2020), i.e. taking and sharing of vacation selfies on SMPs.

Literature review
Tourist selfies

Selfies are arguably twenty-first-century phenomena, with the epithet “selfie” first
originating in literature in 2002 (Weiler et al., 2021). Selfies are photos taken with a phone or
camera and typically shared on different social media sites with a networked audience
(Christou et al., 2020). Sigala (2018) argues that the practise of taking selfies was initially
viewed as a form of narcissistic conduct, but it has since evolved into a common tourist
activity. Consequently, it is now quite typical to witness a tourist spending most of his or her
vacation taking a selfie for social media accounts and other purposes (Lyu, 2016; Marzouk,
2021). According to Sari et al. (2019), this phenomenon is frequently utilised as a tourism
marketing technique.

Many researchers have studied the selfie practises of travellers (e.g., Fox and Rooney,
2015; Kim et al., 2016; Lyu, 2016; Pearce and Wang, 2019; Dinhopl and Gretzel, 2016). Kim
et al. (2016) claim that selfie practise includes the everyday selfie, food selfie, social selfie,

hobby selfie, travel selfie, leisure selfie, and commercial brand/item selfie. According to



Dinhopl and Gretzel (2016), the nature of taking selfies permits anyone to transform anything
into an image, and everyone is free to do it. Consequently, tourists can serve as both actors
and narrators by taking selfies and sharing their travel experiences as they occur (Cahyanto et
al., 2016). As a result, it is critical to analyse tourist selfies since they directly affect how
potential visitors perceive and experience a destination (Zhang et al., 2018) as well as the
lives and well-being of people photographed at the site (Scarles, 2013). Specifically, a gap in
dissecting the content of selfies contributes to formatting the destination image (Stylianou-

Lambert, 2012).

Tourists’ selfies storytelling

This concept identifies tourists’ preferences, intentions, and concerns regarding selfie
taking. Past research has addressed the travel selfie phenomenon within the context of
tourism. Selfobjectification, narcissism, and moving the lens to the side of specific destination
attributes are common and recurring characteristics and behaviours in travel selfies (Christou
et al., 2020; Lyu, 2016). However, other studies have classified selfies as a cultural
phenomenon that enriches the traveller’s experience. According to Marzouk (2021), posting
photos online is a performative aspect of travel writing that enables the traveller to interact
with “others,” including the readership of travel writing and people they encounter when they
are abroad.

From a marketing standpoint, other studies have focused on subjects such as analysing
the level of engagement and the impact that selfies have as a promotional tool in social
networks; or the human element that selfies hold, as well as other more generic marketing
techniques. According to Bond and Falk (2013), a person’s desired identity can be portrayed
in photos taken and shared during a vacation. An idealised view of one’s travel experience is
neither positive nor negative, but it unquestionably aids the traveller in crafting his or her

narrative and enables focus on oneself or specific aspects of the journey. Almost everyone



does this without much consideration (Pearce and Wang, 2019). Hence, it is all “Hey, I'm

'79

here!” has replaced “This location is amazing.” Therefore, tourists seek objects that can be
used to authenticate their photographs (Lyu, 2016; Caton and Santos, 2008).

From a psychological perspective, Fox and Rooney (2015) argue that psychological
characteristics may drive tourists to take specific types of photographs that focus on a specific
aspect such as social environment (e.g., local habits, whether good or bad, and localities),
community services (e.g., transport and crowding), and physical settings of hospitality places
(staff, customers, asymmetry). According to Dinhopl and Gretzel (2016), selfies democratise
all types of tourist experiences by allowing travellers to choose how they want to present
themselves during their trip encounters. Sontag argues that having a camera transforms a
tourist into an active participant, a voyeur (cited in Garlick, 2002, p. 291). Tourists take
anticipated pictures while taking photos but do not always look at what they are
photographing, so they never realise or comprehend what they have captured on camera (Lee
etal., 2022).

Other studies highlight this practice’s drawbacks when applied to the tourism context.
For example, Stylianou-Lambert (2012) argued that when international tourists visit less
developed countries, they believe they are reporters tasked with documenting the lifestyles of
others. Stalker (cited in L1, 2015, p. 38) comments, “tourist photography is aggressive, hostile,
and predatory, and a camera may be considered a gun.” Based on the same perspective, the
photographic process operates as an “extremely selective filter, removing, absorbing, and
altering everything that passes through it” (Teymur cited in Li, 2015, p. 38). Most studies
reported that the content of tourist photos could be influenced by preconceptions (Feighery,
2009), actual travel encounters (Garlick, 2002), and the close relationship between tourism

and photography (Cilkin and Cizel, 2022). Such views imply negatively co-create

selfperceptions and personal meanings (Fox and Rooney, 2015) relative to potential tourists.



Stylianou-Lambert (2012) claims that tourists attempt to take a succession of shots to achieve
their favourable position and angle in these photos. As a result, photography has inherent
selectivity as visitors seek and construct subjects to fit their preconceived notions and
preferred narratives of the destination as it is actually encountered (Ateljevic and Doorne,
2002).

It has been demonstrated that UGC storytelling effectively conveys messages about
tourist experiences because it is more engaging, better rated, and easier to remember than
explicit messages (Hay et al., 2022). In this regard, Xiang et al. (2015) explain that using the
internet in travel and tourism frequently includes impressions, suggestions, experiences, and
emotions. In addition to the content of the selfies, the motivations for taking photographs
while travelling has been investigated. Tourists take and post selfie photos for a variety of
reasons, such as to document significant experiences (Li, 2020) or to express their thoughts
and feelings (Chen et al., 2017) that satisfy their tastes or standards (Sigala, 2018) in a highly
personal way. However, no prior study in this field has examined the content of travel-related
selfies as embodied storytelling based on the selfie-characteristics. Therefore, this paper aims
to analyse the context of tourist selfies and explore tourist preferences, motivations,

intentions, and concerns that might shape selfie storytelling.

Methodology

The study was conducted in Egypt, a prominent tourist destination with a wide range of
tourism activities and locations attracting millions of visitors, making tourism the country’s
most important industry (Marzouk, 2021). Contrary to academic research that theorises the
meaning and reasons for the travel selfie within a certain community (Chen et al., 2017
Sorokowski et al., 2015; Uchinaka et al., 2019), this study seeks to comprehend the
storytelling of tourist selfies through the use of a qualitative and inductive approach that

allows for in-depth knowledge.



To comprehend the storytelling of a travel selfie, we must examine it through the eyes
of travellers and audiences. Selfies are primarily defined by the subject or component of the
photo as well as the tourist behaviour involved in taking that particular selfie. In the tourism
and hospitality context, the combination of preferences and motivations to take selfies, as well
as intentions for posting them, all play a significant role in the meaning-making of selfie
practises. As a result, in the current study, a semi-directive interview was combined with the
semiotic analysis method (SA) since combining different research approaches can be highly
advantageous in providing a thorough study (Ritchie et al., 2014).

A study is credible when its findings are plausible and the methods used to reach them
are reliable. Three criteria were identified to address the significant risks of compromising
trustworthiness: subjectivity, conformability, and transferability (Fusté-Forné, 2022) as

summarized in Table 1.

Research stages
Stage one: Semiotic analysis of tourists' photos

The choice of an appropriate sample for the analysis process and identifying the
intended audience are the initial steps in implementing this method. Facebook was used to
gather data. Because Facebook continues to be the most used social media site and boasts
daily photo uploads of 300 million, it was determined to be the most suitable platform for this
study (D‘Souza, 2017). Initially, we searched through Facebook for images that fit the
definition of the tourist selfie taken while on vacation in Egypt. A systematic, random sample
of 317 travel-related selfie posts was collected over the last two years, from March 2019 to
March 2021, using the opportunity of launching an advertising campaign called “Egypt

Selfie.” In order to consider ethical release, the photos of the Facebook profile holders were



contacted to obtain their permission to analyse their posted photographs about Egypt, but not
to use them in the visual documentation of the publication. This step substantially resembles
those of prior tourism research, such as Uchinaka et al. (2019) and Marzouk (2021), who
gathered data from a social media site during Japan’s biggest holiday season and Egypt’s
summer vacation, respectively.

A visual methodology was developed based on SA and content analysis (CA) (Ge,
2019) of tourist selfies. According to Hunter (2016), tourists’ online selfies can be viewed as
reflections of online culture. Culture is described by Jenks (1993) as a context-dependent
semiotic system, so SA and CA are used to fulfil the first and second study objectives.
Semiotics is utilised to identify and interpret denotative and connotative content conveyed by
tourist selfies found online. Denotation refers to the literal or actual meaning conveyed by the
content, while connotation refers to the value-laden or social implications of denotation
(Barthes, 1977). Hunter’s (2012) framework is used for the visual analysis in this study. This
method is comprised of five steps: (1) define sampling (using various hashtags as keywords);
(2) content analysis (recognize unique connotative themes); (3) semiotic interpretation with a
reflexive perspective (interpretation of cue features within and across photo types); (4)
recognising the denotative aspects (identify implications) and; (5) synthesising (describing

implications and making conclusions).

Stage two: In-depth interviews

The third and fourth study objectives were achieved through conducting in-depth interviews.
A group tour during vacation is the context for this study interviews. The sample comprises a
group of international tourists who are visiting Egypt for the first time, allowing for a more
accurate understanding of the tourist selfie phenomenon by examining all their non-native
activities and behaviours of interest (Rossiter, 2011). As participants were chosen for the

10



study based on how closely they met the pre-defined criteria, a purposeful sampling technique
was used (Jennings, 2001). Following the selection of a tour, the tour guide introduced the
researcher member to all participants. After everyone agreed that the researcher could
accompany them on their tour, the tour was confirmed. There were eleven tourists on the
group tour; the tour was entirely conducted in English. The interviews were divided into two
parts. Initially, the questions were tested and modified to make them more understandable to
the interviewees (Brotherton, 2015).

The first part consisted of open-ended questions developed from relevant studies on
travel attitudes and motivations (Stylianou-Lambert, 2017), patterns in tourists’ selfie-taking
and sharing (Konijn et al., 2016), as well as thoughts and feelings (Gillet et al., 2016). The
second part of the interview explored tourists’ perspectives on some selfie practises using the
photoelicitation technique. Related questions addressed participants’ perceptions of the
considerations and ethical views related to taking selfies. This part was semi-structured: it
relayed an interview guide to maintaining consistency across participants and interview
sessions; however, participants were encouraged to elaborate, and case-specific follow-up
questions were asked.

All interviews were performed face-to-face, lasting 15-25 minutes on average. After
receiving permission from the interviewees, each interview was recorded and transcribed
before conducting data analysis. Based on Mehmetoglu and Altinay’s (2006) application in
hospitality research, this data analysis pursues the grounded theory analysis method. Nvivo
was used to organise and interpret data from interviews. Following the breakdown of the data,
codes are compared, and similar codes are grouped into categories (Strauss and Corbin,

1998).
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Findings
Findings of stage one (SA)

Three hundred seventeen posts were published in 2019 (38%), 2020 (47%), and 2021 (15%).
Following Stylidis et al.’s (2016) process, selfie photos were classified into five groups:
photos with a background of ‘entertainment service,” ‘cultural heritage and leisure,” ‘a social
environment,” ‘community services,” and ‘a physical work environment,” as demonstrated in
Figure 1. This shows that the scenario tourists want to capture in their selfies depends on the
tourist places and activities they decide to partake in a while on vacation. Another criterion
considered in this analysis is the predominant selfie backgrounds or selfie-takers. In each
group, two types have been identified: (1) photos with close-ups in which the background is
almost two-thirds of the photo and tourists occupy only a small space of the frame, and (2)
photos that signify the equal importance of both the background and the tourist, which could
be due to visitors’ desire to highlight and convey the cultural customs and attractions they

incur.

Almost one-third of the sample featured cultural heritage and leisure elements in the
background (37.22%). Among them are cultural and architectural heritage sites, buildings,
and scenery involving beaches, mountains, and landscapes, as shown in Figure 2. These
exemplify Egypt’s stunning culture and remarkable history (Elshaer and Marzouk, 2022).
Second, entertainment services (folklore, cinema, souvenir shops, shopping markets, and
traditional artworks) account for 26.50% of the backgrounds of tourist selfies, illustrating both
traditional and modern society culture and services. These findings demonstrate that
traditional selfies of oneself are no longer popular within an entertainment context, and selfies

among a cohort of people are becoming the pattern in tourist selfies.
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Community services comprise the third presence (15.45%), with two prominent places
(public services and public transportation). In contrast, selfies taken at hospitality places
(restaurants or accommodation units) and during cultural traditions (cultural festivals & local
rituals) were classified as part of the physical environment (11.67 %) and social environment
(9.14%), respectively. Consequently, it can be affirmed that the presence of community
services, the physical environment, and the social environment that appears in the photo is
unconditioned by tourist attractions in tourist selfies. The most significant finding is that
69.82 percent of selfies’ backgrounds focus on other destination attributes/aspects rather than

key touristic attractions.

The most captured elements in tourist selfies

An online coding system was used to classify tourist selfies based on the backgrounds and
captions of their online travel selfies. Through analysis, five themes and fifteen subcategories

were identified in the backgrounds of tourist selfies (Figure 2).

Regarding selfies associated with ‘cultural heritage and leisure’, the presence of
animals in the background, as well as unknown tourists, residents, and houses, are all included
in this genre of images. For example, in Image 1, animals (camels and horses) appear in the
background of a tourist’s selfies shot at historical sites (e.g., pyramids area). In contrast,
‘entertainment services-related selfies” backgrounds’ included the presence of local shops in
the background, unknown tourists and locals, and some local interactions and lifestyles.
Image 2 shows a small souvenir shop, where older adults or tourists appear in the photo as
passive actors who are completely uninterested in the camera. It seems that the tourist

captures the moment and discovers an ideal topic for narrating on social media, focusing on
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the presence of the locals’ lifestyles. While photos of © social environment’ are included in the
background, unknown tourists, unknown people, or children are in the background. This type
of photo includes the presence of some type of social interaction/behaviour of unknown locals
in the background. Image 3 shows some Egyptian men and women in the background of a
selfie shared by tourists on social media. Locals captured in image 3 appear to be unaware of

the act of photographing.

*hkkhkhkhkkikhkhkkihkikik Please see Images 1_6 *hkkhkkhkkkhkkikkikkikkk

Photos of ‘the physical work environment’ often include background utility
furnishings or a theme, servers or busboys at work, a bartender, and customer interaction.
Image 4 shows a group of diners in a restaurant or the decoration and furnishing of a
hotel/guest house in the background. In this photo, tourists experience local food and
lifestyles and discuss their differences or similarities. At the same time, locals and public
transportation are in the background of selfies taken near ‘community services (e.g., railway
stations). Image 5 shows a very old train in Cairo — the capital of Egypt. There are now very
few of these trains exist in Egypt, and the government has been working for many years to
revitalize the city’s transportation system. It appears that tourists respond better to
olderlooking objects (Nikjoo and Bakhshi, 2019). However, not all tourists take the same
approach and some post photos that reflect the positive image of a country as a tourist
destination. For example, image 6 shows a photo of modern and different aspects of the
country’s transportation (e.g., the Nile cruise that presents a classical element of Egypt).

Poster.us, an efficient online tool for extracting information from social media, was
used to analyse the content of the uploaded photos (Cakici et al., 2017). Photos and captions

were examined to determine whether a post had subjective (sentimental) or objective captions
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(non-sentimental elements). Based on Uchinaka et al.’s (2019) study, four basic code types
were developed: impression, description, suggestion, and advertisement. After that, two axes
arise from the test coding procedure to characterize the intention analysis. The vertical axis
indicates whether a selfie post has emotive aspects, objective caption, or subjective caption.
The horizontal axis indicates whether a selfie was taken to convey a message about a place,
shop, or event information or without the intention of influencing the audience/ followers’
views about ongoing or previous reports of events.

According to their Facebook posts’ captions, the majority of tourist selfies relating to
cultural heritage and leisure activities are classified as a type of “impression and
advertisement,” in which tourists are impressed by seeing a camel or a horse. According to
their online descriptions, most entertainment services-related selfies are characterized as a
kind of “description and impression” of customs and gadgets of local hosts. Based on an
analysis of selfie captions, the majority of images shot by tourists with residents in the
background (social environment) are deemed a form of “description and impression” of the
culture of the local society.

According to tourist captions, the majority of photos taken by tourists in restaurants or
hotels are a “suggestive and descriptive” representation of local foods or themes. The majority
of photo captions that include community services in the background can be categorised as
“impressions and descriptions.” By analysing the content of the selfies’ backgrounds and
captions, Figure 3 provides a summary of tourists’ intentions with their selfies. The majority
of tourist photos (54.55%) were taken with the intention of making an impression. Tourists
shared their impressions of historical sites, the weather, natural landscapes, and the local way
of life. In terms of advertising, tourist information centres emphasised cultural and traditional
activities at historical sites, such as camel and horseback riding. All the participants visiting

Egypt for the first time and gaining first-hand knowledge may have influenced tourists’
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impressions and advertising selfies. The primary intent was to make suggestions centred on
restaurants, hotels, and beautiful scenery. This is explained by the traditional tourist role
theory, which suggests that interest is maximised when both new and familiar elements are
incorporated into an experience. In restaurants and hotels, tourists may wish to provide
feedback on what they are currently experiencing and how it differs from what they have in
their home countries. In contrast, the description was the selfie intention observed in photos
that demonstrates the culture of the local society, community services, and entertainment
services in the background. The latter finding strengthens Stylianou-Lambert’s (2012)
assertion that when visiting less developed countries, tourists may feel like reporters tasked

with describing other people’s lifestyles.

***********Please see Figure 3*************

Findings of In-depth interviews

A total of 11 interviews were conducted. Table 2 shows an overview of the personal
information of this group’s participants, including demographic information, whether they are
traveling alone or in a group, as well as travel experience, their preferred selfie photo topic,
and their selfie post type. Six males and five females who fall into the age range of 26 to 65
years old make up the participants.

*hkkkkhkkkhkikikkik Please see Table 2 *khkkhkkkhkhkkkikkk

At this stage, data was gathered up until what Lincoln and Guba (1985) called the
“qualitative informational isomorph,” or the point at which there is no longer any need for
additional data due to information redundancy. Table 3 shows the coding characteristics of the

unique features that our group thinks about Egypt before this visit, their preferred selfie photo
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characteristics, and their intention that may describe their selfie photos when posting on

Facebook as a result of this visitation.

Three photos were chosen from the material earlier analysed for the semiotic analysis
to be shown to interviewees using the photo-elicitation approach. Each photo was chosen
based on its relevance to this part’s purpose (considerations and ethical perspectives on selfie
practise (selfie-taking and sharing) and its frequent appearance in the collected materials. The

recognised perceptions are presented in Table 4 below.

*khkhkhkhihkhkkk Please see Table 4 *kkhkhkhkkhkhkhkkikkx

Based on the photo-elicitation technique, many respondents indicated that if these
kinds of pictures were posted online, they would give them a negative impression of the
destination. The unsatisfactory background of the selfie, which contained non-tourist
attractions that do not correspond to the nature of vacation activities, induced these emotions.
Moreover, a significant number of respondents recognised unethical concerns when
photographing others without their permission (locals’ lifestyle and livelihoods, which may be
incompatible with residents’ culture and interests) since it turns individuals into objects that
can be metaphorically possessed.

By combining the findings from this study with existing literature, the study offers a
comprehensive method for comprehending the photography concerns raised by tourists’ selfie

practices, as demonstrated in Figure 4.
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As depicted in Figure 1, findings revealed a preference for taking pictures with
destination-specific characteristics, particularly in services relating to the community, social
environment, cultural heritage, and leisure activities. This finding proves how the tourist
selfie storytelling is about the essence of these local nodes and hidden aspects of the host
locations, thereby demonstrating that the tourists’ perspective (interest) is documenting all the
places, occasions, and interactions they experience. These findings are consistent with prior
studies on travel photography (Caton and Santos, 2008; Fox and Rooney, 2015; Nikjoo A and
Bakhshi, 2019; Scarles, 2013; Stylianou-Lambert, 2012), where it was even claimed that
tourists preferred to present the local appearance of the host destinations in their selfies at the

host destination.

Discussion

This study focuses on popular tourist phenomena, such as selfies at tourist destinations and
settings, analysing how selfie content may depict specific local characteristics of host
destinations. The study has identified the most common types of undisclosed aspects of tourist
destinations/places which appear in travel selfies that may irritate the tourism and hospitality
industry. This study validates previous research on technology’s positive and negative aspects
by analysing tourists’ selfie narratives. In addition, the study revealed the most prevalent
preferences, motivations, intentions, and concerns by analysing how the selfie-taking and
sharing practise.

In particular, based on the examination of tourist selfie backgrounds, the findings
indicate that some tourists like to demonstrate their photographic prowess by integrating
locals and localities that are more akin to their preconceived notions about that society and its
inhabitants. This finding validates the findings of previous research. For instance, Caton and

Santos (2008) argued that tourists like characteristics with a local appearance, such as
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residents and children dressed in local attire, local rituals, streets, public transportation, and
infrastructure. Moreover, their selfies may include utility furnishings, the theme of a place
they visit, or customers and staff. This conclusion is in line with Markwell’s (1997) notion
that tourists want their images taken at a place to reflect their expectations about locations,
and they have only their camera to validate their expectations. Although potential visitors
could perceive the existence of locals or physical settings in the background as a good
opportunity for exploring the destination, this might not be the ideal projected image for
DMOs and tourism stakeholders to be captured and posted on SMPs. Additionally, such
UGCs on social media could undermine DMOs market position in promoting and managing
their destination (Cheung et al., 2022; Marzouk, 2021).

In addition, Stylianou-Lambert’s (2012) findings are verified by the current study,
which also presents evidence that tourist selfies can function as a report about whatever your
selfie is about and that local community aspects play a significant component in tourist
selfies. As a result, this practise in this way could eliminate any link between tourists and
locals as two autonomous individuals. This outcome is significant because it demonstrates
that, if improperly handled, this practise may irritate not just the people of the host destination
(Garlick, 2002; Larsen, 2018) but also the industry’s stakeholders.

Furthermore, this study developed a specific categorisation of tourist selfies-generated
content as well as mapping tourist selfie intentions and motivations. Lyu (2016) indicates that
taking selfies and posting them on social media is influenced by either community- or
selforiented incentives, which is related to shifting from attempting to secure joy and
happiness during their travel. In addition, produced social media material to capture their
friends’ attention and demonstrate that they could experience the ordinary daily life of the
local community and form deep communication with its members (Stylianou-Lambert, 2012).

Importantly, contradictory to the most recent findings from other research (Arabadzhyan et
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al., 2021; Kim and Fesenmaier, 2017). These findings suggest that sharing tourist selfies
online may significantly alter how potential tourists see and experience a place. Potential
tourists can see and read tourists’ footsteps (impressions, descriptions, suggestions, and
advertisements), which Bigné et al. (2001) state to be influenced by subjective interpretations
when taking photographs. According to our analysis, description and impression were the
most popular aspects of their selfie posts. Tourists are more eager to demonstrate their
abilities by describing specific situations or displaying their impressions of host community
lifestyles. This finding is compatible with Marzouk (2021), who argues that social media
photos have shattered the barrier between the destination product, tourists, and followers. In
addition, this study demonstrates that tourists are aware of ethical photography practises. In
this regard, Sigala (2018) claims that tourists must adhere to selfie morals and meticulously

manage their online profiles and postings.

Conclusion and recommendations

Theoretical implications

Theoretically, this study contributes to understanding vacation tourists’ behaviour in terms of
tourist selfie storytelling by expanding research into their preferences, motivations, and
intentions for selfie practice while on vacation.

This study contributes by examining the content of tourist selfies that could create a
projected image of a particular location or destination, particularly in light of the paucity of
research examining the marginalised indications of tourism destinations in self-presentation
patterns on social networking sites (Fox and Rooney, 2015). Uncovering the hidden aspects of
host destinations conveyed by tourist selfies provides new insights for comprehending
tourists’ selfie storytelling by recognising what interests the tourists during their vacations.

There is still a lack of studies examining the characteristics of tourist selfies content

(Nikjoo & Bakhshi, 2019; Uchinaka et al., 2019). This study adds significantly to theory and
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practise by conducting a semiotic analysis of tourist selfie photos shared online, as well as
two phases of in-depth interviews with a tourist cohort visiting Egypt, by revealing that
different preferences, motivations, and intentions shape the tourists’ selfie practice. In this
regard, Gali and Donaire (2015) argued that photographs shared with others are more likely to
favour certain aspects of the destination while ignoring others. Therefore, it contributes to the
existing marketing literature by responding to recent calls for research on the significance of
examining tourist selfies in terms of characteristics and travel photo-sharing patterns (Dinhopl
and Gretzel, 2016; Mkwizu and Mtae, 2018).

This study is one of the first empirical studies to investigate the two aspects of selfie
practise-taking and sharing online-using two phases of in-depth interviews with tourists on a
packaged tour and the SA analysis of shared selfie photos. This study contributes to vacation
marketing literature, such as travel selfie content, by elucidating the motivations and
intentions that shape tourists’ selfie practises, arguing that both aspects of selfie practices can
be a significant and valuable informational trigger in tourism marketing research.

Furthermore, by using the photo-elicitation technique to examine tourists’ awareness
of ethical concerns associated with selfie practises, this study advances prior research in the
area of tourist behaviour. By decomposing the awareness of ethical concerns, this study
demonstrated that tourists are aware of ethical problems that may be depicted in selfies, such
as violating privacy and disclosing the unimpressive performance and appearance of the
unseen host destinations aspects. Moreover, the study’s findings contribute to a renewed
understanding of the practise of tourist selfies in host destinations, which is essential to the

advancement of digital tourism marketing.
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Managerial implications

The practical implications of the study are of interest to industry professionals. This study
confirms that in various tourist places, this practise reflects both the behaviour of tourists and
the actuality of the destination, giving the practise credibility and realism. According to
Camprubi and Rojas (2021), selfies depict the host locations’ features and services more
genuinely and indicate a first-hand encounter with a specific location. Stakeholders should be
aware of this if they want to maintain the current market and draw in new potential markets.

This study depicts a significant tourist practise during tourist tours at host destinations;
however, not all tours are harmonious with the recreational aim of the vacation. Therefore, the
travel agency that brings tourists should be more creative in selecting the appropriate
locations and places for tourists to ensure a better pleasant visitation and contribute to
projecting a more satisfactory destination image through the group destination selfie practice.

Additionally, marketing representatives of DMOs would need to consider modifying
and promoting this practise in light of the DMO’s strategic marketing plan in order to take
advantage of the rapid development of information technologies. Moreover, DMQOs must
ensure that their social media presence is so pervasive that their official OSMPs are always
accessible whenever prospective visitors seek information. Additionally, they should
encourage residents to serve as marketing advocates for their community.

Furthermore, the current study suggests that tour companies should inform tourists of
following an ethical code of conduct when using cameras in public and sharing on social

media so that tourists would be aware of the potential influence on the destination.

Limitations and future research

Some study shortcomings hint at future research directions. This work sheds light on the
hidden messages conveyed by tourist selfies about various aspects of the destination; these

elements must now be investigated further. Also, there are some other approaches to
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uncovering the messages conveyed by these photos, such as observing the gestures and
behaviours of tourists when taking the selfie or analysing the core focus of photos. In light of
the current study's findings, the tourism setting may provide the potential for additional
investigation and analysis of tourist selfie content on other social media platforms. For
example, future research may dive deeper into determining how much tourist selfies change

tourists' views of a specific destination, and how they embrace their travel information search.

References

Arabadzhyan A, Figini P and Vici L (2021) Measuring destination image: a novel approach
based on visual data mining. A methodological proposal and an application to European
islands.  Journal  of  Destination  Marketing &  Management 20:  1-19.

https://doi.org/10.1016/j.jJdmm.2021.100611

Ateljevic | and Doorne S (2002) Representing New Zealand: tourism imagery and ideology.

Annals of Tourism Research 29(3): 648-667. DOI: 10.1016/S0160-7383(01)00077-9

Bae SH and Yun HJ (2017) Spatiotemporal Distribution of Visitors’ Geotagged Landscape
Photos in Rural Areas. Tourism Planning & Development 14(2): 167-180.

https://doi.org/10.1080/21568316.2016.1204356

Barthes R (1977) Elements of semiology. NY: Hill & Wang.

Bigne J, Sanchez M and Sanchez J (2001) Tourism image, evaluation variables and after
purchase  behaviour: Inter-relationship.  Tourism Management 22(6): 607-616.

https://doi.org/10.1016/S0261-5177(01)00035-8

Bond N and Falk J (2013) Tourism and identity-related motivations: why am | here (and not

there)? International Journal of Tourism Research 15(5): 430—442.

Brotherton B (2015) Researching hospitality and tourism (2"%ed.). Washington DC: Sage

Publications.

23


https://doi.org/10.1016/j.jdmm.2021.100611
https://doi.org/10.1080/21568316.2016.1204356
https://doi.org/10.1016/S0261-5177(01)00035-8

Cahyanto I, Pennington-Gray L and Mandala L (2016) The Effects of Social Media Usage on
Travel Information Searching and Travel Experience Sharing. Travel and Tourism Research
Association: Advancing Tourism Research Globally. 42.

https://scholarworks.umass.edu/ttra/2011/Visual/42

Cakici AC, Kuhzady S and Benli S (2017) An image is worth a thousand words: A pictorial
analysis of projected destination image of turkey on Instagram. In: the first international
congress on future of tourism: Innovation, Entrepreneurship and Sustainability, Mersin,

1530-1541.

Camprubi R and Rojas P (2021) Exploring travel selfies: The case of Barcelona. Enlightening

Tourism. A Pathmaking Journal 11(2): 506-530.

Caton K and Santos CA (2008) Closing the hermeneutic circle? Photographic encounters with
the other. Annals of Tourism Research 35(1): 7-26.

https://doi.org/10.1016/j.annals.2007.03.014.

Cardell, K and K Douglas (2018) Visualising lives: “the selfie” as travel writing. Studies in

Travel Writing 22(1): 104-117. https://doi.org/10.1080/13645145.2018.1463843

Chen T, Chen Y and Luo J (2017, April 3-7). A Selfie is Worth a Thousand Words: Mining
Personal Patterns behind User Selfie-posting Behaviors. In: international World Wide Web
Conference Committee (IW3C2), published under Creative Commons CC BY 4.0 License.

WWW 2017 Companion, Perth, Australia.

Cheung ML, Leung, WKS, Cheah, J and Ting H (2022) Exploring the effectiveness of
emotional and rational user-generated contents in digital tourism platforms. Journal of

Vacation Marketing 28(2): 152-170. DOI: 10.1177/13567667211030675

24


https://doi.org/10.1080/13645145.2018.1463843

Christou P, Farmaki A, Saveriades A and Georgiou M (2020) Travel selfies on social
networks, narcissism and the “attraction-shading effect”. Journal of Hospitality and Tourism

Management 43: 289-293. https://doi.org/10.1016/j.jhtm.2020.01.014

Cilkin RE and Cizel B (2022) Tourist gazes through photographs. Journal of Vacation

Marketing 28(2): 188-210. DOI: 10.1177/13567667211038955

Dinhopl A and Gretzel U (2016) Selfie-taking as touristic looking. Annals of Tourism

Research 57: 126—-139. http://dx.doi.org/10.1016/j.annals.2015.12.015

D‘Souza CA (2017) A Study of the Gratifications of Posting Selfies on Facebook and Its

Relationship with Self-esteem. Master Thesis, St Joseph’s College.

Elshaer A and Marzouk A (2022) Memorable tourist experiences: the role of smart tourism
technologies and hotel innovations.

Tourism Recreation Research 1-14. https://doi.org/10.1080/02508281.2022.2027203

Elshaer AM and Marzouk AM (2019) Labor in Tourism and Hospitality Industry: Skills,

Ethics, Issues, and Rights. Apple Academic Press.

Feighery W (2009) Tourism, stock photography and surveillance: A Foucauldian
interpretation.  Journal of Tourism and Cultural Change 7(3): 161178.

https://doi.org/10.1080/14766820903259485.

Fox J and Rooney MC (2015) The Dark Triad and trait self-objectification as predictors of
men’s use and self-presentation behaviors on social networking sites. Personality and

Individual Differences 76: 161-165. http://dx.doi.org/10.1016/j.paid.2014.12.017

Fusté-Forn F (2022) The portrayal of Greenland: a visual analysis of its digital storytelling.

Current Issues in Tourism 25(11): 1696-1701. DOI: 10.1080/13683500.2021.1974359

25


https://doi.org/10.1080/02508281.2022.2027203
https://doi.org/10.1080/14766820903259485

Gali N and Donaire JA (2015) Tourists taking photographs: the long tail in tourists' perceived

image of Barcelona. Current Issues in Tourism 18(9): 1-10. 10.1080/13683500.2015.1037255

Garlick S (2002) Revealing the unseen: Tourism, art and photography. Cultural Studies,

16(2): 289-305. https://doi.org/10.1080/09502380110107599.

Ge J (2019) Social media-based visual humour use in tourism marketing: A semiotic
perspective.  The  European Journal of Humour Research 7(3): 6-25.

https://doi.org/10.7592/EJHR2019.7.3

Georgakopoulou, A (2016) From narrating the Self to posting Self (ies): A Small Stories
Approach to Selfies. Open Linguistics 2: 300-317

Gillet S, Schmitz P and Mitas O (2016) The snap-happy tourist: the effects of photographing
behavior on tourists’ happiness. Journal of Hospitality & Tourism Research 40(1): 37-57.
Hay NA, Chien PM, and Ruhanen L (2022) Tell me your story: Branding destinations through
residents’ (place) stories. Journal of Vacation Marketing 28(3): 319-334. DOI:

10.1177/13567667211060567

Hunter WC (2012) Projected Destination Image: A Visual Analysis of Seoul. Tourism

Geographies 14(3): 419-443. https://doi.org/10.1080/14616688.2011.613407

Hunter WC (2016) The social construction of tourism online destination image: A
comparative semiotic analysis of the visual representation of Seoul. Tourism Management 54:

221-229. http://dx.doi.org/10.1016/j.tourman.2015.11.012

Jenks C (1993) Culture. NY: Routledge.

Jennings G (2001) Tourism Research. Milton: John Wiley & Sons.

Kadir S and Zulfakho NZ (2017) The impact of selfie for student’s satisfaction: A proposed

framework. Research Hub 3(11): 2180-0065.

26


https://www.researchgate.net/journal/Current-Issues-in-Tourism-1368-3500
http://dx.doi.org/10.1080/13683500.2015.1037255
https://doi.org/10.1080/09502380110107599
https://doi.org/10.7592/EJHR2019.7.3
https://www.tandfonline.com/author/Hunter%2C+William+Cannon
file:///C:/Users/rhuang/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/CCSI71JM/Tourism%20Geographies,%2014(3),%20419-443.%20https:/doi.org/10.1080/14616688.2011.613407 
file:///C:/Users/rhuang/AppData/Local/Microsoft/Windows/INetCache/Content.Outlook/CCSI71JM/Tourism%20Geographies,%2014(3),%20419-443.%20https:/doi.org/10.1080/14616688.2011.613407 
http://dx.doi.org/10.1016/j.tourman.2015.11.012

Karyatun S, Efendi S, Demolingo RH, Wiweka K, and Putri AP (2021) Between
Instagrammable Attraction and Selfie Tourist: Characteristic and Behavior. South Asian

Journal of Social Studies and Economics 12(4): 314-324. 10.9734/SAJSSE/2021/v12i430338

Kim E, Lee J, Sung Y and Choi SM (2016) Predicting selfie posting behavior on social
networking sites: An extension of theory of planned behavior. Computers in Human Behavior

62:116-123.

Kim J and Fesenmaier DR (2017) Sharing tourism experiences: the post trip experience.
Journal of Travel Research 56(1): 28-40.
Konijn E, Sluimer N and Mitas O (2016) Click to share: patterns in tourist photography and

sharing. International Journal of Tourism Research 18(6): 525-535.

Larsen HG (2018) The 'mental topography' of the Shanghai city brand: A netnographic
approach to formulating city brand positioning strategies. Journal of Destination Marketing &

Management 8: 1-12. http://dx.doi.org/10.1016/].jdmm.2016.12.005

Lee C, Richardson S, Goh E, and Presbury R (2022) Exploring the selfie and distracted gaze
of the tourist experience through the lens of online photo-sharing: Where to from here?

Journal of Vacation Marketing 1-18. 10.1177/13567667221113079

Li FS (2020) Understanding Chinese tourists' motivations of sharing travel photos in WeChat.

Tourism Management Perspectives 33: 1-13. https://doi.org/10.1016/].tmp.2019.100584

LiJ, Xu L, Tang L, Wang S and Li L (2018) Big data in tourism research: A literature review.

Tourism Management 68: 301-323. https://doi.org/10.1016/].tourman.2018.03.009

Li M (2015) Tourist Photography and the Tourist Gaze: An empirical study of Chinese
tourists in the UK. PhD Thesis, Univeristy of Central Lanacashire, UCLAN.
Lim WM (2016) Understanding the selfie phenomenon: current insights and future research

directions. European Journal of Marketing 50 (9/10): 1773-1788.

27


http://dx.doi.org/10.1016/j.jdmm.2016.12.005
https://doi.org/10.1016/j.tmp.2019.100584
https://doi.org/10.1016/j.tourman.2018.03.009

Lyu SO (2016) Travel selfies on social media as objectified self-presentation. Tourism

Management 54: 185-195. https://doi.org/10.1016/j.tourman.2015.11.001.

Markwell KW (1997) Dimensions of photography in a nature-based tour. Annals of Tourism

Research 24(1): 131-155. https://doi.org/10.1016/S01607383(96) 00053-9.

Marzouk AM (2021) Egypt’s image as a tourist destination: an exploratory analysis of
DMO’s social media platforms. Leisure/Loisir 1-37.

https://doi.org/10.1080/14927713.2021.1971554

Mehmetoglu M and Altinay L (2006) Examination of grounded theory analysis with an
application to hospitality research. International Journal of Hospitality Management 25(1):

12— 33. https://doi.org/10.1016/}.ijhm.2004.12.002

Mkwizu KH and Mtae HG (2018) Selfie and Marketing of Domestic Tourism. International
Journal of Research & Methodology in Social Science 4(4): 77-87.

https://doi.org/10.5281/zenodo.2545024

Nikjoo A and Bakhshi H (2019) The presence of tourists and residents in shared travel photos.

Tourism Management 70: 89-98.

Pavesi A, Guillet BD, Smith RP and Law R (2022) The role of social interaction during
visitation on social destination image formation, Asia Pacific Journal of Tourism Research,

27(1): 48-68. DOI: 10.1080/10941665.2021.1998159

Pearce PL and Wang Z (2019) Human ethology and tourists’ photographic poses. Annals of

Tourism Research 74: 108-120. https://doi.org/10.1016/j.annals.2018.11.002

Ritchie J, Lewis J, Nicholls CM and Ormston R (2014) Qualitative research practice (4" ed.).

Los Angeles, CA: Sage.

28


https://doi.org/10.1016/j.tourman.2015.11.001
https://doi.org/10.1016/j.ijhm.2004.12.002

Rossiter JR (2011) Measurement for the Social Sciences: The C-OAR-SE Method and Why It

Must Replace Psychometrics. New York, NY: Springer.

Sari PRJ, Wisudawati NNS, Yulianti NMDR. (2019) Selfie tourism promotion to support
innovative tourism in the era of disruption. International Research Journal of Management,

IT & Social Sciences 6(6):172—7.

Scarles C (2013) The ethics of tourist photography: tourists’ experiences of photographing
locals in Peru. Environment and Planning D: Society and Space 31(5): 897-917.

doi:10.1068/d4511

Sigala M (2018) Who are the selfie gaze tourists? Travel Daily News,

https://www.traveldailynews.coms/post/who-are-the-selfie-gaze-tourists. (accessed 13

January 2022).

Sorokowski P, Sorokowska A, Oleszkiewicz A, Frackowiak T, Huk A and Pisanski K (2015)

Selfie posting behaviors are associated with narcissism among men. Personality and

Individual Differences 85(C): 123-127. http://dx.doi.org/10.1016/].paid.2015.05.004

Sotiriadis MD (2017) Sharing tourism experiences in social media. International Journal of

Contemporary Hospitality Management 29(1): 179-225.

Spyrou E and Mylonas P (2016) Analyzing Flickr metadata to extract location-based
information and semantically organize its photo content. Neurocomputing 172: 114-133.

https://doi.org/10.1016/j.neucom.2014.12.104

Strauss A and Corbin J (1998) Basics of qualitative research. Techniques and procedures for

developing grounded theory (°nd ed.). SAGE Publications, Inc.

Stylianou-Lambert T (2017) Photographing in the art museum: visitor attitudes and

motivations. Visitor Studies 20(2): 114-137.

29


https://www.traveldailynews.coms/post/who-are-the-selfie-gaze-tourists
https://doi.org/10.1016/j.neucom.2014.12.104

Stylianou-Lambert T (2012) Tourists with cameras: Reproducing or producing? Annals of

Tourism Research 39(4): 1817-1838. https://doi.org/10.1016/j.annals.2012.05. 004.

Stylidis D, Sit J and Biran A (2016) An exploratory study of residents' perception of place
image: The case of Kavala. Journal of Travel Research 55(5): 659-674.

https://doi.orq/10.1177/0047287514563163.

Svelander A and Wiberg M (2015) The practice of selfies. IX INTERACTIONS 22(4): 34-38.

https://doi.org/10.1145/2770886

Taylor, D (2020) Putting the “self” in selfies: how narcissism, envy and self-promotion
motivate sharing of travel photos through social media. Journal of Travel & Tourism

Marketing 37(1): 64-77. https://doi.org/10.1080/10548408.2020.1711847

Trinanda O and Sari, A (2018) #Me Tourism: How selfies affect re-visit intention in

narcissistic age. Advances in Economics, Business and Management Research 65: 593-597.

Uchinaka S, Yoganathan V and Osburg V (2019) Classifying residents' roles as online place-
ambassadors. Tourism Management 71: 137-150.

https://doi.org/10.1016/j.tourman.2018.10.008

Weiler B, Gstaettner AM and Scherrer P (2021) Selfies to die for: A review of research on
self-photography associated with injury/death in tourism and recreation. Tourism

Management Perspectives 37: 1-10. https://doi.org/10.1016/].tmp.2020.100778

Xiang Z, Magnini VP and Fesenmaier DR (2015) Information Technology and Consumer
Behavior in Travel and Tourism: Insights from Travel Planning Using the Internet. Journal of

Retailing and Consumer Services 22: 244-49.

30


https://doi.org/10.1145/2770886
https://doi.org/10.1016/j.tmp.2020.100778

Zhang F, Bi N and Ha L (2018) Motivations and positive effects of taking, viewing and
posting different types of selfies on social media: A cross national comparison. In: S. Hai-Jew

(eds) Selfies as a mode of social media and workspace research. 1GI Global, USA, pp. 51-64.

31



IU.W%
80.00%
70.00%
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%
0.00%

N=29 (78.38%)

N=20 (69%)

N=68 (57.63%)

Physical Community  Social Environment  Entertainment Cultural heritage
Environment Services Services & Leisure

m Background (Two-thirds)  ® Background (Half)

Figure 1. The categories and its presence in the background of tourist selfies.
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Images 1-6. Tourist selfie images.
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Table 1. Summary of trustworthiness criteria

Subjectivity (Krefting, 1991;

Strauss & Corbin, 1998)

Confirmability (Lincoln & Guba,
1985; Ritchie et al., 2014)

Transferability (Strauss

&

- A wide range of
interpretations from
participants,  including
dissenting voices.

- Method triangulation: a
visual methodology based
on evaluation content and
semiotic analysis, as well as
two-step of in-depth
interviews.

- During interviews, multiple
participants were checked
and direct questions were
asked.

Corbin, 1998)
- Study
accurate

repeatability:
reporting of

study design methods

and procedures.
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Table 2. Participants’ characteristics.

Participant

Demographic
information

Travel
Experience

Travel
mode

Preferred selfie photo
topic

Selfie posts’
type

Isabel

Woman Age
range: 26 — 35

University
degree

Little
Experience

Traveling
Alone

Archaeological Sites

People

Way of Life

Outdoor/Adventure

Architecture/Buildings

Tourism Facilities

Food

Festivals and Rituals

Leisure Activities

Transport/Infrastructure

A suggestion
for a visit

Marten

Man Age range:
36 — 45

University
degree

Very
experienced

Traveling
Alone

Outdoor/Adventure

Festivals and Rituals

Tourism Facilities

Archaeological Sites

Leisure Activities

People

Food

Architecture/Buildings

Transport/Infrastructure

Way of Life

A tourist
attraction's
description

John

Man Age range:
46 — 55

High school

Experienced

Traveling
Alone

Archaeological Sites

Leisure Activities

Tourism Facilities

Outdoor/Adventure

Food

Architecture/Buildings

Festivals and Rituals

Way of Life

People

Transport/Infrastructure

A suggestion
for a visit

Lili

Woman Age
range: 26 — 35

Master’s degree

Experienced

Traveling
with
Elena
and
Claire

Outdoor/Adventure

Leisure Activities

Archaeological Sites

Tourism Facilities

Way of Life

Food

People

Festivals and Rituals

Architecture/Buildings

Transport/Infrastructure

A tourist
attraction's
description

Elena

Woman Age
range: 56 — 65

University

Very
experienced

Traveling
with Lili
and

Leisure Activities

Festivals and Rituals
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Archaeological Sites
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degree

Claire

Tourism Facilities

Transport/Infrastructure

Food

Architecture/Buildings

People

© |00 |N o |01 |~

Outdoor/Adventure

-
o

Way of Life

Tourist
attraction/event
impression

Daniel

Man Age range:

26 — 35

University
degree

Experienced

Traveling
with
Nathan
and Luis

Tourism Facilities

Festivals and Rituals

Archaeological Sites

Leisure Activities

People

Way of Life

Food

Architecture/Buildings

© |00 |N O |01 | W (N (-

Outdoor/Adventure

-
o

Transport/Infrastructure

A tourist
attraction's
description

Nathan

Man Age range:

36— 45
High school

Experienced

Traveling
with
Daniel
and Luis

Leisure Activities

Festivals and Rituals

Archaeological Sites

Tourism Facilities

Outdoor/Adventure

Architecture/Buildings

Food

Transport/Infrastructure

© |00 |N O |01 |~ W (N |k

People

[uny
o

Way of Life

A tourist
attraction's
description

Luis

Man Age range:

26 — 35
High school

Experienced

Traveling
with
Nathan
and
Daniel

Food

Festivals and Rituals

Leisure Activities

Tourism Facilities

Archaeological Sites

People

Way of Life

Outdoor/Adventure

© [0 |N O 01 |~ W [N |-

Architecture/Buildings

Tourist
attraction/event
impression
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o

Transport/Infrastructure

Emiliano

Man Age range:
36 —45

University
degree

Very
experienced

Traveling
Alone

Outdoor/Adventure

Way of Life

Archaeological Sites

Tourism Facilities

Leisure Activities

Festivals and Rituals

Food

People

Architecture/Buildings

o

Transport/Infrastructure

Advertisement
for the
destination

Mary

Woman Age
range: 36 — 45

University
degree

Little
Experience

Traveling
Alone

Way of Life

Leisure Activities

Festivals and Rituals

Archaeological Sites

People

Food

Tourism Facilities

Outdoor/Adventure

Transport/Infrastructure

o

Architecture/Buildings

A tourist
attraction's
description

Claire

Woman Age
range: 26 — 35

University
degree

Experienced

Traveling
with Lili
and

Elena

People

Festivals and Rituals

Way of Life

Outdoor/Adventure

Food

Archaeological Sites

Leisure Activities

Transport/Infrastructure

© 00 N O |01 | W N (P (POONOOICTIIAWINIFPIRPIOOONOOTHAWIN(F|E

Tourism Facilities

=
o

Architecture/Buildings

Tourist
attraction/event
impression
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Table 3. Overview of tourists' preferences and motivations for selfie practice.
- Egypt's characteristics Preferred selfie photo MOt'.V ation for Mo_tlvatlon_ of
Participant . o o selfie-taking | selfies-sharing
as a tourist destination | characteristics/elements )
practice on Facebook
Desert and rocky.
Inhabited by the | Gorgeous surroundings .
Bedouins. mean  more flattering Savmg. my
. memories when
o i selfies; . -
Isabel Glzg. Pyramids  and _ travelling Recognition &
Sphinx, great pyramids, abroad and | status.
ruins and monuments. temples, and visiting notable
— attractions.
Open space, hot, and | fascinating landscape.
camels.
Sunny and good weather. | Touching the reality of my
. ... | host destination; ]
Feel good in contact with Sharing my
Marten people. landscape, experience with | Sharing
Beautiful scenes in Red | people life, my family and | information
sea. traditions, and friends.
Monuments. landmarks.
Kind pe0p|e. . I'm having fun
Contains the main Saving my describing what
John Safe. . travel memories | |,
attractions of the country. for the fut I've been
Beautiful country. orthe future. through.
Nights exciting. A selfie that includes trying | Joy and fun.
. . new things, visiting | Sharing my
Lili M'X. .Of ur banized - and unusual places, and | experience with | Enjoyment
traditional life. . . )
displaying the appearance | my family and
Adventurous. of the surroundings. friends.
Beautiful scenes. _ _ Enjoyment. _
Elena Archeological sites. Bright photo full of joy and | Feeling special Sharing
movement with my friends. | moment  with | information
Bedouins and Nubians. my friends.
Large, open desert
spaces. Famous attractions and
laces. : ,
Monuments. p.aces Send it to my | Disclosure of
Daniel Less developed | Nice people. family and | the travel
livelihoods. Exciting events. friends. experience.
Middle East traditions
and customs.
Beautiful beaches. i
Nathan HHi Lovely gatherings and | Fun _ _and Enjoyment
Swimming and | events. communication.
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snorkeling.
Lovely hospitality.

Monuments. Expressing
L uis Friendly people. Photos' that capture good Memory vv_hat has
Nice  weather  and | MEMOTIES. piqued my
landscape. Interest
Rich history.
Emiliano Culture and ambiances. | Recording every moments; | Documenting | Recognition &
Busy places. my actions and reactions. my Visit. status
Food.
Touristy. Capturing my
Natural and monumental | Recording my  special | friends' Communicatin
Mary sceneries. moments; interactions and | attention  and g
: . - . crush to others
Fascinating (sea  and actions during my visit. showing them
mountain world). my visitations.
Good atmosphere. Including elements of my Disclosure  of
: _— interests in my selfies; .
Claire Fascinating temples. e Entertainment | the travel
fascinating places and .
Good people. people. experience
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Table 4 Photo-Elicitation results

Photo showed

Representation of
destination/business

Ethical perspectives
on selfie practice
(selfie-taking and

Phrase of
mental reaction

image sharing on social
media)
1. Selfie at a restaurant
- Privacy
- Staff
appearance .
Yes: 4 (36.37%) ~ Overall g&%; service and
No: 7 (63.63%) performance
- Privacy
Yes: 6 (54.54%) - Bad habits Crowding  and
No: 5 (45.46%) - Crowding randomness
Chaotic and
. Asvmmetr mismatching
Yes: 6 (54.54%) ymmelry | (does not reflect
No: 5 (45.46%) the gate to

touristic Bazar)
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