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1	 INTRODUCTION

Tourism research has long examined how places are represented in the mind through a 
destination’s image, which represents the sum of beliefs, ideas and impressions held by an 
individual about a certain place (e.g., Gartner, 1994). Destination image is usually conceptualised 
as a multidimensional construct, referring to a range of cognitive, affective and conative 
dimensions that shape the choice of a destination, tourists’ experience, decision-making, and post-
visit behaviour (Baloglu & McCleary, 1999; Pike & Page, 2014). Nevertheless, as Karri and Dogra 
(2023, p. 1290) aptly describe: “Though destination image has been a topic of interest for more than 
50 years (Pike & Kotsi, 2016), little emphasis has been given to stereotypes, let alone destination 
stereotypes”. 

The complex reality we encounter means that people require mechanisms to simplify and organise 
the world around them (Fiske et al., 2002). Stereotypes are particularly useful in this regard as 
they are perceived as mental representations or schemas of different groups and individual 
members of those groups (Augoustinos & Walker, 1998). In fact, stereotypes are closely linked to 
the categorisation process as part of which people streamline and organise the information they 
receive (Henri, 1981).

In a tourism context, the image of a destination covers a wide variety of cognitive and affective 
evaluations, whereas destination stereotypes refer to socially shared, simplified characterisations 
of destinations that function like cognitive shortcuts (Yang et al., 2025; Zhu et al., 2025). 
Accordingly, in today’s (digital) environment denoted by information overload destinations are 
ever more framed by way of simplified narratives, stereotypes, and symbolic associations (Zhu 
et al., 2024). A need thus arises to understand how destinations form and communicate their 
destination communication strategies and, in addition, how people perceive them. 

At the same time, sustainability has become a central axis of destination policy, competitiveness, 
and branding (World Tourism Organization (UNWTO) & United Nations Development 
Programme (UNDP), 2017). UN Tourism (n.d.) defines sustainable tourism as tourism that "takes 
full account of its current and future economic, social and environmental impacts, addressing 
the needs of visitors, the industry, the environment and host communities". Sustainability is 
therefore an essential strategic pillar, rather than a trendy add-on. Countries and destinations 
are adapting to sustainability in various ways. A good example is Slovenia, which introduced 
the Green Scheme of Slovenian Tourism. It consolidates all initiatives aimed at the sustainable 
development of tourism in the country, while also providing destinations and service providers 
with tools to assess and improve their sustainability practices (Slovenian Tourist Board, n.d.-b). 
As a flagship of this framework, Ljubljana, the capital of Slovenia, makes a compelling case study 
of urban sustainability due to its long-standing and systematically implemented commitment to 
sustainable development. Its sustainability lies in the city's strategic orientation and operating 
practices. Tourism Ljubljana promotes sustainable tourism at the destination by positioning 
the city as an attractive, green, and eco-friendly destination (Tourism Ljubljana, n.d.). In 2016, 
Ljubljana received the prestigious title of European Green Capital, and is included in the Global 
Destination Sustainability Index (GDS-Movement, n.d.). The latter serves as an international 
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benchmarking initiative for evaluating and encouraging tourism destinations’ implementation 
of sustainable practices. In this study, focus is given to the city of Ljubljana as a representative 
example of a sustainable urban destination.

From a theoretical perspective, our investigation is anchored in two key conceptual frameworks. 
Our first conceptual pillar, the Stereotype Content Model (SCM) developed by Fiske et al. (2002), 
is applied to conceptualise stereotypes with respect to two universal dimensions: warmth (the 
extent to which a target is perceived as friendly, kind, likeable and nice) and competence (the 
extent to which a target is perceived as capable, competent, intelligent and effective). In the 
tourism context, destinations may be stereotyped in a similar way as happens with social groups, 
with competence being related to perceptions of professionalism, efficiency, and organisational 
capacity, whereas warmth reflects perceived hospitality, friendliness and sincerity. Most studies 
focusing on the SCM gained momentum after 2020. Studies investigated tourist stereotypes (e.g., 
N. Chen & Hsu, 2021; Tse & Tung, 2021) and linked them to advocacy and identification (e.g., 
Hamdy et al., 2024). Importantly, however, to the best of the authors’ knowledge the stereotypes 
of destinations have yet to be systematically investigated through the supply-side (Destination 
Management and Marketing Organisations’ strategic orientation, communication) and demand-
side (tourists’ perceptions of a destination) perspectives. Such approaches have hence led to the 
isolated and fragmented investigation of destination stereotypes. 

The second conceptual pillar is sustainability in tourism. This pillar encompasses the 
environmental, socio-cultural and economic dimensions of development, balancing visitor 
satisfaction, destination competitiveness, and long-term resource protection. In the context of 
our study, we are interested in how the destination strategically frames sustainability, along with 
how it is communicated through its chosen social media channel. In so doing, we focus on the 
supply-side perspective, which is juxtaposed with the demand-side perspective via analysis of 
tourists’ perceptions of destinations’ sustainability. Combined, the two conceptual pillars of SCM 
and sustainability provide the analytical lenses via which the stereotypes and sustainability of 
Ljubljana are examined.

Even though both SCM and sustainability are acknowledged as important constructs in tourism 
and have been the subject of numerous studies, we identify three research gaps. First, most of 
the literature on SCM focuses on either tourist stereotypes of the hosts or of other tourists, or 
use the SCM to explain broad destination image constructs rather than destination stereotypes. 
There is thus a lack of systematic empirical work directly applying the SCM framework to specific 
destinations, notably cities (see Zait et al., 2016 and Kolbl, 2020 for an exception). Second, the 
current body of research adopts an isolated, single-perspective approach to destination stereotypes, 
largely relying on perceptions held by tourists. While it is indeed important to understand the 
demand-side perspective, there is also a need to understand how DMOs strategically position and 
communicate destination stereotypes. In times where tourists frequently rely on social media 
channels to inform themselves, it is necessary to understand how DMOs position destinations 
in terms of the warmth and competence dimensions, and how they communicate these in social 
media channels. Third, research on destination stereotypes is often disconnected from the rapidly 
growing literature on sustainable destinations, with the exception of Kumar et al.'s (2025) work on 
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destination social responsibility, which shows that social responsibility initiatives can influence 
perceived destination warmth and competence and lead to behavioural engagement. By examining 
destination stereotypes and sustainable destinations in isolation of each other, existing research 
overlooks potential synergistic effects that could emerge by integrating these perspectives.  

To address these research gaps, our study adopts a multi-method design to investigate how 
stereotypes of Ljubljana as a sustainable destination are strategically positioned, communicated 
and perceived. The study draws on three complementary data sources: (1) the Destination 
Management Organisation (DMO), Tourism Ljubljana, representing the first part of the 
supply-side perspective; (2) the official communication on the destination’s Facebook channel, 
representing the second part of the supply-side perspective; and (3) German tourists, representing 
the demand-side perspective. By integrating these three perspectives, the study responds to calls 
for triangulated approaches in tourism image and branding research (Decrop, 1999). In all three 
methods, the two central concepts are investigated: SCM and sustainability. 

The demand side is examined using a structured questionnaire targeting German tourists; namely, 
a key market segment for Ljubljana, and one characterised by relatively high environmental 
awareness and sensitivity to sustainability (according to Booking.com, 60% of German travellers 
included in a survey in 2024 wanted to travel more sustainably). The survey includes items 
operationalising warmth and competence stereotypes based on SCM dimensions. In addition, 
sustainability perceptions are measured following Sánchez-Fernández et al.'s (2019) scale and 
include indicators such as environmental protection, cultural heritage preservation, and equitable 
economic benefits. The survey thus permits an assessment of how German tourists stereotype 
Ljubljana and the ways perceptions of sustainability interact with warmth and competence in 
shaping intentions to visit and revisit the city (Kumar & Kaushik, 2018).

DMOs play a central role in framing destination images through branding strategies and official 
narratives (Pike & Page, 2014). In particular, Buzinde et al. (2006) find that DMO brochures and 
the images included in them reproduce and reinforce racial and ethnic stereotypes in destinations. 
Therefore, on the supply side, a semi-structured in-depth interview was conducted with a 
representative of Tourism Ljubljana. The interview focused on how Ljubljana strategically positions 
itself as a “green” and sustainable city, the extent to which warmth and competence stereotypes are 
intentionally communicated, and how sustainability is embedded in promotional materials. 

To investigate the social media communication, systematic content analysis was conducted 
on posts published on the official Facebook page of Tourism Ljubljana. Social media platforms 
constitute a key arena for the construction of a destination’s image and for reinforcing stereotypes 
(Mariani et al., 2016). Posts were coded using a predefined coding scheme developed for this study 
that captures both SCM dimensions and sustainability dimensions. 

Combining these three perspectives allows for a more comprehensive understanding of how 
Ljubljana as a destination is positioned, communicates, and is perceived. The triangulating of the 
DMO’s intentions, social media communication, and tourists’ perceptions adds to the construct 
validity and mitigates single-source bias (Decrop, 1999). At the same time, it provides an empirical 
basis for identifying potential discrepancies between projected and perceived stereotypes and for 
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assessing whether sustainability functions as a multidimensional construct. With the described 
approach, we advance the theoretical development of stereotypes research in tourism by 
extending application of the SCM to destination contexts and situating it within contemporary 
sustainability discourse. 

This scientific monograph has nine chapters. Chapter 2 presents a dual bibliometric analysis of 
stereotype and destination sustainability research, identifying two largely disconnected streams 
and a gap at the city/DMO level linking SCM and sustainability. Chapter 3 formulates three 
research questions based on the DMO’s communication and tourist perceptions and outlines a 
three-step mixed-method design (expert interview, Facebook content analysis, tourist survey) 
enabling the supply–demand triangulation. Chapter 4 presents an interview with an expert at 
Tourism Ljubljana, clarifying the destination’s strategic pillars and values while also stressing the 
under-communicated sustainability and the need to balance the warmth and competence cues. 
Chapter 5 analyses 100 Visit Ljubljana Facebook posts, showing a high-warmth, high-competence 
(“golden quadrant”) position, and uneven emphasis on the three sustainability pillars, with 
engagement patterns shaped by content and format. Chapter 6 presents a German tourist survey, 
confirming Ljubljana’s “golden quadrant” positioning, the multidimensionality of its perceived 
sustainability, and the stronger role of warmth (vs. competence), especially for recommendation 
and (re)visit intentions. Chapter 7 synthesises the supply- and demand-side findings, revealing 
overall coherence in Ljubljana’s stereotype profile yet subtle (mis)matches in communicated vs. 
perceived sustainability dimensions. Chapter 8 draws theoretical and managerial implications, 
showing how the SCM can be extended to urban destinations and integrated with sustainability 
discourses, offering guidance for DMOs and outlining the study’s limitations and directions for 
future research. Chapter 9 concludes the scientific monograph by summarising and reflecting on 
the study’s contributions and limitations, outlining avenues for comparative and multi-channel 
research, and suggesting future work on emotional responses to different SCM configurations of 
destination stereotypes.
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This chapter presents a bibliometric analysis to quantify scientific publications, map knowledge, 
identify influential authors and publications, as well as investigate the development of themes and 
scientific focus over time. Focus is given to stereotypes in tourism and sustainable destinations 
separately in two subchapters. The bibliometric analysis follows the workflow proposed by Zupic 
and Čater (2015). 

2.1	 BIBLIOMETRIC ANALYSIS OF STEREOTYPES IN TOURISM

Table 1 presents the steps in the bibliometric analysis and includes details of the data collection, 
with inclusion and exclusion criteria, data characteristics, and an analysis and presentation of 
the results. Data were collected from Web of Science (WOS) at the end of July 2025. In order to 
investigate the nexus of stereotypes, which are typically analysed in the marketing literature, 
and tourist destination, the search included a combination of stereotypes and tourism-related 
terms (see row 2). Since the focus of the research is on the perception of destinations (cities), 
additional search terms were included, such as “place branding”, “nation branding”, “city brand”, 
and “city image”.

Second, while the data included were articles, paper proceedings, early access articles, review 
articles and book chapters, book reviews, editorial material, meeting abstracts, retracted 
publications and notes were excluded (see row 3). To narrow the focus on the nexus of stereotypes 
and tourist destinations, certain research fields only were included, focusing on hospitality, 
leisure, sport tourism, management and economics as well as sociology, social sciences, cultural 
studies and geography (see row 4). Fields like education, language and linguistics, architecture and 
other fields were excluded from further investigation.

After the initial data collection and restrictions on the sample, we were left with 462 units of 
literature for the bibliometric analysis. The analysis was conducted in R using the Bibliometrix 
package with the Biblioshiny application (Aria & Cuccurullo, 2017).

Table 1: Bibliometric analysis workflow

1. Research design

Investigation of the stereotype–tourism nexus, and identification of research gaps.
Investigation of trends in publications and thematic developments.

2. Compilation of bibliometric data

	Ű Web of Science database (July 2025)
	Ű Boolean keywords TS=(stereotype*)  
AND  
TS=(tourism OR tourist* OR destination* OR "place branding" OR "country image" OR 
"nation branding" OR "city brand*" OR "city image")

	Ű Excluded document types: book review, letter, meeting abstract, retracted publication, 
meeting, note
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Source: Own work and adapted from (Zupic & Čater, 2015).

Included WOS topics

	Ű hospitality leisure sport tourism
	Ű management
	Ű sociology
	Ű business
	Ű history
	Ű social sciences interdisciplinary
	Ű green sustainable science technology
	Ű environmental studies
	Ű communication
	Ű humanities multidisciplinary
	Ű cultural studies
	Ű geography
	Ű economics
	Ű psychology social
	Ű environmental sciences
	Ű ethnic studies

Data characteristics

Time span	 1984–2025 (July)
Sources	 239
Documents	 462

articles, including early access	 417
book chapters	 9
conference proceedings	 2
review, including early access	 9

Authors	 977
Document average age	 5.98
Average citations per document	 16.48

3. Analysis

Bibliometrix and Biblioshiny (using R)

4. Visualisation

annual scientific production
most globally cited documents
most relevant sources
most cited local sources
clusters by documents coupling
most frequent words
trend topics

5. Interpretation

Investigation of trending topics
Identification of research gaps
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2.1.1	 Annual scientific production and sources

The time span of the documents we analysed ranges from 1984 to July 2025, encompassing a total 
of 462 records (see Figure 1). Analysis of annual scientific production reveals a significant shift 
in scholarly attention over time. During the first two decades, publication activity remained 
modest and sporadic, with less than five publications per year. However, a notable inflection point 
is observed around 2011, after which the volume of publications began to rise more consistently. 
This growth correlates with broader academic and societal interest in identity, perception, and 
place branding – particularly within the tourism context. The surge in publication frequency after 
2014 reflects increased awareness of the role played by stereotypes in shaping destination image 
and tourist behaviour. Another, more substantial increase is observed in 2020 onwards, with 2024 
thus far indicating a peak in academic attention, featuring inputs from tourism studies, sociology, 
geography, and marketing.

Figure 1: The number of scientific works published by year, stereotypes in tourism, 1984–July 2025

Source: Own work based on WOS (2025). 

The 462 documents were published by 239 different sources, underscoring the interdisciplinary 
nature of this research area. Nonetheless, a core set of journals has emerged as especially 
influential. Among the most relevant sources in terms of volume are the following journals with 
the number of published papers shown in brackets: Annals of Tourism Research (26), Journal of 
Sustainable Tourism (20), Journal of Travel Research (19), Tourism Management (15) as well as Journal 
of Tourism and Cultural Change (11). These journals serve as the primary publication venues for 
studies exploring the intersections of tourism, destination branding, and socio-cultural constructs 
such as stereotypes. The predominance of these journals also highlights the field’s strong 
positioning within the tourism domain since most of the research was published in prominent 
tourism journals.
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2.1.2	 Most relevant publications, authors, and scholarly influences

Citation analysis helps to determine the influence of individual works and the foundational 
documents shaping the field. In this subchapter, both global and local citation metrics are 
examined. Global citations reflect how often a document is cited across the entire Web of Science 
database, whereas local citations indicate how often a document is cited within the dataset itself.

The most globally cited documents are presented in Table 2 and include seminal theoretical 
contributions on destination image and stereotype formation that in the observed period had more 
than 75 citations.

The most globally cited paper is by Maoz (2006). The paper focuses on the mutual gaze of tourists 
and locals, particularly in terms of stereotypes, where it focuses on how stereotypes are mutually 
constructed and reinforced between backpackers and locals in Third World destinations. The paper 
shows these encounters of backpackers and locals are marked by mutual stereotyping: tourists see 
locals through idealised or reductive images (spiritual, primitive, passive), while locals stereotype 
tourists (shallow, rude, easily deceived). This reciprocal gazing creates distance, suspicion and 
exploitation, limiting the possibility of any genuine cultural exchange.

The second most cited paper by (Salazar, 2012) looks at destinations and investigates the 
imaginaries of tourists and how tourism imaginaries function as powerful forms of stereotypes 
that influence the expectations, encounters, and even material realities of tourists towards 
destinations. Tourists are shown to travel with pre-formed imaginaries that reduce uncertainty 
yet also channel experiences into fixed frameworks, often exaggerating cultural difference while 
obscuring commonalities. Further investigation among the globally most cited papers in terms 
of the stereotypes of destinations revealed papers concentrating on stereotypes of tourists (e.g., 
N. Chen et al., 2018; Ward & Berno, 2011) or of the locals (e.g., Laxson, 1991) or destinations (see, 
e.g., C.-C. Chen et al., 2016) or a combination of stereotypes (see, e.g., Tse & Tung, 2022a) or 
a focus on topics unrelated to a tourism destination, like for instance focusing on country-of-
origin stereotypes of brands (Maher & Carter, 2011), or stereotypes in terms of the perception of 
the appearance of robots in tourism (C.-H. Liu, 2017). Irrelevant sources in terms of investigating 
tourism destination stereotypes are denoted in italics in the table.

Among the contributions focused on destination stereotypes, Raymond and Hall (2008) for 
example investigate volunteer tourism and the stereotypes of destinations. They examine whether 
volunteer tourism can either break or reinforce existing stereotypes in order to explore the role 
sending organisations can play in influencing the development of cross-cultural understanding. 
Concentrating on the stereotyping of destinations, (Brijs et al., 2011) investigate four dimensions 
of destination stereotypes: geocultural stereotypes, socioeconomic stereotypes, positive feelings, 
and behavioural intentions. Subsequently, (C.-C. Chen et al., 2016) investigated the effect 
of stereotyping on destination image along with the moderating role of previous destination 
experience. They, for example, found that international stereotype had a direct effect on cognitive 
and affective images and indirect effects on travel intention.
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A paper by (Buzinde et al., 2006), in contrast, focuses on the important role of the destination 
management organisations (DMO) and their selection of promotional materials, especially 
images. The authors established that the way a DMO depicts ethnic minorities using stereotypical 
portraits (in Canada for instance) reinforces power imbalances and social divisions. 

Table 2: Most globally cited papers, WOS, stereotypes in tourism 1994–July 2025

Source: WOS (2025), own representation. 

Since the scientific production in this particular field grew especially in the later years, we next 
investigate the total citations per year. This aspect is presented in Table 3, where new references are 
shown in bold and those still irrelevant in terms of the topic of our investigation in italics. Among 
the listed references, one topic stands out: the tourism stereotype model (Tung et al., 2020) and its 

Reference Total Citations TCs per Year Normalised TCs

(Maoz, 2006) 295 14.8 3.6

(Salazar, 2012) 288 20.6 5.7

(Raymond & Hall, 2008) 266 14.8 6.0

(Ward & Berno, 2011) 265 17.7 3.9

(Aguiló et al., 2005) 236 11.2 2.2

(Magnusson et al., 2011) 168 11.2 2.5

(C.-H. Liu, 2017) 153 38.3 9.1

(Levy et al., 2001) 133 5.3 1.9

(Manoharan & Singal, 2017) 107 11.9 5.1

(C.-C. Chen et al., 2016) 105 10.5 5.9

(Knight et al., 2007) 97 5.1 1.6

(Maher & Carter, 2011) 94 6.3 1.4

(Dörnyei & Csizér, 2005) 90 4.3 0.8

(Taylor, 1995) 89 2.9 1.0

(Teo & Leong, 2006) 86 4.3 1.0

(Buzinde et al., 2006) 85 4.3 1.0

(Andsager & Drzewiecka, 2002) 82 3.4 1.1

(Tse & Tung, 2022a) 79 19.8 4.7

(N. Chen et al., 2018) 79 9.9 4.3

(Brijs et al., 2011) 76 5.1 1.1

(Fang et al., 2020) 75 12.5 4.0

(Magnusson et al., 2019) 75 10.7 4.2

(Laxson, 1991) 75 2.1 1.0

Note: References not relevant for the investigation of destination stereotypes are shown 
in italics.
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application (Tse & Tung, 2022b). Otherwise, the next topic of interest attracting greater attention 
is the effect of appearance in the hospitality industry in terms of either robots (Fang et al., 2020) or 
the beauty and appearance of the service providers (see, e.g., Y. Li et al., 2022; X. Liu et al., 2022).

Table 3: Most globally cited sources by citations per year, WOS, stereotypes in tourism, 1994–July 2025

Source: WOS (2025), own representation. 

In total, 920 authors contributed to the documents under study, among which 151 were single-
author documents, representing almost one-third of all the documents in the dataset. Figure 2 
below presents the author collaboration network, which reveals there are very isolated and small 
networks of authors who investigate tourism stereotypes. 

Reference Total Citations TCs per Year Normalised TCs

(X. Liu et al., 2022) 153 38.3 9.1

(Salazar, 2012) 288 20.6 5.7

(Tse & Tung, 2022a) 79 19.8 4.7

(Ward & Berno, 2011) 265 17.7 3.9

(Tse & Tung, 2022b) 60 15.0 3.6

(Raymond & Hall, 2008) 266 14.8 6.0

(Maoz, 2006) 295 14.8 3.6

(Song et al., 2023) 29 14.5 10.3

(Tung et al., 2020) 38 12.7 5.6

(Fang et al., 2020) 75 12.5 4.0

(X. Liu et al., 2022b) 49 12.3 2.9

(Manoharan & Singal, 2017) 107 11.9 5.1

(Mooney, 2020) 70 11.7 3.7

(Y. Li et al., 2022) 45 11.3 2.7

(Feng et al., 2022) 45 11.3 2.7

(Aguiló et al., 2005) 236 11.2 2.2

(Magnusson et al., 2019) 168 11.2 2.5

(F. Li & Ma, 2023) 33 11.0 4.9

References not relevant for the investigation of destination stereotypes are shown in 
italics. New references not listed in Table 2 are shown in bold.
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Figure 2: Author collaboration network, stereotypes in tourism 

Source: WOS (2025), own representation using Biblioshiny. 

2.1.3	 Key topics and the evolution of topics

In order to investigate the development of topics, notably key ones, we investigated the keywords 
provided by authors together with the keywords automatically generated by WOS. This combined 
approach permits insight into how researchers deliberately frame their studies and how the field’s 
broader intellectual structure has emerged via the cited literature.

Although stereotypes in tourism began as a research topic in 1984, in Figure 3 focus is placed on 
the appearance of keywords after 2010, when scientific papers and documents on the topic were 
more regularly published. The figure thus shows that from 2010 onwards there is a clear upward 
trajectory of the keywords tourism, stereotypes, perceptions, competence, warmth and gender, whose 
prominence started to rise simultaneously. In terms of warmth (as one of the SCM dimensions), 
this keyword especially appeared more frequently after 2020.
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Figure 3: Appearance of keywords over time, stereotypes in tourism, 2010–July 2025

Source: WOS (2025), own representation. 

To further investigate the evolution of trending topics generated from keywords using Biblioshiny, 
Figure 4 illustrates how the focus of the literature has shifted in time. Early research (pre-2010) was 
sporadic and concentrated on broad constructs such as authenticity, culture and impacts. From 2015 
onwards, there is marked growth in the use of terms linked to the SCM framework, particularly 
warmth, perceptions and model. After 2020, there is a surge in research connecting stereotypes with 
gender, identity and work. More recently, topics like universal dimensions, intention and behaviour 
have emerged, suggesting a stronger orientation to the psychological and behavioural consequences 
of stereotypes in tourism.
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Figure 4: Frequency of mentions of the term, stereotypes in tourism, 2008–July 2025

Source: WOS (2025), own representation using Biblioshiny. 

Finally, Figure 5 presents a network showing the co-occurrence of keywords, which reveals several 
distinct thematic clusters. The largest cluster revolves around stereotypes, perceptions and tourism, 
indicating the central role of image and perception studies. A second major, closely connected, 
cluster is based on the Stereotype Content Model (SCM) with its two core dimensions, warmth and 
competence, as well as related concepts such as destination image, brand and content model. A third 
cluster focuses on gender and identity where terms like women, prejudice, race and culture illustrate 
how social identity categories intersect with tourism stereotypes. Smaller clusters touch on themes 
like hospitality, consumer behaviour, satisfaction and discrimination, suggesting that stereotypes 
have been studied not only in relation to destinations but also in terms of service encounters and 
visitor experiences.
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Figure 5: Co-occurrence keywords network, stereotypes in tourism 

Source: WOS (2025), own representation using Biblioshiny.

2.1.4	 Identification of research gaps

With respect to papers concentrating on warmth, competence and/or the SCM, we identified 
several that are the most similar to our interest (Karri & Dogra, 2022; Micevski et al., 2020; Shen 
et al., 2019), and based on the bibliometric analysis we identified research gaps.

There is greater attention to constructs such as perceptions, destination image and, more recently, 
the Stereotype Content Model and its two dimensions of warmth and competence. However, 
several gaps remain that warrant further investigation. While warmth and competence entered 
the tourism literature more frequently after 2020, most studies still focus on tourist stereotypes of 
the hosts or general destination image constructs. Systematic empirical work that directly applies 
the SCM framework to specific destinations is lacking, notably on the city level, although not the 
country level (Micevski et al., 2020). This gap shows the need for case-based applications to assess 
how destinations are stereotyped in terms of these universal dimensions.

Much of the existing research concentrates on a single perspective, typically tourists’ perceptions. 
Far fewer studies examine how destination management organisations (DMOs) construct and 
communicate stereotypes in their branding and marketing strategies, except for an early study 
on official brochures (Buzinde et al., 2006). Even fewer compare tourist perceptions with official 
communications, leaving the questions of whether misalignments exist between projected 
stereotypes (supply-side) and perceived stereotypes (demand-side) unanswered.

The bibliometric findings reveal that stereotypes research is often disconnected from the rapidly 
growing literature on sustainable destinations. Despite the prominence of sustainability on 
European and UNWTO policy agendas, not many studies analyse how the “green” and sustainable 
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identities of destinations intersect with stereotypical perceptions of warmth and competence. 
A gap is thus identified when it comes to research that investigates how sustainability messages 
influence stereotypes, the image of destinations, and intentions to visit.

2.2	 BIBLIOMETRIC ANALYSIS OF THE PERCEIVED SUSTAINABILITY OF 
DESTINATIONS

Sustainability has moved into the spotlight in tourism. A very broad search of “sustainability” 
AND “tourism” returns over 20,000 results (end of July 2025). Therefore, before conducting 
bibliometric analysis we focused on the sustainability of tourist destinations. We first searched 
for a combination of words in terms of sustainability and tourist destination. However, the results 
obtained were very broad and numerous (including over 8,600 documents as at the end of July 
2025). Accordingly, a more focused query included the necessary word perceived, which is more 
in line with our research focus.

Table 4 presents the steps of the bibliometric analysis focused on perceived sustainability at a 
destination, and includes information on the data collection, with inclusion and exclusion criteria, 
data characteristics, and the analysis and presentation of the results. Data were collected from 
Web of Science (WOS) at the end of July 2025. Since the focus of the research is on the perception of 
sustainability at tourist destinations, the search terms used are presented in the table in section 2 
where all of the search terms included both tourist and tourism destination as well as sustainability 
and sustainable. Only documents that, apart from the sustainability of a tourist destination search 
terms or similar also considered perceptions, were included.

Second, the data considered were articles, paper proceedings, early access articles, review articles 
and book chapters, although book reviews, editorial materials, meeting abstracts, retracted 
publications and notes were excluded (see row 3). Specific research fields were only included as 
in the previous part of the bibliometric analysis focused on tourism stereotypes, concentrating 
on hospitality, leisure, sport tourism, management and economics as well as sociology, social 
sciences, cultural studies and geography.

After the initial data collection and restrictions on the sample, we were left with 3,637 units of 
literature for the bibliometric analysis. The analysis was conducted in R using the Bibliometrix 
package with the Biblioshiny application (Aria & Cuccurullo, 2017).
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Table 4: Bibliometric analysis workflow for the perceived sustainability of destinations

Source: Own work and adapted from (Zupic & Čater, 2015).

1. Research design

Investigation of the stereotype–tourism nexus and related research gaps.
Investigation of trends in publications and the development of themes

2. Compilation of bibliometric data

	Ű Web of Science database (July 2025)
	Ű Boolean keywords TS=(“tourist destination* sustainab*” OR “tourism destination* 
sustainab*” OR “sustainab* of a tourist destination*” OR “sustainab* of tourism 
destination*” OR “sustainable tourist destination*” OR “sustainable tourism 
destination*”)  
AND  
TS=(perceived)

	Ű Excluded document types: editorial material, book review, correction, letter

Included WOS topics

	Ű hospitality leisure sport tourism
	Ű management
	Ű sociology
	Ű business
	Ű history
	Ű social sciences interdisciplinary
	Ű green sustainable science technology
	Ű environmental studies
	Ű geography
	Ű economics

Data characteristics

Time span	 1995–2025 (July)
Sources	 297
Documents	 3,637

article, including early access	 2,855
book chapter	 222
proceedings paper	 400
review, including early access	 129

Authors	 7,246
Document average age	 4.94
Average citations per document	 24.22

3. Analysis

Bibliometrix and Biblioshiny (using R)

4. Visualisation

annual scientific production
most globally cited documents
most relevant sources
most cited local sources

clusters by documents coupling
most frequent words
trending topics

5. Interpretation

Investigation of trending topics
Identification of research gaps
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2.2.1	 Annual scientific production and sources

The time span of the analysed scientific production concerned with the perception of destinations’ 
sustainability is 1995 to 2025, totalling 3,637 records, and presented in Figure 6. Before 2008, 
the scientific production was very limited and sporadic and saw a moderate gain in interest in 
perceptions between 2008 and 2010, while in 2011 the scientific production started to increase until 
2015. In 2016 and 2017, a small stall may be observed, and again in 2022 and 2023. Otherwise, 
the volume of publications rose more consistently with an annual growth rate of 19.81%. Such 
growth correlates with the scientific interest in both the sustainability of a tourist destination 
from the perspective of tourism development and also from the perspective of the perception of 
sustainability in terms of three pillars (social, economic, environmental) and the sustainable 
behaviour of stakeholders (tourists, residents together with the credibility of DMOs – see, e.g., 
Qiu et al., 2023).

The 3,637 documents were produced by 7,246 authors and published in 297 different sources. The 
highest number of documents was published in Journal of Sustainable Tourism indicating the topic’s 
importance in leading tourism journals. Figure 7 lists other top sources where the investigated 
documents were published in sources such as Current Issues in Tourism and Tourism Management 
as well as Journal of Travel Research and Tourism Review indicating the importance of the topic in 
prominent tourism journals measured by SSCI impact factor.

Figure 6: The number of scientific works published by year, perception of destinations’ sustainability,  
1995–July 2025

Source: Own work based on WOS (2025).
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Figure 7: Number of published documents by leading sources, perception of destinations’ sustainability,  
1995–July 2025

Source: Own work based on WOS (2025).

2.2.2	 Most relevant publications, authors, and scholarly influences

The most globally cited documents on perceived sustainability and tourist destinations are 
presented in Table 5. These include seminal theoretical contributions that have shaped the way 
sustainable tourism and destination management are conceptualised and operationalised. The 
leading paper by (Buhalis, 2000) has 1,640 citations and is one of the most influential works in 
the wider field of tourism, providing a comprehensive framework for the strategic marketing and 
management of destinations by also focusing on types of destinations, their main target markets 
and activities undertaken, making it a well-cited tourism paper in the broader areas of tourism and 
sustainability research.

The second-most cited paper by (Hjalager, 2010) looks at innovation in tourism and highlights the 
growing recognition of innovation as a vital driver of sustainability transitions at destinations. It 
is followed by a paper by (Sims, 2009) that considers the authenticity of a destination (especially 
the food available there) on sustainable tourism experiences. However, none of these top-cited 
papers is directly connected with the investigation of tourist perspectives on the sustainability of 
a destination.
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More recent contributions and highly cited papers such as (Hall et al., 2020) concentrate more 
on transformations in tourism and a destination’s sustainability in terms of the development 
of tourism – the question of whether destinations would manage to attract tourists even during 
exogenous shocks such as the COVID-19 pandemic.

The list of most often cited documents also includes multiple contributions by Gössling, who 
appears several times in leading journals such as Annals of Tourism Research, Tourism Management, 
and Journal of Travel Research. These works cover topics ranging from consumer behaviour 
and climate change to tourism and water use and, more recently, climate-related risks and 
transformations (Gössling & Higham, 2021).

While several other influential works focus on residents’ perspectives and community support, 
they do so mostly in the sense of support for sustainable tourism development (see, e.g., Lee, 2013; 
Stylidis et al., 2014). Also appearing on the list is Mihalič (2000), which is particularly important as 
a pioneering work linking environmental management to destination competitiveness, reflecting 
an early integration of sustainability into strategic destination management.

Table 5: Most globally cited papers, WOS, perception of destinations’ sustainability, 1995–July 2025

Reference Total Citations TCs per Year Normalised TCs

(Buhalis, 2000) 1,640 63.1 2.9

(Hjalager, 2010) 893 55.8 7.8

(Sims, 2009) 812 47.8 7.9

(Hall et al., 2020) 670 111.7 22.2

(Lee, 2013) 616 47.4 10.8

(M. Cheng, 2016) 616 61.6 19.1

(Gössling et al., 2012) 464 33.1 8.0

(Hunter, 1997) 450 15.5 2.3

(Gössling et al., 2012) 446 31.9 7.7

(Stylidis et al., 2014) 423 35.3 12.2

(Mihalič, 2000) 418 16.1 0.7

(Bornhorst et al., 2010) 406 25.4 3.5

(Bramwell, 2011) 403 26.9 7.6

(Seraphin et al., 2018) 370 46.3 13.3

(Gössling & Higham, 2021) 364 72.8 18.3

(Waligo et al., 2013) 325 25.0 5.7

(T.-M. Cheng & Wu, 2015) 317 28.8 9.1

(Briassoulis, 2002) 317 13.2 2.0

(Lee & Jan, 2019) 314 44.9 10.2

(Pencarelli, 2020) 313 52.2 10.4

(Gomezelj, 2016) 300 30.0 9.3
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Source: WOS (2025), own representation. 

Since the scientific production in the mentioned field has grown especially in the later years, we 
next investigate the total citations per year, as presented in Table 6, where new references are 
shown in bold. Even though several papers deal with technology or governance (e.g., Buhalis 
et al., 2022; Pencarelli, 2020), those most related to our study on perceptions of a destination’s 
sustainability come from research on residents’ and tourists’ attitudes and the works by Lee and 
Jan (2019), which were already included in the previous list, but in addition encompasses Prayag et 
al., (2025) which in particular considers tourists’ environmental attitudes, travel behaviours, and 
sustainability practices.

Table 6: Most globally cited sources by citations per year, WOS, perception of destinations’ sustainability,  
1994–July 2025

Source: WOS (2025), own representation. 

Reference Total Citations TCs per Year Normalised TCs

(Hall et al., 2020) 670 111.7 22.2

(Gössling & Higham, 2021) 364 72.8 18.3

(Buhalis, 2000) 1,640 63.1 2.9

(M. Cheng, 2016) 616 61.6 19.1

(Hjalager, 2010) 893 55.8 7.8

(Go & Kang, 2022) 165 55.0 11.5

(Pai et al., 2024) 106 53.0 20.8

(Pencarelli, 2020) 313 52.2 10.4

(Prayag et al., 2025) 49 49.0 27.0

(Sims, 2009) 812 47.8 7.9

(Lu et al., 2022) 191 47.8 11.8

(Lee, 2013) 616 47.4 10.8

(Seraphin et al., 2018) 370 46.3 13.3

(Lee & Jan, 2019) 314 44.9 10.2

(Buhalis et al., 2022) 124 41.3 8.6

(Qiu et al., 2023) 114 38.0 7.9

(Rosalina et al., 2021) 188 37.6 9.4

(Mair et al., 2023) 111 37.0 7.7

(Gössling et al., 2023) 110 36.7 7.6

(Zhang et al., 2022) 142 35.5 8.8

(Stylidis et al., 2014) 423 35.3 12.2

(Gössling et al., 2012) 464 33.1 8.0

New references not listed in Table 5 are shown in bold.

(Dwyer et al., 2009) 299 17.6 2.9

(Boley et al., 2014) 278 23.2 8.0
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In the investigated documents, 15% of documents were single-authored and the main authors 
and their collaboration network are displayed in Figure 8. One may observe that, similar to the 
previous bibliometric analysis, isolated small networks again appear, with very few collaborations 
among the networks. For example, the strongest network in terms of collaboration and number of 
publications is around Michel C. Hall, which includes Stefan Gössling and Larry Dwyer as well. 

Figure 8: Author collaboration network, perception of destinations’ sustainability 

Source: WOS (2025), own representation using Biblioshiny. 

2.2.3	 Key topics and topic evolution

Again, in order to investigate key topics and the development of topics, we investigate keywords 
provided by authors along with keywords automatically generated by WOS. Key topics in the 
investigated documents can be grouped into two large clusters: one concerned with the tourist 
perspective, focusing on satisfaction, impact, experience, place attachment, destination image and 
the other concentrating on a destination like sustainable tourism, impacts, management, attitudes, 
perceptions (mostly of locals), as seen in Figure 9.
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Figure 9: Co-occurrence network, perception of destinations’ sustainability 

Source: WOS (2025), own representation using Biblioshiny. 

Figure 10 further shows the development of topics over time. In the early years of the investigation, 
the focus was largely on the ecological paradigm and ecological footprint, moving towards pro-
environmental behaviours, sustainable tourism, destination management and, finally, to 
engagement, satisfaction, impact, and experiences. 

Figure 10: Frequency of mentions of the term, perception of destinations’ sustainability, 2008–July 2025

Source: WOS (2025), own representation using Biblioshiny. 
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2.2.4	 Identification of research gaps

While investigating the analysed documents, we found that much of the scholarly attention 
has been directed to conceptual and theoretical contributions, providing robust frameworks for 
understanding sustainable tourism development, destination governance, and the integration of 
environmental management into competitiveness strategies (see, e.g., Hall, 2013; Mihalič, 2000). 
At the same time, a substantial share of empirical research has concentrated on residents’ attitudes 
and community support for sustainable tourism practices (Lee, 2013; Stylidis et al., 2014), which 
has generated valuable insights into the social dimension of sustainability.

However, investigation of tourists’ perspective is less comprehensive and focuses more on the 
extent of pro-environmental behaviour (see, e.g., T.-M. Cheng & Wu, 2015; Kiatkawsin & Han, 
2017). Studies that explicitly capture, measure and compare tourists’ perceptions of destination 
sustainability remain relatively scarce and fragmented. The paper closest to our research is 
(Sánchez-Fernández et al., 2019), which provides a conceptual framework based on tourists’ 
perception of sustainability policies at destinations and a multidimensional measure for the 
perception of sustainability at destinations consisting of environmental, sociocultural and 
economic sustainability.

Prior studies mostly looked at either tourists, locals and destinations, whereas limited work 
has been undertaken to systematically investigate the degree of alignment (or misalignment) 
between the sustainability narratives communicated by destination management and marketing 
organisations (DMOs) and how these are actually perceived by tourists. Namely, the studies did not 
examine the perception of sustainability at destinations from the perspective of (potential) tourists 
and how it is communicated by the DMOs. The closest to our interest in this respect is a study by 
(Q. Chen et al., 2023), which examines the differences between the projected image communicated 
by DMOs and the perceived image held by tourists in Xiamen, China. They established that while 
DMOs emphasise holistic sustainability (including all three pillars), tourists focus more narrowly 
on specific attractions and socio-cultural or environmental aspects.

In addition, while investigating the keywords, the keyword stereotype appeared only twice in all 
of the documents in terms of gender stereotypes, once in terms of meta-stereotypes, and twice as 
a term stereotype(s), indicating a lack of interest in examining the nexus of stereotypes–perceived 
sustainability at a destination.
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Building on the bibliometric analysis presented in Chapter 2, a valuable conceptual model for 
the investigation of stereotypes has emerged: the Stereotype Content Model (SCM) (Fiske et al., 
2002). Moreover, the literature review of stereotypes and sustainability in tourism, among others, 
established the presence of three main research gaps. First, while the dimensions of warmth 
and competence have garnered attention in tourism research since 2020 (Karri & Dogra, 2022; 
Micevski et al., 2020; Shen et al., 2019), applications of the SCM remain limited to national-
level contexts, leaving city destinations underexplored. Second, the literature tends to adopt a 
one-sided perspective, mainly focusing on tourists’ perceptions while neglecting how destination 
management (and marketing) organisations (DMOs) construct and communicate stereotypes in 
their official branding and digital strategies. Comparative approaches that examine both projected 
(supply-side) and perceived (demand-side) stereotypes are accordingly scarce. Third, research 
on the perceived sustainability of destinations is often disconnected from studies on stereotypes, 
despite sustainability being a defining attribute of contemporary destination branding. Few 
studies empirically examined how sustainability narratives, as communicated by DMOs, shape or 
interact with stereotypical perceptions of destinations among tourists. The described intersection 
of stereotypes and sustainability, and potential (mis)alignment between DMO communication 
and tourist perceptions, remains underexplored and represents the core research gap addressed 
in this study.

To address the identified gaps, the study adopts a three-step mixed-method research design 
that integrates both the supply and demand perspectives of destination communication. The 
conceptual framework builds on the Stereotype Content Model (Fiske et al., 2002), concentrating 
on the dimensions of warmth and competence as analytical lenses to explore how stereotypes and 
sustainability are communicated and perceived. The framework also adds sustainability to the 
investigation of the possible misalignment of narratives and perceptions of tourists with respect to 
three main constructs: warmth, competence and sustainability. 

3.1	 CONCEPTUAL MODEL

With the mentioned gaps in mind, a three-step mixed-method research design that integrates both 
the supply and demand perspectives of destination communication is adopted. The conceptual 
framework builds on the SCM, the most prominent and widely applied framework for examining 
social perceptions (Fiske et al., 2002). The SCM conceptualises human cognitive perceptions of 
social groups with regard to two fundamental dimensions, which can account for about 80% of the 
variance in perceptions of social behaviour (Fiske et al., 2007). These two dimensions are warmth 
and competence. Still, other researchers have also labelled them communion and agency (e.g., 
Wojciszke & Abele (2008), morality and competence (Wojciszke, 2005), or intentions and ability 
(Kervyn et al., 2012). As per theory, warmth is supposed to be the primary dimension, which is 
based on an evolutionary perspective that the understanding of another’s intent, be it good or bad, is 
crucial for survival (Cuddy et al., 2009). Warmth therefore shapes approach-avoidance tendencies 
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and represents a cognitive (and not an affective, which some studies incorrectly conceptualise) 
dimension (Fiske et al., 2007). Warmth is reflected in traits such as being nice, friendly, likeable 
and kind. What follows is competence, which encapsulates another’s ability to enact on these 
good or bad intentions expressed and is captured by traits such as capable, competent, efficient 
and intelligent (Fiske et al., 2002). These two dimensions represent universal and reliable bases of 
social judgement across stimuli, cultures and entities (Fiske et al., 2007). 

Importantly, stereotypes can be mixed, which means they do not necessarily follow a uniform 
pattern. The literature suggests four combinations of stereotypical content lead to behaviours 
from the intergroup affect and stereotypes (“BIAS”) map (Cuddy et al., 2007). The BIAS map is 
made up of four distinct quadrants: 1) high in warmth and high in competence, which elicits an 
emotional response in the form of admiration and results in active facilitation; 2) high in warmth 
and low in competence, which triggers pity and passive facilitation; 3) low in warmth and high in 
competence, which provokes envy and passive harm to the group; and 4) low in warmth and low 
in competence, which leads to contempt and active harm (Cuddy et al., 2007). The most desired 
position on the map is the “golden quadrant”, which represents a position whereby the entity 
(whether it be a social group, a brand or a destination) is perceived as both highly warm and highly 
competent. The “golden quadrant” ensures the strongest emotional benefits, notably admiration, 
higher purchase intentions, and stronger loyalty (Aaker et al., 2012). 

Stereotypes are particularly important since they simplify the complexity of the surrounding 
world (Macrae et al., 1994) and have also been applied to the tourism context. Destination 
stereotypes refer to oversimplified beliefs and widely held judgements about a given destination 
that tend to shape and dominate its overall impression (Karri & Dogra, 2022). The SCM (Fiske et 
al., 2002) has thus been applied to destinations as well (e.g., Tong et al., 2023) where, just like in 
the context of social groups, destinations as entities can also have good or bad intentions towards 
others (e.g., visitors, tourists, locals) and also be perceived as being able (or not) to actually enact 
these intentions. Hence, our investigation focuses on the dimensions of warmth and competence 
as analytical lenses to explore how stereotypes and sustainability are communicated and perceived 
at a certain destination. 

Sustainability represents a multidimensional construct that integrates three pillars: 
environmental, social and economic, which has also been adopted in the tourism context. In 
its broadest sense, sustainability seeks to balance the needs of present and future generations by 
promoting intra- and intergenerational equity, minimising leakages, and assuring that the benefits 
of tourism are distributed fairly among stakeholders. It has therefore already been well established 
that sustainability in tourism extends beyond the conservation of natural resources to include 
equitable social participation and long-term economic viability (Mihalič, 2000). Within tourism 
research, sustainability has increasingly been operationalised via perceptual and behavioural 
models that assess how individuals and organisations understand, value, and act upon sustainable 
principles. For example, Buhalis (2000) stressed that the strategic and marketing objectives for 
destinations should follow the optimisation of tourism impacts by providing for “a sustainable 
balance between economic benefits, and socio-cultural and environmental costs” (Buhalis, 2020, 
p. 100). Accordingly, this study adopts the established concept of the sustainability related efforts 
of DMOs in the three pillars of sustainability: economic, socio-cultural and environmental.
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Further, from the tourists’ point of view, most empirical studies have considered tourists’ 
environmental attitudes and behaviours (see, e.g., Prayag et al., 2025). These studies typically 
examine behavioural intentions (e.g., willingness to pay for green products or to lower resource 
use) or self-reported sustainable practices during a visit to the destination. However, the stream 
of research overlooks how tourists perceive sustainability policies, actions, and destination-level 
strategies. The sustainability of a tourist destination can be perceived through a cognitive-affective 
evaluation of sustainability policies. Here, Sánchez-Fernández et al. (2019, p. 178) propose a definition 
of perceived sustainability as “the tourist’s cognitive-affective evaluation of sustainability policies 
implemented at a particular destination by managers and destination marketing organizations”. 
Alongside the definition, a conceptual framework and a multidimensional measurement scale of 
perceived sustainability were also developed. 

Building on these conceptualisations, this study considers sustainability as a multidimensional 
construct that can be examined from two complementary perspectives (supply and demand). On 
one hand, it refers to the objective efforts of DMOs as reflected in their strategies and activities 
that address the economic, socio-cultural and environmental aspects of destination management. 
On the other hand, it captures the subjective side, namely, how tourists perceive and evaluate 
those sustainability efforts. Looking at both perspectives allows one to identify how consistently 
destinations communicate sustainability and the way these messages are interpreted by visitors. 
Hence, in this research sustainability is to be assessed by way of indicators that reflect the three 
established dimensions (economic, socio-cultural, environmental), drawing on and adapting 
existing scales proposed by previous studies (e.g., Sánchez-Fernández et al., 2019).

3.2	 RESEARCH QUESTION DEVELOPMENT

DMOs play a central role in shaping and promoting the image of destinations via their 
communication strategies, which were traditionally decided on centrally by the DMOs, tourism 
stakeholders, and policymakers (Arabadzhyan et al., 2021). Destination marketing usually focuses 
on a destination’s branding by highlighting unique selling points to differentiate itself in the 
competitive tourism market. DMO communication contributes to branding consistency, adds to 
competitiveness, and aligns stakeholder interests concerning how a destination shall be perceived 
(Rojas-Méndez & Davies, 2024). With the development of different Internet channels, DMOs’ 
communication strategies have also extended from webpages that generally served as promotion 
and communication channels to social media platforms (Fernández-Cavia et al., 2014). While the 
content and usability of such webpages have been already investigated (for a review, see (de Rosa 
et al., 2019) and to some extent user-generated social media posts as well (see, e.g., (Arabadzhyan 
et al., 2021; X. Wang et al., 2024), less attention has been paid to the social media posts of DMOs. 
Thus, the first research question is:

RQ1: What is Tourism Ljubljana’s digital communication strategy in terms of the 
destination’s stereotypes and sustainability?
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Although social media use among DMOs was at first experimental, it grew in prominence as a 
tool of DMOs for reaching a global audience (Hays et al., 2013). Recently, especially Facebook is 
more commonly considered in social science research due to its expansive user base, diverse users, 
and popularity, which represents a naturalistic setting of social interactions and communications 
online (Franz et al., 2019). The platform provides distinct opportunities to examine contemporary 
discourse, public opinion, and social dynamics as they unfold in real time (Lathan et al., 2023). 
Simultaneously, Facebook allows DMOs to foster interactive relationships with potential tourists, 
promote destination identity, and communicate emotional and experiential dimensions of place 
branding. Posts on Facebook primarily emphasise visual appeal and storytelling, reflecting the 
projected image of destinations rather than encouraging deep, two-way engagement and present 
analytical potential for understanding how DMOs construct and convey destination narratives 
(Mariani et al., 2016). Therefore, the second research question is:

RQ2: How does Tourism Ljubljana in the role of the DMO communicate the destination’s 
stereotypes and sustainability?

While the first two research questions concentrate on the supply side and the projected image of 
the destination, it is equally important to understand how tourists perceive and interpret these 
communicated messages. As Ferrer-Rosell and Marine-Roig (2020) show, there is a gap between 
a destination’s projected image and how that image is perceived. The literature on destination 
image and tourist perception consistently reveals that visitors’ cognitive and affective evaluations 
influence their attitudes, emotional responses, and behavioural intentions (Baloglu & McCleary, 
1999; Stylidis et al., 2014). In this context, the Stereotype Content Model (SCM) offers a valuable 
theoretical framework to capture the perceived warmth (friendliness, sincerity) and competence 
(capability, professionalism) of destinations, which together influence tourists’ overall image and 
trust (Karri & Dogra, 2022; Micevski et al., 2020). Recent research also points to the increasing 
relevance of perceptions of sustainability as environmentally and socially responsible practices 
are now seen as core components of a destination’s attractiveness, perceived value, and satisfaction 
(Iniesta-Bonillo et al., 2016). However, most empirical studies either focus on general image 
constructs or pro-environmental behaviour rather than explicitly examining how tourists perceive 
a destination’s sustainability identity along with its stereotypical attributes. Investigating tourists’ 
perceptions through the dimensions of warmth, competence and sustainability thus provides 
critical insights into whether the projected narratives of Tourism Ljubljana align with or diverge 
from tourists’ perceived warmth, competence and sustainability of the destination. Accordingly, 
the third research question is:

RQ3: How do German tourists perceive Ljubljana in terms of the destination’s stereotypes 
and sustainability?
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3.3	 METHODOLOGY OVERVIEW

To address the research questions, the study employs a mixed-method design that combines 
qualitative and quantitative approaches. The overall methodological framework is structured in 
three interconnected steps, linking the communication of stereotypes and sustainability made 
by the DMO with tourists’ perceptions and behavioural intentions. An overview of the three 
methodological steps and corresponding data collection methods is presented in Table 7.

In step 1, the emphasis is on the strategic communication framework of the destination 
management organisation (DMO), examining Tourism Ljubljana’s digital communication 
strategy and how Tourism Ljubljana defines and implements its digital communication strategy 
with respect to the destination’s warmth, competence and sustainability. The data were collected 
via a semi-structured in-depth interview with a representative of the DMO. Step 2 investigates how 
these strategic orientations are reflected in the representation of stereotypes and sustainability 
across the DMO’s digital communication channels with the digital content posted. Relying on 
quantitative content analysis of Tourism Ljubljana’s official Facebook posts, this step explores 
how the destination communicates stereotypes and sustainability with the projection of warmth, 
competence and sustainability via text and visual elements. Using a coding framework, we count 
the frequency of cues in the texts and pictures with respect to competence, warmth and the 
three sustainability dimensions (environmental, socio-cultural, economic). Finally, in step 3 the 
perspective shifts from the supply to the demand side, and looks at the perception of stereotypes and 
sustainability held by German tourists. Notably, we examine how they perceive the destination in 
terms of its warmth, competence and sustainability, and the way these perceptions influence their 
behavioural intentions, specifically, their willingness to revisit or recommend Ljubljana. To that 
end, a quantitative survey was administered. The quantitative analysis of the survey responses then 
first entails confirmatory factor analysis (CFA) to validate the measurement construct, continues 
with independent sample t-tests to compare perceptions across visitors and non-visitors, and runs 
Process Model 1 to test the moderating relationships between the variables and survey analysis to 
identify perceptions concerning the warmth, competence and sustainability of Ljubljana and the 
possible effect of these warmth, competence and sustainability perceptions on the intention to (re)
visit and recommend the destination for future travel. 

Together, these steps provide a comprehensive understanding of how Ljubljana is stereotyped 
by investigating the way the stereotypes are constructed (Step 1), communicated (Step 2), 
and interpreted (Step 3). By so doing, we are interested in the potential misalignment of the 
communicated and interpreted warmth, competence and sustainability. Each research design with 
methodology and data collection is presented in the three chapters that follow, respectively focusing 
on the strategic communication framework, the projection of stereotypes and sustainability in 
social media, and the perception of the stereotypes held by tourists. 
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Table 7: Conceptual overview and overview of the methodology

Source: own work.

Step Main focus Main research question
Type of 

investigation
Method of 

investigation

1.
Strategic communication 

framework of the DMO 
(Supply, Strategic framing)

What is Tourism Ljubljana’s 
digital communication 

strategy in terms 
of stereotypes and 

sustainability?

Qualitative
Semi-structured,  

in-depth interview

2.

Representation of 
stereotypes and 

sustainability in the DMO’s 
digital content (Projection, 
Message representation)

How does Tourism Ljubljana 
in the role of the DMO 

communicate stereotypes 
and sustainability?

Quantitative
Content analysis of 

Facebook posts

3.

Perception of stereotypes 
and sustainability among 
tourists (Demand, Tourist 

Perception)

How do German tourists 
perceive Ljubljana in 

terms of stereotypes and 
sustainability?

Quantitative
Survey analysis 

(CFA, t-tests, Process 
Model 1 analysis)
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COMMUNICATION

This chapter investigates the supply-side strategic framing of stereotypes as conceptualised by the 
Stereotype Content Model (SCM) and sustainability. Namely, this represents the first step, the 
supply perspective of the strategic communication framework of the DMO, Tourism Ljubljana. 
According to the UNWTO (2019) definition, Tourism Ljubljana is the leading organisational 
entity which encompasses the various authorities, stakeholders and professionals and facilitates 
partnerships towards a collective destination vision. Tourism Ljubljana’s functions include 
strategic planning, implementation of destination strategy, promotion, marketing and branding, 
monitoring, capacity building and similar. The aim of this chapter is to address the first research 
question: “What is Tourism Ljubljana’s digital communication strategy in terms of the destination’s 
stereotypes and sustainability?”. 

At the start, the destination (Ljubljana) is introduced, which is followed by an overview of the digital 
communication strategy of Tourism Ljubljana, the city’s destination management organisation 
(DMO). To better understand the digital communication approach taken by the DMO, the analysis 
is complemented with an in-depth interview with a representative of Tourism Ljubljana. The 
interview explored the organisation’s communication strategy, particularly its online dimension 
and the communication of the destination’s warmth, competence and sustainability. 

4.1	 DESCRIPTION OF THE DESTINATION

Ljubljana is the capital city of Slovenia and in 2024 accounted for 19% of all arrivals and 15% of 
overnight stays, making it the most visited destination (municipality) in the country (Statistical 
Office of the Republic of Slovenia, 2025). The biggest attractions include the historical city centre 
of Prešeren Square and Prešeren (a Slovenian poet) monument, the Triple and Dragon bridges 
with the Ljubljana Castle perched atop a hill and the Central Market with Open Kitchen and many 
cultural and gastronomic events. 

The numbers of arrivals and overnight stays have been increasing post-COVID. Already in 2023, 
they exceeded the 2019 record number of overnight stays, and in 2024 amounted to 2.6 million 
overnight stays (Figure 11). Among those, 96% were made by foreign tourists, whereas domestic 
ones represented 4% of overnight stays in 2024. The average length of a stay is 2 days, which creates 
a specific challenge for tourism providers, especially with accommodation. 
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Figure 11: Tourist arrivals and overnight stays, Ljubljana, 2018–2024

Source: Statistical Office of the Republic of Slovenia (2025).

4.2	 DIGITAL COMMUNICATION STRATEGY OF LJUBLJANA

In Ljubljana, the destination management organisation (DMO) is Tourism Ljubljana, which was 
established by the Municipality of Ljubljana (Tourism Ljubljana, 2025). It fosters the development 
and undertakes the promotion of tourism of Ljubljana and the Ljubljana region in conjunction 
with tourism providers. Apart from promotion, the DMO organises guided tours, offers support 
in arranging MICE events. Its strategic orientation is “with its genuine sustainability and romantic 
backdrop to offer a refined and enchanting blend of Mediterranean atmosphere, enticing 
gastronomy and diverse, select year-round experiences for all the senses, while being nestled 
in an Alpine environment” (Tourism Ljubljana, 2024). Tourism Ljubljana’s vision for Ljubljana 
is that by 2027 it will be recognised as the leading and most creative urban sustainable lifestyle 
destination in the world. The DMO highlights the uniqueness of Ljubljana by focusing on several 
topics. These are, with accompanying slogans in parentheses: well-being (In Ljubljana you simply 
feel good), a romantic backdrop (Ljubljana is romantic), genuine sustainability (Ljubljana means 
sustainability), enticing gastronomy (To Ljubljana for gastronomic pleasure), diversity and 
solidarity (Ljubljana is characterised by diversity and solidarity!), a creative atmosphere (Ljubljana 
is creative) and Plečnik’s legacy (Plečnik’s Ljubljana is one of the most important total works of art 
of the twentieth century) (Tourism Ljubljana, 2024). 

The DMO also manages social media profiles, including the Facebook profile Visit Ljubljana that 
in August 2025 had 235,000 followers (Visit Ljubljana, 2025). The Facebook profile offers contact 
(address, email) details and links to other channels, but most importantly it posts invitations, 
alerts, and promotional materials for different experiences, events, deals as well as for other 
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tourism providers (accommodation, restaurants, tours etc.). The Instagram profile visitljubljana 
had 3,600 posts and 82,900 followers in August 2025. A TikTok profile visitljubljana had 126,700 
followers and, altogether, 10.1 million likes. 

4.3	 RESEARCH DESIGN

To investigate the supply-side perspective to examine how Tourism Ljubljana communicates 
destination stereotypes in its digital channels, we adopted a qualitative data collection by 
conducting a semi-structured, in-depth expert interview with the representative of Tourism 
Ljubljana responsible for public relations (“the representative”). The purpose of the interview was 
to gain insights into the digital communication strategy of the DMO, especially the destination’s 
positioning and identity, social media and online communication, along with the DMO’s 
communication of stereotypes and sustainability. The interview contained five main interview 
questions with several subsets of questions, and can be found in Appendix 1. The central topics of 
the five questions were: i) the destination’s positioning and identity; ii) the use of social media and 
online communication; iii) the communication of possible stereotypes; iv) the communication of 
sustainability; and v) monitoring and evaluation of the social media strategy. The interview was 
conducted in September 2025 and lasted 32 minutes, was recorded with consent, transcribed and 
translated into English (the transcript is available upon request from the authors). 

The interview data were analysed using a qualitative content review, focusing on identifying and 
summarising key statements related to the study’s main themes. After being transcribed, the 
material was read several times by the authors to ensure familiarity with the content. The analysis 
did not involve formal coding and instead a structured review of the interviewee’s responses, 
organised around the five predefined thematic areas: the destination’s positioning and identity, 
social media and online communication, communication of stereotypes, communication of 
sustainability, and monitoring and evaluation. The goal was to extract illustrative insights and 
representative quotes to clarify how Tourism Ljubljana conceptualises and implements its online 
communication strategy.

4.4	 RESULTS

The insights gained during the interview are organised in five topics: strategic perspective on the 
destination’s positioning and identity; the use of social media and online communication; the 
communication of stereotypes; the communication of sustainability efforts; and monitoring.  

The representative explained that Ljubljana is strategically positioned on four pillars: being 
“green and sustainable, accessible and walkable, Plečnik’s heritage as a strong identification element, and 
a cultural and culinary hub”. These themes are systematically embedded in their communication, 
with rotating topics appearing on social media such as gastronomy, culture, the region, ‘bucket-
list’ experiences, green tips, and creative events. The communication strategy is not separate, 
but derives from the overarching destination strategy, and is complemented by cultural tourism 
priorities defined in the Strategic Guidelines for Cultural Tourism and Events 2022–2027. The 
latter underlines Ljubljana’s ambition to be recognised as a leading creative and cultural city 
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through joint promotion, cultural quarters, and a strong digital visitor experience (Ljubljana 
Tourism, 2024). Although the positioning is long-term, some aspects have evolved; in particular 
gastronomy, which “wasn’t so recognisable 15 years ago, but is now a primary motive for visiting”. The 
destination thus maintains a stable core identity while flexibly adapting to emerging trends and 
visitor interests.

The communication channels are the DMO’s own webpage (www.visitljubljana.si), and it 
also has a Facebook, Instagram, TikTok, and X profile in Slovenian and English. There is also a 
LinkedIn profile and traditional channels like newsletters, attending fairs, and events. Facebook 
and Instagram are the central channels, notably Facebook, where the DMO can post photos as 
well as text. Posts are chiefly in English to address international visitors, while Slovenian is used 
for local campaigns. Visual storytelling plays a vital role: “There is a representative, nice photo 
that attracts… plus the text that explains or also attracts in some way”. Posts are topic-based, again 
in harmony with the strategic directions. In particular, the representative mentioned: “We rotate 
topics every 14 days… cuisine and gastronomy, culture and art, the region, bucket list, to do in Ljubljana, 
green tips, and activities”. With these posts, another aim is to communicate the main attributes such 
as a huge pedestrian zone, sustainable forms of transport, the cultural offer, a hub of creativity, and 
lively events. It was also emphasised that the DMO also represents a region, not just a city centre, 
and it communicates events outside the city centre and highlights the convenience of visiting 
the surroundings like Kamnik, Velika Planina, Podpeč, Županova jama. The representative also 
noted that they avoid oversaturation during the high season, preferring to “redirect visitors from the 
city centre to the region” and also share, for example, events from the neighbourhood and events 
from their partners. On the Instagram profile, there are more user-generated posts because they 
mostly share the posts of users, to focus on authenticity as seen through the eyes of visitors and 
locals. With TikTok growing among younger audiences, the DMO acknowledges the channel for 
targeting the younger generation. They believe the followers and viewers on TikTok are mostly 
Slovenians, Americans, and even Brazilians. 

As regards stereotypes about the destination, the DMO is aware that international visitors often 
perceive Ljubljana as “a fairytale city, small, boutique, safe, clean, a green capital, with friendly locals 
who speak English”, while somewhat negative stereotypes sometimes describe it as “a miniature 
version of other European cities” or “too quiet and sleepy”. The organisation does not systematically 
counter these since Ljubljana receives exceptionally high online ratings, but acknowledges that 
issues such as crowding and prices might become more prominent. When analysed via the lens of 
the Stereotype Content Model (SCM), Ljubljana Tourism actively communicates both warmth and 
competence, albeit before the interview the representative was not familiar with the two concepts 
and had them explained to them. We may conclude from the answers that warmth is conveyed 
through the city’s compactness, opportunities for personal contact with the locals, and creative 
workshops and experiences that stress authenticity and friendliness. As the interviewee put it, “It 
is this closeness, this concentration, that radiates warmth”. In contrast, competence is demonstrated 
by efficient services such as the multilingual staff at the tourist information centre, up-to-date 
digital maps and websites, and sustainable mobility solutions including bicycles, electric shuttles, 
and trains. The representative stressed that “the whole destination functions in a connected way” and 
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that visitors consistently perceive Ljubljana as both welcoming and well-organised. This balance 
of warmth and competence aligns directly with the SCM’s dimensions and adds to a coherent and 
positive destination image.

Sustainability is deeply embedded in Tourism Ljubljana’s operations and communication. 
The office employs “a project manager specifically for the area of sustainability” and integrates 
sustainability “into all our activities”. Efforts span from environmental (waste separation, 
sustainable mobility), social (supporting young artists, involving locals) and economic dimensions 
(connecting with educational institutions to assure future skills). Yet, the representative admitted 
not much focus is placed on it in the communications: “We are not so successful in communicating 
some of these achievements… maybe we make one post on LinkedIn for the professional public”. In any 
case, the DMO avoids promoting over-crowded or environmentally inconsistent activities: “we 
won’t advertise plastic bottles and cups because that’s not in line with the DNA of our destination”.

In terms of monitoring and evaluation of social media communications, they use social media 
analytics and external surveys such as TravelSat, which are relied on to monitor sentiment and 
perception. The representative stated, “Ljubljana usually scores around 80, while comparable cities 
have 52”, suggesting a highly positive image among visitors. In terms of comparative cities 
Ljubljana stands out for its “calm, pleasant atmosphere” and “warmth”. When also discussing the 
future outlook, the DMO intends to strengthen this dual image of warmth and competence, 
while extending the perception of Ljubljana beyond the city centre to the wider region: “Ljubljana 
is not just the centre… there are other neighbourhoods, it’s also a region”. Maintaining this balance, 
along with sustainability and resident well-being, remains central to Ljubljana Tourism’s future 
communication strategy.

4.5	 DISCUSSION

The interview revealed the intended narratives: green, creative, sustainable and welcoming, 
although the actual communication practices on social media may vary in emphasis, tone, or 
visual representation. Facebook, as the DMO’s most active and follower-rich platform, serves 
as a key communication channel for projecting Ljubljana’s brand identity to international and 
domestic audiences. To obtain a deeper understanding of the communicated content in terms 
of warmth, competence and sustainability, a content analysis of Facebook posts was performed 
to capture implicit stereotypes and provide a data-driven understanding of the way Ljubljana’s 
projected image is constructed and maintained in the digital sphere with respect to warmth, 
competence and sustainability.
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This chapter examines the projection of stereotypes and sustainability in the digital communication 
of Tourism Ljubljana. It addresses the second research question: “How does Tourism Ljubljana 
in the role of the DMO communicate the destination’s stereotypes and sustainability?”. In this 
chapter, focus is therefore given to step 2 in our analysis and represents the ‘supply perspective’ 
since it captures the DMO’s communication strategy. Understanding this perspective is essential 
because it reveals the intended narratives, priorities, and types of content the organisation seeks to 
project to its audiences. Moreover, step 2 is a strategic prolongment of step 1, which also examined 
the supply perspective but did so through a qualitative exploration of the DMO’s overall digital 
communication strategy. Building on these initial insights, step 2 provides a more systematic 
assessment of how the DMO communicates via its selected social media channel.

We opted for an analysis of the destination’s communication through one of its social media 
channels. After the initial screening of different social media platforms, we selected Facebook 
for several reasons. Facebook is the most popular social network in the world and currently the 
market leader with over 3 billion monthly active users, followed by YouTube with around 2.53 
billion monthly active users and Instagram with 2 billion monthly users (Statista, n.d.-a). From an 
academic perspective, Facebook represents a popular platform for social science research because 
of its expansive user base, diverse users, and popularity, which represents a naturalistic setting of 
social interactions and communications online (Franz et al., 2019). The platform provides distinct 
opportunities to examine contemporary discourse, public opinion, and social dynamics as they 
unfold in real time, making it particularly useful for researching how the destination of Ljubljana, 
in our case, communicates (Lathan et al., 2023). 

Facebook is the most popular social media platform in Slovenia with 1.01 million active users in 
early 2025 (DataReportal, 2025). The number of Facebook users in Slovenia is forecast to grow 
continuously, with a projected rise of +8.26% between 2024 and 2028 (Statista, n.d.-b). We 
selected Visit Ljubljana’s official Facebook page since it represents the formal and official channel 
of Ljubljana’s tourism and city promotion agency. The selection of this official page makes sure the 
content reflects the destination’s strategic messaging and provides a reliable basis for examining 
how the destination communicates its messages with the public. In investigating the page, we 
observed and analysed the DMO’s messaging, branding strategies, and public engagement with 
both residents and visitors. In 2025, the Visit Ljubljana Facebook page had 235,000 followers, with 
about 1,300 users actively engaging with the content (Visit Ljubljana, 2025).  

In this chapter, the focus shifts from the strategic framework to the actual projection of stereotypes 
and sustainability in Tourism Ljubljana’s digital communication. The analysis examines the 
content shared on Tourism Ljubljana’s official Facebook page to identify how warmth, competence 
and sustainability are communicated to audiences. We first present the research design and 
describe the sample of Facebook posts, before analysing the results in terms of stereotypical and 
sustainability content and adding key themes and engagement indicators. 
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5.1	 RESEARCH DESIGN AND SAMPLE DESCRIPTION 

To address the research question from the perspective of supply, we chose a content analysis 
approach. The mentioned approach is defined as “a scientific, quantitative, and generalizable 
description of communications content” (Kassarjian, 1977). The analysis followed the six-
step procedure proposed by Gaur and Kumar (2018) to ensure methodological rigour, enhance 
the reliability and validity of the findings, and provide a structured framework for extracting 
meaningful insights from the collected data. This six-step procedure entailed: 

1.	 Selection of an appropriate database.

2.	 Establishing clear selection criteria.

3.	 Construction of a valid coding instrument.

4.	Systematic coding of the sample.

5.	 Evaluation of the coding’s reliability and accuracy.

6.	 Synthesis and interpretation of the coding material. 

We first created a pool of Visit Ljubljana’s Facebook posts. We aimed for a 3-month time period, 
which included 100 posts. Accordingly, we balanced the methodological rigour and feasibility. 
Given that the main tourist period in Ljubljana occurs between May and September, the analysis was 
restricted to a clearly defined and recent timeframe (May–August 2025) and we thereby enhanced 
the contextual relevance and assured that we captured current communication patterns rather 
than outdated posts (Riffe et al., 2019). In this way, we also followed academic recommendations 
to concentrate on shorter sampling windows to capture the dynamic and rapidly shifting nature of 
online discourse (Kozinets, 2015). This is particularly important while investigating topics such as 
stereotypes and sustainability, concerning which public sentiment can change, also in response to 
global and local public events (Nyhan et al., 2023). In addition, focusing on a compact timeframe 
of 3 months reduced temporal noise and still provided material of sufficiently large breadth for 
meaningful analysis (Krippendorff, 2019). 

Between 12 May and 19 August 2025, Visit Ljubljana’s Facebook page published 109 posts, among 
which 9 were videos (which were excluded from the analysis). Given that the majority (92%) of 
posts in the mentioned timeframe included images and texts, such content was considered. The 
exclusion of video materials was further justified by the aim of making sure the content analysis 
focused exclusively on static elements, namely images and text. As prior research has concluded, 
video content introduces additional dynamic features such as motion, audio, and temporal 
sequencing, which vary substantially from the perceptual and emotional processes elicited by 
static stimuli (Uhrig et al., 2016). Further, studies in the fields of social psychology and marketing 
show that static images and videos vary in their functionality; videos typically rely on the narrative 
structure and peak-end dynamics, whereas static images are related to immediate responses. Recent 
studies of marketing communications underscore the importance of maintaining homogeneity in 
the stimulus media type while analysing brand-related (or destination-related in our case) message 
content to avoid conflating effects attributable to media format with those attributable to content 
(Kolbl et al., 2025). 
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We then developed a theoretically valid coding instrument. For reasons of consistency, we 
followed Kolbl et al.’s (2025) coding scheme for entity (i.e., destination) stereotypes. Warmth was 
related to items such as friendly, good-natured, and kind, whereas competence to items such as 
capable, efficient and intelligent. The content of each post was divided into two categories: text 
and image. Within each category, two independent coders counted the number of positive and 
negative warmth and competence items related to both image and text. Consistent with the SCM 
(Fiske et al., 2002), stereotypes are often mixed in terms of their content and thus contain different 
combinations of high/low warmth and competence. This means the coding of both poles within 
the warmth and competence dimensions was crucial. Apart from the mentioned coding, we 
also coded the dominant stereotype dimension (i.e., warmth or competence) as either absent or 
present within both the text and image of a post. We thereby allowed for a deeper investigation of 
the portrayal of a stereotype in social media communication as we captured both the quantity but 
also the most salient impression conveyed by each post. 

With respect to sustainability, we followed the definition of perceived sustainability composed of 
three dimensions: environmental, sociocultural and economic (Sánchez-Fernández et al., 2019). 
We followed the same procedure and thus each of the three dimensions was coded in terms of the 
number of cues and then we also coded the dominant dimension with the perceived sustainability 
within the absence/presence dichotomy. On top of coding for stereotypical portrayals and perceived 
sustainability, we recorded the thematic focus of each post as well as its engagement metrics, 
operationalised as the number of likes, number of comments, and shares. The latter enabled us to 
assess users’ behavioural responses to brand communications on Facebook. Such indicators serve 
as proxies for message effectiveness and are directly linked to how a destination’s communication, 
as well as an individual post, is perceived by the audience (de Vries et al., 2012). 

To ensure coding accuracy, we assessed the inter-coder reliability. Cohen’s kappa coefficient was 
0.89, indicating an excellent level of agreement between the two coders (McHugh, 2012). Finally, 
we summarised and interpreted the findings of the content analysis. 

5.2	 RESULTS

The analysis and results are organised in four subchapters. In the first of these, we investigate 
the stereotypical content of the posts, focusing on warmth and competence cues in the texts and 
images. Next, we focus on the sustainability content cues of the posts, again examining cues in the 
texts and images with respect to environmental, social and economic sustainability. In addition, 
we define the key themes in the posts and investigate the engagement indicators for the posts. 

5.2.1	 Stereotypical content of the posts

In terms of stereotypical content of Visit Ljubljana’s Facebook posts, our analysis shows that 
warmth was expressed the most through positive cues in the texts (n=117), followed by positive 
cues expressed in the images (n=116), and thus the positive warmth portrayal was balanced by the 
pictorial and written parts of the posts. As shown in Figure 12 representing the warmth cues count, 
the negative aspect of warmth was only portrayed in the images (n=3), but not present in the texts. 
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Figure 12: Warmth cues count

Source: Own analysis.

A similar pattern was observed when it comes to competence. Competence was mainly expressed 
via positive cues in the texts (n=174), followed by positive cues in the images (n=122), and thus the 
positive competence portrayal in the posts was in favour of those textual in nature. As presented 
in Figure 13 representing the competence cues count, the negative aspect of competence was only 
portrayed in the images (n=3) and was not present in the texts. 

Figure 13: Competence cues count

Source: Own analysis.

To compare the relative distribution of cues across modalities, we performed a series of chi-square 
tests (or Fisher’s Exact test when the counts were <5). For positive warmth cues, there was no 
significant difference between the images (n=116) and the texts (n=117), χ2(1, n=233) = 0.00, p=1. For 
negative warmth cues, Fisher’s exact test indicated no significant difference between the images 
(n=3) and the texts (0). As regards positive competence cues, the same pattern was observed; 
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namely, there was no significant difference between the images (n=122) and the texts (n=174), χ2(1, 
N=296) = 0.00, p=1, nor for negative competence cues. These results suggest that the frequency 
of warmth and competence cues did not significantly differ between the images and texts in the 
analysed Facebook posts.

To further test whether competence was portrayed more often than warmth in general (disregarding 
modalities of text and image), we performed a paired samples t-test. This test showed that the 
posts contained significantly more competence cues (M = 2.96, SD = 1.37) than warmth cues (M 
= 2.33, SD = 1.36), t(99)=3.25, p<0.01, Cohen’s d=0.33. A small-to-moderate effect size is revealed, 
allowing for the conclusion that Visit Ljubljana’s communication through its Facebook channel 
leans towards competence-oriented messaging.

5.2.2	 Sustainability content of the posts

In terms of the portrayal of sustainability in Visit Ljubljana’s Facebook posts, our analysis (see 
Figure 14) shows that sociocultural cues were present the most in the texts (n=125) and images 
(n=103), followed by environmental cues in the images (n=61), economic cues in the texts (n=38), 
environmental cues in the texts (n=33) and economic cues in the images (n=23). 

Figure 14: Sustainability cues count

Source: Own analysis.

A chi-square test of independence was conducted to determine whether the distribution of 
sustainability cues between the images and texts differed across sociocultural, economic and 
environmental dimensions. The association was significant, χ²(2, n = 383) = 13.95, p < .001, 
Cramer’s V = .19, indicating a small-to-moderate effect. Examination of the residuals suggested 
that environmental cues appeared more frequently in the images (61) than expected under 
independence (45.90), whereas the texts contained fewer environmental cues (33) than expected 
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(48.10). Sociocultural and economic cues were distributed closer to the expected frequencies. Thus, 
environmental cues were more prevalent in the images than expected, whereas sociocultural and 
economic cues were distributed more evenly across the images and texts. 

5.2.3	 Key themes in the posts

Each post was examined for its descriptive summary. Most posts described Ljubljana, presenting 
its cultural offerings, ongoing festivals, and different creative contents merged with heritage. 
Others were about nature, sports and other activities offered by the destination. The number of 
topics mentioned is presented in Figure 15. 

Figure 15: Number of topics mentioned in the posts

Source: Own analysis.

We merged these descriptives into four broader categories as we wanted to understand which 
content dominates in Visit Ljubljana’s communication. As shown in Table 8, most of the posts fell 
into the Culture, Heritage and Arts category, followed by Leisure, Tourism and Community Life; 
Culinary, Sustainability and Identity and, finally, Sports and Recreation. 
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Table 8: Posts per categories

Category Posts

1. Culture, Heritage & 
Arts

Ljubljana Old Town Festival, cultural music event; Young Lions Festival, 
international performing arts & creative community; Kamfest, cultural festival 
in Kamnik; Ethno Histeria World Orchestra, multiculturalism & diversity; Let’s 
Meet in Front of Škuc, opening night cultural festival; Let’s Meet in Front of 
Škuc, daily programme concerts & art; Jazz Stage, free outdoor concerts on 
Fridays; 66th Jazz festival Ljubljana; Ana Desetnica Festival Kicks off soon; 
73rd Festival Ljubljana; MGLC Summer in Tivoli Festival; June in Ljubljana 
Festival; Bogenšperk Festival; Ljubljana Art Weekend; Druga Godba; Lighting 
Guerrilla; The Lighting Guerrilla 2025; Creative Ljubljana, heritage crafts and 
cultural innovation; Tranquil moment, heritage church in green city centre; 
Master Builder Plečnik Tour, UNESCO heritage and cultural experience; East 
Side cultural quarter, graffiti, music, gastronomy & green spaces; Slovene 
Ethnographic Museum, heritage & cultural preservation; Prehistory & heritage 
at Ljubljana Marshes; Art exhibition, Nick Brandt at Cankarjev dom; Discover 
Cultural Quarters, Šiška, Križevniška, Tabor, Moste; Guess the hidden alley, Old 
Town vibe; National Museum, Neanderthal Flute exhibition; Archaeological 
park Emona; Film under the stars at Ljubljana Castle; Jože Plečnik legacy; 
Marina Abramovic and Ulay's iconic work in the Cukrarna art gallery; Moste 
Cultural Quarter; 36th Ljubljana Biennale of Graphic Arts; Happy Statehood 
Day Slovenia; The Križevniška Cultural Quarter; The creative quarter of Gornji 
trg; Master Builder Plečnik; Ljubljana Biennale of Graphic Arts; Learn Slovene, 
cultural and language learning experience; Slovene Survival Course, cultural & 
language learning; Creative Ljubljana, Ceramics makers & workshops; Creative 
Ljubljana, Fashion creators & stores; Podcast; Creative Ljubljana; Discover the 
Beauty of the Way of St. James

2. Leisure, Tourism & 
Community Life

Hot summer vibes, leisure in nature and hydration awareness; Stunning 
views, hiking routes, lookout tower and traditional food; Evening wander, 
leisure, nature & landscape; Full moon at Smlednik Castle, environmental/
nature tourism; Dormouse Adventure Park, family activity, cultural/nature 
education; Night UV mushrooms, nature experience; Marsh Pixies' Trail to Mali 
Plac; Future legacies; Summer adventure guided tours; 61 drinking fountains 
across Ljubljana; Urban; Small but Mighty; World Bee Day; Ljubljana Card, 
economic tourism product; Craft Beer & City Views, tourism + economic impact; 
URBANA mobile app, public transport & smart mobility; Sustainable service 
providers (Green Key, ISO, circular actions); Vote, Wanderlust nomination for 
Ljubljana; Ljubljana Wanderlust travel awards; Get Together; Get Together with 
Mastercard; Neighbor's day; 22 Reasons to Love Ljubljana; Wild West Fest at 
Lake Zbilje, family fun event

3. Culinary, 
Sustainability & 
Identity

Delicious summer events, culinary experiences in Ljubljana; Culinary tour, 
Central Market, Yummy Market Walk; Dinner at the Castle Vineyard; Brina 
Festival Ljubljana Gourmet; Gourmet Ljubljana; Straw Hat Fair; Sustainable 
travel, eco-filter feature; Ljubljana is embracing Sustainability; Gospel 
performance, blend of vocal artistry and cultural heritage; Zoo Ljubljana, 
Ganga the elephant turns 50; Ljubljana Hearth Summit; Ljubljana Marathon; 
Argounaut festival; Soteska Open; Ljubljana at night; Ljubljana Wine Route
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Source: own work.

5.2.4	 Engagement indicators in relation to post content

We tracked the engagement of each post in terms of the number of likes, comments and 
reposts. Table 9 represents the top 10 most liked posts. Posts from the third and fourth categories 
(respectively: Culinary, Leisure and Community Life; and Sports and Recreation) as identified 
above attracted the most likes. 

Table 9: Top 10 most liked posts

Source: own work.

With respect to the posts with the most comments, Table 10 shows the top three most liked posts 
are also those that attracted the most comments. Such a pattern indicates the followers’ willingness 
to engage in a discussion.

Likes Theme of the post

1000 Tadej Tour de France victory – pride and excellence

918 Ljubljana at night

905 Happy Statehood Day Slovenia

456 Urban

405 Tour of Slovenia

392 Ljubljana Wine Route

368 Volleyball on water

345 Volleyball on water Magic Ljubljanica

298 Learn Slovene – cultural and language learning experience

232 Straw Hat Fair

4. Sports & Recreation

Tadej Tour de France victory, pride and excellence; Ljubljanski marathon, 
sports & community event; Ljubljana Sports Festival, youth and community 
sports; Spartan Race Ljubljana, competitive sports in historic & natural city 
spaces; Spartan Race promo, economic tourism boost; Grand opening of Vevče 
Swimming Pool Complex, recreation; Volleyball on water; Volleyball on water 
Magic Ljubljanica; Ljubljana's new Olympic pool; The BMX Race Ljubljana; 
Maraton Franja BTC City; Tour of Slovenia; Moustache Tour, paid cycling tour 
linking cultural figures
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Table 10: Top 10 posts with the most comments

Source: own work.

In Table 11, we can see the ranking of the most shared posts (“shares”). Here, the results differ 
slightly: while the “Happy Statehood Day Slovenia” post dominates in all three engagement 
tables (number of likes, comments and shares), other posts with a considerable number of likes 
(e.g., Tadej Tour de France victory – pride and excellence) did not achieve the same proportional 
success in shares. The results show that more experiential and visual posts score higher in terms 
of reposting. 

Table 11: Top 10 posts with the most shares

Source: own work.

To summarise, analysis of the posts shows that posts related to national pride, sports and cultural 
events consistently achieved the strongest audience response. Visually appealing or playful posts 
were among the most widely shared, which suggests that visually attractive content holds greater 
viral potential. 

Comments Theme of the post

65 Happy Statehood Day Slovenia

63 Tadej Tour de France victory – pride and excellence

33 Urban

27 Learn Slovene – cultural and language learning experience

27 Guess the hidden alley • Old Town vibe

22 22 Reasons to Love Ljubljana

20 Straw Hat Fair

20 Ljubljana at night

17 Ljubljana Wine Route

15 Tour of Slovenia

Shares Theme of the post

65 Happy Statehood Day Slovenia

34 Ljubljana at night

29 Volleyball on water Magic Ljubljanica

25 Tadej Tour de France victory – pride and excellence

25 Volleyball on water

25 Tour of Slovenia

22 Slovene Survival Course – cultural & language learning

21 Ljubljana Wine Route

21 Urban

17 The creative quarter of Gornji trg
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5.3	 DISCUSSION

The content analysis of Visit Ljubljana’s Facebook posts reveals communication that is strategically 
led and balanced. The strong presence of both warmth and competence cues in both the texts and 
images in the posts suggests that Visit Ljubljana very successfully projects a favourable destination 
image. A combination of positive warmth and competence cues represents the “golden quadrant” 
(Fiske et al., 2002), which stands for the golden standard. In other words, brands or destinations 
achieving such a combination elicit an emotion of admiration. Such a balanced portrayal, which 
speaks of high information quality, is essential for building trust and represents a necessary pillar 
for travel intention (H. Wang & Yan, 2022). The warmth and competence of a destination and, 
particularly their combination, distinguish and classify destinations (Shen et al., 2019). Based on 
the high count of competence (N=296) and warmth (N=233) cues in the analysed Facebook posts, 
we may conclude that the DMO projects Ljubljana as capable, efficient and high-performing by 
communicating sports excellence, well-managed events, and organised facilities. At the same 
time, Ljubljana is portrayed as friendly, kind and well-intentioned with its community orientation, 
inclusive events, and care for nature. Such communication suggests a deliberate identity choice on 
the supply side, which leans towards competence-led messaging, as also confirmed in our tests. 
Substantively, the competence-forward orientation likely supports Visit Ljubljana’s destination 
goals concerning excellence (e.g., elite sport, urban quality, well-run events) while still having 
enough warmth to avoid the undesired “cold-competent” stereotyping. SCM work suggests 
that perceived status often maps onto competence and cooperation onto warmth; an emphasis 
on competence is therefore needed for destinations seeking to signal modernity, efficacy and 
performance (Fiske, 2018; Fiske et al., 2007; Shen et al., 2019).

When it comes to sustainability, our results show that sociocultural sustainability cues are 
used the most often. Nonetheless, environmental and economic cues are also present (albeit 
to a smaller extent), which positions Ljubljana as a holistic sustainable tourism destination 
(Sánchez-Fernández et al., 2019). This is also consistent with the finding that the emphasising of 
multidimensional sustainability messaging is important for shaping positive destination images 
in social media (Huerta-Álvarez et al., 2020). The greater presence of environmental cues in 
images relative to the texts can be attributed to the inherently visual character of environmental 
themes, which are often communicated more effectively with photography and visual storytelling 
(Korez-Vide, 2017). Interestingly, however, in a similar study by (Băcilă et al., 2022) who analysed 
a DMO’s promotional videos for the world’s most visited cities, they found that sustainability 
dimensions were indirectly (rather than directly) present. This suggests the DMO intentionally 
projects Ljubljana’s identity through an explicit sustainability communication strategy.  

The topic categorisation of the analysed posts shows that Visit Ljubljana emphasises culture, heritage 
and the arts, which is in harmony with the notion of Uşaklı et al. (2017) that authentic cultural 
experiences are vital for modern destination-branding strategies. Followed by topics of leisure, 
tourism and community life, culinary, sustainability and identity as well as sports and recreation, 
Visit Ljubljana offers a very holistic approach in its communication. Such diversity in thematic 
categories in communication strategy are well accepted in the literature as well. For example, 
Kalenjuk Pivarski et al. (2024) refer to gastronomic identity, which is related to strengthening 
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place identity and tourism attractiveness, whereas showcasing different local communities adds 
to authenticity and strengthens visitor-place connections (Jeuring & Haartsen, 2017). Moreover, 
as noted by Abbasi et al. (2023), images of tourism destinations on social networks can indeed have 
a positive influence on consumer engagement and consumer involvement. 

The engagement patterns observed in our dataset were visually striking and experiential posts 
(e.g., night-time imagery of Ljubljana or the “Volleyball on water” event) generated greater 
sharing activity, whereas posts emphasising pride and achievement attracted high levels of likes 
and comments; corresponding with established evidence that both content type and media format 
significantly shape user responses. Prior research in tourism and digital marketing consistently 
demonstrates that visual richness and interactivity add to the likelihood of reactions and sharing, 
although the determinants of likes, comments and shares often diverge (de Vries et al., 2012; 
Mariani et al., 2016, 2018; Pletikosa Cvijikj & Michahelles, 2013). In addition, temporal dynamics 
such as platform-specific seasonality and posting windows have been shown to influence 
engagement outcomes for destination marketing organisations (DMOs), thereby contextualising 
the interaction levels observed in the May–August period under analysis (Villamediana et al., 2019). 
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This chapter presents the third step in the research concentrating on the perception of stereotypes 
and sustainability held by tourists. In particular, while the previous chapters looked at how Tourism 
Ljubljana strategically frames and communicates these concepts, in this section we investigate 
how they are perceived and interpreted by visitors. Therefore, the chapter aims to address the 
third research question: “How do German tourists perceive Ljubljana in terms of the destination’s 
stereotypes and sustainability?”. Specifically, it explores how German tourists perceive Ljubljana 
in terms of its warmth, competence and sustainability, and how these perceptions influence their 
behavioural intentions, namely, their willingness to (re)visit and recommend the destination. The 
analysis is based on quantitative survey data and includes statistical testing of the relationships 
between the constructs, providing insights into how Ljubljana’s communicated image aligns or 
misaligns with tourists’ perceptions.

To determine how Ljubljana is perceived through the lens of stereotypes and sustainability, a 
quantitative survey was conducted among German tourists, one of Ljubljana’s key international 
markets. Our aim with the survey was to capture how visitors and non-visitors evaluate the 
city’s warmth, competence and sustainability. Following the preceding qualitative and content 
analyses, this part of the research focuses on the interpretation dimension of the communication–
perception continuum, assessing whether and how the destination’s projected image of warmth, 
competence and sustainability aligns with tourists’ perceptions. The results provide insights into 
the cognitive and affective dimensions of Ljubljana’s destination image and their influence on 
behavioural intentions, such as willingness to revisit or recommend the destination. 

In this chapter, we first present the measurement model and develop additional hypotheses, before 
presenting the research measurements and the methodology used. After the sample characteristics 
and validation of the measurement model, we focus on analysis of the results. 

6.1	 MEASUREMENT MODEL AND HYPOTHESIS DEVELOPMENT

Prior research in tourism reveals noteworthy differences between two separate groups: visitors, 
who have already been to the destination, meaning they have a direct experience with it, and 
non-visitors, who have not yet visited the destination, which means they could have an indirect 
experience with it. These two groups vary in their perceptions and assessments of tourism-related 
evaluations and behaviours. Understanding of the differences between these two groups is also 
vital for identifying tourism market segments (e.g., (Davies & Prentice, 1995; Tan & Wu, 2016) and 
for other tourism-related decisions (Kim & Hall, 2019). There are important differences among the 
two mentioned groups of visitors. For instance, visitors are able to express much more detailed 
and realistic destination images, whereas non-visitors refer to destination images that are vague, 
occasionally inaccurate, and often based on stereotypical and generalised associations (Stylidis & 
Cherifi, 2018). 
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Importantly for our research context, prior research therefore shows that non-visitors in 
particular can and do hold images of destinations they have never visited. Non-visitors source 
such information through media, stories of acquaintances, and wider social discourse about the 
place. As (Cherifi et al., 2014) stress, these images can also be socially constructed in the form 
of a stereotype. It is not surprising that visitors report a significantly more positive image of the 
country than non-visitors do (Sroypetch et al., 2018). In the context of wine tourism, visitors 
and non-visitors vary in their attitudes, perceived barriers, leisure preferences, preferred indoor 
recreational activities and local purchasing behaviours (Riscinto-Kozub & Childs, 2012). Visitors 
exhibited more positive attitudes to the local winery and local wine than non-visitors, whereas 
non-visitors reported perceiving greater barriers to visiting. Tan and Wu (2016) show that based on 
their direct experience visitors showed greater familiarity and a more positive destination image, 
resulting in high revisit and recommendation intentions. However, non-visitors relied on indirect 
information sources, leading to less accurate perceptions. A recent investigation also shows how 
crisis and safety perceptions influence destination images, especially for non-visitors (Yang et al., 
2025). The authors conclude that stereotypes of a destination which emerge after crisis events can 
leave “indelible stains” on the destination’s image. 

To summarise, visitors hold more detailed and realistic images of a destination, whereas non-
visitors refer to it in more vague and inconsistent terms (Stylidis & Cherifi, 2018). The way visitors 
and non-visitors form destination images varies. Visitors rely on their direct experience, whereas 
non-visitors form associations indirectly, relying on media, on-line and off-line word of mouth, 
and stereotypes (Cherifi et al., 2014). Based on the described differences between visitors and 
non-visitors and the investigation of perceptions of warmth and stereotypes, we propose four sets 
of hypotheses:

Perceived destination stereotypes:

H1: Visitors and non-visitors differ significantly in the destination’s stereotypical perceptions of warmth.

H2: Visitors and non-visitors differ significantly in the destination’s stereotypical perceptions of 
competence. 

Perceived sustainability: 

H3: Visitors and non-visitors differ significantly in their perceptions of the destination’s perceived (a) 
economic sustainability.  

H4: Visitors and non-visitors differ significantly in their perceptions of the destination’s perceived (b) 
sociocultural sustainability.

H5: Visitors and non-visitors differ significantly in their perceptions of the destination’s perceived (c) 
environmental sustainability. 
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Identifying with the destination:

H6: Visitors and non-visitors differ significantly in their perceptions of the destination’s identification.

The destination’s behavioural intentions: 

H7: Visitor status moderates the relationship between perceived destination warmth and recommendations 
to visit the destination such that the strength of the association between warmth and visit recommendations 
differs between visitors and non-visitors. 

H8: Visitor status moderates the relationship between perceived destination competence and 
recommendations to visit the destination such that the strength of the association between competence 
and visit recommendations differs between visitors and non-visitors. 

H9: Visitor status moderates the relationship between perceived destination warmth and intentions to 
(re)visit the destination such that the strength of the association between warmth and (re)visit intentions 
differs between visitors and non-visitors.

H10: Visitor status moderates the relationship between perceived destination competence and intentions 
to (re)visit the destination such that the strength of the association between competence and (re)visit 
intentions differs between visitors and non-visitors.

6.2	 RESEARCH DESIGN AND MEASUREMENTS

Our empirical study was conducted in Germany. Slovenian tourism grew strongly in 2024, 
with Germany maintaining its lead as the top foreign market (Slovenian Tourist Board, n.d.-a) 
Specifically, Germany is in second place in terms of arrivals, where with 120,891 arrivals in 2024 it 
closely follows Italy (131,657). 

All measures used in the survey were taken (or slightly adapted) from previous research. The 
measures (see Table 13) for the stereotypes’ dimensions of warmth and competence were adapted 
from the original scales of Fiske et al. (2002); for destination brand identification, we relied on 
Kumar & Kaushik (2018) scale; for perceived sustainability on the Sánchez-Fernández et al. (2019) 
scale. We also collected data on respondents’ gender, age, nationality, education, employment 
status, annual household income, and general travel behaviour characteristics. These were 
collected based on the international recommendations for tourism statistics and included the 
reasons, occasions for traveling, occasions, as well as destination promotions information. The 
control variable was prior visit experience (1 = I have already visited the destination; 2 = I have 
never visited the destination). To minimise the risk of common method bias, we randomised the 
order of the measures and avoided providing any indication of the constructs being assessed. The 
questionnaire can be found in Appendix 2.

We collected primary data in Germany in September 2025 via an online survey administered to 
consumers recruited through a professional panel provider. To enhance the coverage and limit 
sampling bias, we implemented a quota sampling design with predefined targets for age, gender, 
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and geographic region. In order to reduce selection and coverage bias, we post-stratified the sample 
using iterative proportional fitting (raking). The resulting weight – Wrakin1 – aligns the marginal 
distribution of region and the joint distribution of gender × age (8 categories; 2 genders × 4 age 
groups) with population benchmarks to yield a sample that very closely reflects the distribution of 
these characteristics in the German population. Weights were rescaled to have a mean of 1, and all 
descriptive estimates and model coefficients are reported using Wrakin1. Robust standard errors 
are used to account for heteroscedasticity under weighting.

6.3	 METHODOLOGY

The methodology for the investigation of stereotypes and perceived sustainability of Ljubljana 
as a tourist destination followed a two-stage analytical strategy. In the first stage, we focused on 
validating the measurement instrument while in the second stage we tested the hypotheses.

Since the constructs in this study (destination warmth, destination competence, three sustainability 
dimensions, destination identification) were measured with multi-item Likert scales adapted from 
prior studies (see chapter 6.2), we first examined the adequacy of the constructs. A confirmatory 
factor analysis (CFA) was estimated in Stata to verify whether the observed indicators loaded on 
their intended latent constructs. We first calculated item means and standard deviations and 
standardised factor loadings. Internal consistency was assessed using Cronbach’s α, and construct 
reliability and convergent validity were assessed using composite reliability (CR) and average 
variance extracted (AVE). 

After establishing measurement quality, we proceeded to test the hypotheses concerning 
differences between visitors and non-visitors. Given that hypotheses H1–H6 were formulated 
as mean-level comparisons, we used independent-samples t-tests to compare the two groups 
on warmth, competence, the three sustainability dimensions, and destination identification. 
These tests were run on the weighted data in SPSS, using robust standard errors to account for 
heteroscedasticity introduced by weighting.

To examine the behavioural hypotheses (H7–H10), which proposed that visitor status conditions 
the relationship between perceived stereotypes (warmth, competence) and behavioural outcomes 
(visit recommendation, (re)visit intention), we estimated moderated regression models. These 
were implemented with Hayes’ PROCESS macro in SPSS, with visitor status being entered as the 
moderator. In each model, the relevant stereotype dimension was entered as the focal predictor 
and the interaction term (stereotype × visitor status) was used to assess moderation. Model fit was 
evaluated based on F-tests and explained variance (R²), while interaction effects were interpreted 
using the confidence intervals provided by PROCESS.

Throughout, we controlled for potential sources of bias introduced by the online data collection. 
Items were randomised to reduce common method bias, socio-demographic variables and 
familiarity/visit status were collected to allow post-stratification and subgroup analysis, and all 
analyses were run on the raked (Wrakin1) sample to align the distribution of key characteristics 
with German population benchmarks.
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6.4	 SAMPLE CHARACTERISTICS

The final sample consisted of a total of 353 respondents (178 female, Mage=47.43, SD=15.84). A 
demographic overview is presented in Table 12. We deliberately choose to screen participants 
regardless of them having visited the destination to ensure that our sample captures perceptions 
among both visitors and non-visitors to Ljubljana. Such a design is in line with earlier studies; for 
example, the SCM (Fiske et al., 2002) allows for assessments of perceived warmth and competence 
without direct contact, supporting our approach to measuring the perceptions held by non-
visitors as well (e.g., Fiske et al., 2002; Cuddy et al., 2009). In addition, non-visitors constitute a 
strategically important market. Their largely media-based images predict future considerations 
and intentions, with prior research consistently revealing systematic differences between visitors 
and non-visitors (e.g., Baloglu, 2001; Cherifi et al., 2014; Milman & Pizam, 1995). 

Table 12: Sample demographic characteristics

Source: own work.

Frequency Percentage

Gender

Male 175 49.6

Female 178 50.4

Age

20 or less 11 3.1

21–30 54 15.3

31–40 66 18.7

41–50 68 19.3

51–60 65 18.4

61–70 64 18.1

70 or more 25 7.1

Education

Primary education 8 2.3

Secondary education 45 12.7

Vocational training 170 48.2

Bachelor’s degree 64 18.1

Master’s degree 52 14.7

Doctorate / PhD 8 2.3

Other 6 1.7

Monthly net income (compared with other households in your country)

Much higher 27 7.6

Somewhat higher 87 24.6

About the same 153 43.3

Somewhat lower 60 17.0

Much lower 26 7.4
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6.5	 VALIDATION OF THE MEASUREMENT MODEL

The measurement model contains six latent constructs (warmth, competence, economic 
sustainability, sociocultural sustainability, environmental sustainability, destination 
identification). Each is formed from several items, each measured on a five-point Likert scale. 
With a view to checking the validity of the six constructs, confirmatory factor analysis (CFA) 
was conducted to assess the measurement model’s adequacy and determine whether the observed 
indicators reliably represent their corresponding latent constructs. 

Factor loadings were calculated to assess how strongly each item contributes to its corresponding 
latent construct. The calculation was performed in Stata. Each latent construct was initially 
identified by fixing the first factor loading to 1.0. To obtain standardised factor loadings for all 
indicators, an alternative model was estimated using the standardised latent variance approach, 
which constrains the variance of each latent factor to 1.0. This allows all item loadings to be 
freely estimated and directly comparable. Standardised factor loadings (λ), together with mean 
and standard deviations for each item included in the construct, are reported in Table 13. All 
standardised factor loadings are strong (λ > 0.60, p < 0.001), which supports the constructs’ validity. 

Table 13: Descriptive statistics and factor loadings

Construct Mean SD Standardised 
loadings (λ)

The Destination’s Warmth 3.70 0.80

Friendly 3.77 0.89 0.89

Kind 3.72 0.90 0.78

Likeable 3.69 0.92 0.84

Nice 3.65 0.91 0.85

The Destination’s Competence 3.42 0.74

Capable 3.48 0.84 0.85

Competent 3.44 0.87 0.81

Efficient 3.27 0.84 0.77

Intelligent 3.48 0.87 0.84

Economic Sustainability 3.58 0.72

I believe that Ljubljana is investing to attract tourists. 3.72 0.91 0.74

I believe that Ljubljana offers a good supply of handcrafts from the 
area.

3.60 0.92 0.75

I believe that there is a good relationship between the quality and 
price of tourist services in Ljubljana.

3.55 0.91 0.71

I believe that the economic benefits of tourism in Ljubljana are 
greater than the economic costs of tourism.

3.46 0.89 0.67

Sociocultural Sustainability 3.70 0.78

I believe that the heritage resources (monuments etc.) in Ljubljana 
are valued.

3.80 0.91 0.76
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Source: own work.

To assess the internal consistency reliability, which measures the internal consistency of items 
on an individual scale, we calculated Cronbach’s alpha coefficient for each construct included in 
the analysis, as presented in Table 14. Cronbach α values ranged from 0.72 to 0.91, all being above 
the minimum threshold of 0.70. In addition, we report composite reliability (CR) and the test for 
convergent validity by calculating average variance extracted (AVE). CR values ranged between 
0.80 and 0.90, exceeding the recommended level of 0.70, while AVE values ranged from 0.51 to 
0.63, surpassing the 0.50 criterion for adequate convergent validity. Therefore, we find excellent 
reliability and validity for warmth, good reliability and strong convergent validity for competence, 
economic sustainability and identification with the destination and acceptable reliability for social 
sustainability. 

I believe that the local culture, cultural and heritage resources, and 
authenticity are being conserved in Ljubljana due to tourist activity.

3.76 0.91 0.70

I believe there is a campaign in Ljubljana to encourage the 
conservation and responsible consumption of water.

3.53 0.96 0.61

Environmental Sustainability 3.46 0.67

I believe the level of pollution in Ljubljana is acceptable. 3.40 0.93 0.69

I believe odours in Ljubljana are acceptable. 3.55 0.94 0.77

I believe the cleanliness of Ljubljana and its main sights is good. 3.73 0.94 0.66

I believe noise in Ljubljana is acceptable even with the influx of 
tourists.

3.45 0.88 0.72

I believe crowds in Ljubljana are acceptable even at the height of 
the tourist season.

3.54 0.89 0.73

I believe that Ljubljana promotes energy savings and efficiency. 3.29 0.81 0.69

Identification with the Destination 2.87 0.92

When someone criticises Ljubljana, it feels like a personal insult. 2.56 1.16 0.84

When someone praises Ljubljana, it feels like a personal 
compliment.

2.78 1.10 0.82

I am very interested in what others think about Ljubljana. 2.97 1.14 0.69

If a story in the media criticised Ljubljana, I would feel embarrassed. 2.77 1.11 0.81

It’s likely that I will (re)visit Ljubljana in the future. 3.23 1.17 0.60

Visit Recommendation 3.51 1.04

I would recommend my friends/acquaintances/family to visit 
Ljubljana.

3.51 1.04

(Re)Visit Intention 3.23 1.18

It’s likely that I will (re)visit Ljubljana in the future. 3.23 1.18
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Table 14: Internal consistency, composite reliability, and convergent validity

Source: own work.

6.6	 RESULTS

Mean values and standard deviations of variables are presented in Table 13. Overall, respondents 
evaluated Ljubljana positively across all constructs, except for identifying with the destination. 
Destination warmth scored the highest (M = 3.70, SD = 0.80), indicating that visitors perceive 
Ljubljana as a friendly, kind, likeable and nice destination. Destination competence was slightly 
lower (M = 3.42, SD = 0.74), showing that the city is also seen as capable and efficient, but less 
so than warm. Among the sustainability dimensions, sociocultural sustainability achieved the 
highest mean (M = 3.70, SD = 0.78), followed by economic sustainability (M = 3.58, SD = 0.72) 
and environmental sustainability (M = 3.46, SD = 0.67), suggesting that respondents especially 
perceive Ljubljana as valuing heritage conservation and cultural authenticity. Perceptions of 
environmental sustainability were moderately positive (M = 3.46, SD = 0.67), where respondents 
assessed the lowest the perceived energy promotion and pollution as being acceptable. On the 
other hand, identification with the destination showed more neutral evaluations (M = 2.87, SD 
= 0.92), reflecting weaker emotional attachment or self-association with Ljubljana. Finally, visit 
recommendation (M = 3.51, SD = 1.04) and (re)visit intention (M = 3.23, SD = 1.18) confirm a 
generally favourable although not very strong behavioural intention vis-à-vis Ljubljana.

To test the above hypotheses, we first conducted a series of independent sample t-tests to compare 
visitors’ and non-visitors’ perceptions of warmth, competence, perceived economic sustainability, 
perceived sociocultural sustainability and perceived environmental sustainability. In relation to 
perceived warmth, the results showed a significant difference between the two groups, t(351) = 
3.85, p < .001. Visitors (M = 3.96; SD = 0.72; n = 98) rated the destination as warmer than non-
visitors did (M = 3.60; SD = 0.81; n = 255). The mean difference of 0.36 (with a 95% confidence 
interval [0.18, 0.54]) represented a moderate effect size, d = 0.46 [0.22, 0.69]. H1 is thus supported. 

The analysis revealed that visitors (M = 3.79; SD = 0.75; n = 98) rated the destination as more 
competent than non-visitors did (M = 3.27; SD = 0.69; n = 255), t(351) = 6.16, p < .001. The mean 
difference was 0.51, 95% with a confidence interval [0.35, 0.68], corresponding to a moderate-to-
large effect, d = 0.73, 95%, with a confidence interval [0.49, 0.97]. This supports H2. 

Construct Items Cronbach’s α CR AVE

Competence 4 0.889 0.87 0.61

Warmth 4 0.905 0.90 0.63

Economic Sustainability 4 0.809 0.85 0.57

Social Sustainability 3 0.724 0.80 0.51

Environmental Sustainability 6 0.859 0.88 0.59

Destination Identity 5 0.867 0.86 0.54

Note: CR stands for composite reliability and AVE for average variance extracted.
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Another series of independent t-tests was conducted to determine whether visitors and non-
visitors hold different perceptions of the destination’s economic sustainability. The results reveal a 
significant difference between the groups, t(351) = 2.64, p < .05. Visitors (M = 3.75; SD = 0.78; n = 98) 
rated the destination’s economic sustainability higher than non-visitors did (M = 3.52; SD = 0.69; 
n = 255). The mean difference of 0.22, 95% CI [0.06, 0.39], represented a small-to-moderate effect, 
d = 0.31, 95% CI [0.08, 0.55], in turn supporting H3. Interestingly, when it comes to perceptions of 
sociocultural sustainability, the difference between visitors (M = 3.78; SD = 0.82; n = 98) and non-
visitors (M = 3.67; SD = 0.77; n = 255) was not statistically significant, t(351) = 1.21, p = .227. Thus, 
H4 is not supported. Regarding environmental sustainability, a significant difference emerged 
between visitors (M = 3.67; SD = 0.70; n = 98) and non-visitors (M = 3.38; SD = 0.64; n = 255), t(351) 
= 3.82, p < .05. The mean difference of 0.30, 95% CI [0.14, 0.45], represented a moderate effect, d = 
0.45, 95% CI [0.22, 0.69]. Therefore, H5 is supported. Visitors (M = 3.35; SD = 0.87; n = 98) reported 
stronger identification with the destination than non-visitors (M = 2.67; SD = 0.87; n = 255), t(351) 
= 6.57, p < .05. The mean difference was 0.68, 95% CI [0.47, 0.88], corresponding to a large effect, 
d = 0.78, 95% CI [0.54, 1.02]. H6 is accordingly supported. 

We next proceeded with a moderated regression to test the behavioural hypotheses. A PROCESS 
Model 1 analysis was done using the Hayes macro in SPSS. The moderated regression model tested 
whether visitor status (coded 0 = non-visitors, 1 = visitors) moderated the association between 
perceived warmth and visit recommendations. The overall model was significant F(3, 349) = 
80.02, p < .001, explaining 41% of the variance in visit recommendations. Warmth positively 
predicted recommendations, b = 0.74, SE = 0.06, t(349) = 11.76, p < .001, with a 95% confidence 
interval [0.61, 0.86]. Visitor status showed no main effect, b = 0.37, SE = 0.51, t(349) = 0.73, p = 
.464, 95% CI [−0.62, 1.36]. Critically, the warmth × visitor-status interaction was not significant, 
b = 0.02, SE = 0.13, t(349) = 0.16, p = .871, 95% CI [−0.23, 0.27], ΔR² < .001, indicating that the 
relationship between warmth and visit recommendations does not differ between non-visitors 
and visitors. Thus, H7 is not supported. We repeated the analysis for perceived competence and 
found interesting results. The model for competence was significant, R² = .36, F(3, 349) = 64.65, 
p < .001. Competence positively predicted recommendations, b = 0.85, SE = 0.08, t = 11.11, p < .001, 
95% CI [0.70, 1.00]. Visitor status showed a positive main effect, b = 1.62, SE = 0.50, t = 3.23, p = 
.001, 95% CI [0.63, 2.62]. Crucially, the competence × visitor status interaction was significant and 
negative, b = −0.36, SE = 0.14, t = −2.61, p = .009, 95% CI [−0.62, −0.09], ΔR² = .013, indicating that 
competence was related more strongly to recommendations among non-visitors (b = 0.85, SE = 
0.08) than among visitors (b = 0.49, SE = 0.11). Therefore, H8 is supported.

Finally, we were also interested in (re)visit intentions and thus examined whether visitor status 
moderated the association between perceived warmth/competence and (re)visit intentions. For 
warmth, the model was significant, R² = .26, F(3, 349) = 41.23, p < .001. Warmth positively predicted 
visit intentions, b = 0.65, SE = 0.08, t = 8.17, p < .001, 95% CI [0.49, 0.80]. Visitor status showed 
no significant main effect, b = 0.72, SE = 0.64, t = 1.13, p = .257, 95% CI [−0.53, 1.98]. Crucially, the 
warmth × visitor-status interaction was not significant, b = −0.05, SE = 0.16, t = −0.31, p = .756, 
95% CI [−0.37, 0.27], ΔR² ≈ .000, indicating that the warmth–visit intentions relationship did not 
differ between non-visitors and visitors. H9 is thus not supported. For competence, the model was 
significant, R² = .21, F(3, 349) = 31.81, p < .001. Competence positively predicted visit intentions, b 
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= 0.65, SE = 0.10, t = 6.85, p < .001, 95% CI [0.47, 0.84]. Visitor status showed no significant main 
effect, b = 1.07, SE = 0.63, t = 1.70, p = .090, 95% CI [−0.17, 2.31]. Critically, the competence × visitor-
status interaction was not significant, b = −0.17, SE = 0.17, t = −1.02, p = .311, 95% CI [−0.51, 0.16], 
ΔR² = .002, indicating that the relationship between competence and visit intentions did not differ 
between non-visitors and visitors. Finally, H10 is not supported. A summary of our hypotheses 
testing is presented in Table 15.

6.7	 DISCUSSION

Step 3 in our investigation was devoted to empirically testing how visitors and non-visitors 
perceived Ljubljana as a destination, as well as how the two groups of tourists vary with regard to 
their recommendation- and travel-related intentions. Overall, our findings are consistent with 
prior studies: there is a clear pattern concerning different perceptions and behavioural intentions 
between visitors and non-visitors. Thus, the presented results reinforce previous findings in a 
tourism context that people with direct experience of the destination (i.e., visitors) vary from 
those without any direct experience (i.e., non-visitors) (e.g., Davies & Prentice, 1995; Tan & Wu, 
2016; Stylidis & Cherifi, 2017).

In terms of destination stereotypes, the results are meaningful; for instance, visitors rated the 
destination as significantly warmer and more competent than non-visitors did. A similar pattern 
was observed with identifying with the destination and perceived sustainability. Identifying with 
the destination and both the destination’s perceived economic and environmental sustainability 
were evaluated higher by visitors than non-visitors, whereas sociocultural sustainability did not 
show a significant difference between the two groups. These findings are in line with earlier studies 
that reported a more developed and elaborate picture of destinations among visitors, whereas non-
visitors held more distant and vague associations concerning the destination (Cherifi et al., 2014; 
Stylidis & Cherifi, 2017).

Nevertheless, importantly, our results also reveal that despite non-visitors not having direct 
experience with the destination, they were still able to outline their perceptions of stereotypes, 
perceived sustainability, and behavioural intentions with respect to the destination. This 
demonstrates the importance of (social) media in conveying an image of the destination to 
(prospective) tourists. Such conclusion is in harmony with Cherifi et al. (2014) who describe 
destination images being socially transmitted and not simply experientially internalised. 

With the hypotheses related to the destination’s behavioural intentions, we tested for two central 
outcomes for tourism marketing: willingness to recommend the destination to others, and 
intentions to (re)visit. We were interested in whether the link between the destination’s stereotypical 
perceptions (i.e., warmth and competence) and behavioural intentions (i.e., willingness to 
recommend the destination to others and intentions to (re)visit), depends on whether people have 
already visited the destination (i.e., visitors) or not (i.e. non-visitors). Our investigation was led 
by prior work of Tan and Wu (2016) who established that visitors report stronger recommendation 
and revisit intentions due to stronger familiarity and a more confident destination image. Our 
interest lay in whether destination stereotypes operate in that way for visitors and non-visitors alike. 
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For perceived warmth, visitor status did not make a difference; perceived warmth was positively 
related to both recommendation intentions and (re)visit intentions. Therefore, perceiving a 
destination as good-intentioned adds to people’s willingness to recommend it to others, and 
increases their intention to (re)visit, regardless of whether people have actually visited it, which is 
consistent with findings showing that the way people perceive a destination’s image (even without 
actually visiting it) can influence behavioural intentions (Tan & Wu, 2016).

As concerns perceived competence, the findings point in a slightly different direction. Perceived 
competence was positively related to recommendation intentions, and this relationship was 
moderated by visitor status in such a way that competence mattered more strongly for non-
visitors than for visitors. In practice, this means that for non-visitors perceiving the destination 
as one that is able to carry through with its intentions (i.e., the destination being competent) is 
vital in determining whether non-visitors would recommend it to others. Although this was also 
the case for visitors, the effect was less strong. Such findings are in line with previous studies 
(e.g., Riscinto-Kozub & Childs, 2012). In terms of (re)visit intentions, the moderation effect 
did not play a role. Both perceived warmth and competence were positively related to (re)visit 
intentions regardless of visit status. It seems that differences emerge when people evaluate self-
oriented behavioural intentions (i.e., (re)visit intentions) and when they evaluate social-oriented 
behavioural recommendations (i.e., a recommendation to visit a destination). 

To summarise, our empirical investigation supports prior studies in tourism research in the 
sense that visit status matters; visitors in general tend to show higher warmth, competence and 
identification with the destination than non-visitors, revealing that actual experience matters for 
how visitors perceive a destination (e.g., Davies & Prentice, 1995; Kim & Hall, 2019; Tan & Wu, 
2016). Non-visitors remain a very important segment, making their destination evaluations on 
the information sources available to them. A destination’s communication should thus highlight 
different cues depending on visitor status. Portraying warm cues related to a destination, showing 
its good intentions towards others, speaks positively to both visitors and non-visitors, whereas 
portraying competence cues according to which the destination is portrayed as being intelligent, 
capable and efficient is particularly important for persuading non-visitors. 
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Table 15: Summary of findings in step 3

Source: own work.

Hypothesis Statistical test Key statistics Supported Summary of findings

H1
Visitors vs. non-visitors differ in 

perceived warmth
t(351) = 3.85, 

p < .001

Visitors: M = 3.96, SD = 0.72, N = 98; Non-visitors:  
M = 3.60, SD = 0.81, N = 255; Mean difference = 0.36, 

95% CI [0.18, 0.54]; d = 0.46 [0.22, 0.69]


Visitors rated the destination as 
significantly warmer than non-visitors did.

H2
Visitors vs. non-visitors differ in 

perceived competence
t(351) = 6.16, 

p < .001

Visitors: M = 3.79, SD = 0.75; Non-visitors: M = 3.27,  
SD = 0.69; Mean difference = 0.51, 95% CI [0.35, 0.68]; 

d = 0.73 [0.49, 0.97]


Visitors rated the destination as more 
competent than non-visitors did.

H3
Visitors vs. non-visitors differ in 

perceived economic sustainability
t(351) = 2.64, 

p < .05

Visitors: M = 3.75, SD = 0.78; Non-visitors: M = 3.52,  
SD = 0.69; Mean difference = 0.22, 95% CI [0.06, 0.39]; 

d = 0.31 [0.08, 0.55]


Visitors perceived higher economic 
sustainability.

H4
Visitors vs. non-visitors differ in 

perceived sociocultural sustainability
t(351) = 1.21, 

p = .227
— 

No significant difference between visitors 
and non-visitors.

H5
Visitors vs. non-visitors differ 
in perceived environmental 

sustainability

t(351) = 3.82, 
p < .05

Visitors: M = 3.67, SD = 0.70; Non-visitors: M = 3.38, SD 
= 0.64; Mean difference = 0.30, 95% CI [0.14, 0.45];  

d = 0.45 [0.22, 0.69]


Visitors perceived higher environmental 
sustainability.

H6
Visitors vs. non-visitors differ in 

destination identification
t(351) = 6.57, 

p < .05

Visitors: M = 3.35, SD = 0.87; Non-visitors: M = 2.67, SD 
= 0.87; Mean difference = 0.68, 95% CI [0.47, 0.88];  

d = 0.78 [0.54, 1.02]


Visitors reported stronger destination 
identification.

H7
Visitor status moderates the 

relationship between warmth and 
visit recommendations

PROCESS Model 1
b = 0.02, SE = 0.13, t = 0.16, p = .871, 95%  

CI [−0.23, 0.27]; ΔR² < .001


Warmth predicted visit recommendations 
equally for visitors and non-visitors.

H8
Visitor status moderates the 

relationship between competence and 
visit recommendations

PROCESS Model 1
b = −0.36, SE = 0.14, t = −2.61, p = .009, 95%  

CI [−0.62, −0.09]; ΔR² = .013


Competence–recommendation link 
stronger for non-visitors (b = 0.85) than 

for visitors (b = 0.49).

H9
Visitor status moderates the 

relationship between warmth and (re)
visit intentions

PROCESS Model 1
b = −0.05, SE = 0.16, t = −0.31, p = .756, 95%  

CI [−0.37, 0.27]; ΔR² ≈ .000


Warmth predicted (re)visit intentions 
equally for both groups.

H10
Visitor status moderates the 

relationship between competence and 
(re)visit intentions

PROCESS Model 1
b = −0.17, SE = 0.17, t = −1.02, p = .311, 95%  

CI [−0.51, 0.16]; ΔR² = .002


Competence predicted (re)visit intentions 
equally for both groups.
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The aim of this research was to adopt a mixed-methods approach to understanding the: (1) 
strategic framing of the destination's communication, representing the supply side; (2) projection 
of stereotypes and sustainability (through a selected social media channel), also representing the 
supply side; and (3) perception of stereotypes and sustainability (among Germans), representing 
the demand side. In chapters 4, 5 and 6, we described the supply or demand perspectives 
individually. 

In short, while analysing the strategic framing of Ljubljana’s communication chapter 4 
demonstrates that Tourism Ljubljana strategically positions the city as a warm, competent and 
authentic urban destination, stressing the multidimensional aspects of sustainability. Chapter 5 
shows how the strategy prepared by Tourism Ljubljana actually translates into its communication 
on the social media channel Facebook. Visit Ljubljana’s Facebook posts consistently convey 
high competence and high warmth, with competence being somewhat more pronounced than 
warmth. In terms of perceived sustainability, it is communicated in a multidimensional way, with 
the sociocultural dimension being the most prominent, followed by environmental and economic 
aspects. Finally, in chapter 6 German visitors and non-visitors are shown to perceive Ljubljana as 
warm and competent, as well as sustainably oriented. Importantly, warmth and competence were 
both positively related to visit recommendations and (re)visit intentions, where competence was 
particularly important for non-visitors’ intention to recommend the destination further. 

In any case, the aim of this scientific monograph is to offer a systematic overview of the (mis)
alignment of the supply and demand perspectives on a destination’s stereotypes and sustainability.

7.1	 ALIGNMENT OF SUPPLY AND DEMAND PERSPECTIVES

The goal of our mixed-methods investigation of the topic was to provide a complementary 
evaluation of stereotypes and sustainability from both supply and demand perspectives. The 
results show that across all three studies (the in-depth interview with the representative, content 
analysis of Facebook posts, and the empirical investigation of German visitors' perceptions), 
a broadly coherent portrayal of Ljubljana, the destination under study, appears. Both supply 
and demand perspectives portray the same picture of Ljubljana being on a high-warmth, high-
competence spectrum, as well as sustainable. 

From the supply side, the DMO positions Ljubljana as green, sustainable, accessible, walkable, 
and as a place with a rich culture and culinary excellence, portraying its warmth and competence. 
On the demand side, the German respondents likewise evaluated Ljubljana positively across all 
measured constructs. Ljubljana’s perceived warmth and perceived sociocultural sustainability 
were rated with the highest mean, although all the other constructs were also well above the 
midpoint of the scale (except for respondents’ identification with the destination). This shows 
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that the desired positioning is being translated into the way potential tourists also perceive the 
destination. Therefore, on the aggregate level, the DMO’s effort is recognised and mirrored in the 
perceptions held by possible tourists. 

A more fine-grained approach reveals that the DMO intentionally represents Ljubljana as a 
destination that has good intentions. This is shown in the city’s rich offer of workshops and 
experiences that engage the locals, focus on human values, and emphasise friendliness and 
authenticity, which all radiate warmth. At the same time, special attention is paid to ensuring 
a smooth tourist experience: from digital maps and websites, to sustainable mobility solutions, 
multilingual competent staff at tourist points, which all show “the whole destination functioning 
in a connected way”. The warmth and competence from the stereotypical perspective are thus 
intentionally exposed. This is further supported by the content analysis of the Facebook posts. Both 
the warmth and competence cues are frequently used in both texts and images. We may therefore 
conclude that, on the supply side, Visit Ljubljana positions the city in the “golden quadrant” of the 
SCM (Fiske et al., 2002), portraying a unique combination of high warmth and high competence. 
When looking at the survey, German respondents rated Ljubljana as high in warmth and 
competence. Yet, importantly, a more nuanced analysis revealed that visitors perceive Ljubljana 
as significantly warmer and more competent than those who have not yet visited the city. We can 
conclude that there is an overall match between how Ljubljana wishes to be portrayed in the minds 
of tourists and how it actually is. 

The second important alignment revealed by our findings refers to sustainability. On the supply 
side, the representative describes sustainability as being “deeply embedded” in Tourism Ljubljana’s 
strategy, thus the finding that it is implemented in all activities. From the emphasis on waste 
separation and sustainable mobility to supporting artists at cultural events and taking care of 
economic sustainability. This is also reflected in the Facebook posts, which contain numerous 
sustainability cues. The sociocultural cues appeared most often in the text and images, followed 
by the environmental cues, notably in images, and then economic cues. Once again, the DMO’s 
strategy is clearly reflected in its communication. While considering perceived sustainability from 
the demand side, we see that respondents rated Ljubljana’s perceived sociocultural sustainability 
with the highest mean, followed by economic and environmental sustainability. Such a structure 
is closely associated with that on the demand side. Interestingly, our analysis shows that visitors 
perceive significantly higher environmental and economic sustainability than non-visitors 
do, although this is not the case with sociocultural sustainability. Overall, also in terms of 
sustainability, there is a match between the supply and demand sides. 

Finally, in terms of experience with the place, the top 3 most frequent Facebook themes are 
categorised as “Culture, Heritage & Arts”, “Leisure, Tourism and Community Life”, and “Culinary, 
Sustainability & Identity”. The presented analysis showed that posts related to national pride, 
sports and cultural events achieved the highest engagement in terms of likes, comments and 
shares. Such emphases align with the survey findings showing visitors and non-visitors rated 
Ljubljana as high in warmth, but also as high in perceived sociocultural sustainability, regardless 
of their visit status (visitors vs. non-visitors). This may be seen as yet another level of congruency 
between the supply and demand sides. 
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To summarise, the supply side (presented in chapters 4 and 5) resonates and is empirically in 
line with the demand-side investigation through the survey outlined in chapter 6. On a general 
level, we can speak of both sides converging on a high-warmth and high-competence stereotype of 
Ljubljana, being a sustainable destination. 

7.2	 MISALIGNMENT OF SUPPLY AND DEMAND PERSPECTIVES

Despite the several alignments, our three-step approach also reveals some nuanced misalignments 
between the supply and demand perspectives. 

The first of these pertains to the stereotypical portrayal vs. perception. As already discussed, the 
two sides (demand and supply) rely on both warmth and competence. A closer look at the Facebook 
posts shows the posts contain significantly more competence cues than warmth cues, with a 
small-to-moderate effect size (Cohen’s d = 0.3). On the demand side, the highest mean among the 
constructs is achieved for the destination’s warmth (competence still being high, but not as high as 
warmth). On top of that, warmth is seen as a robust predictor of both visit recommendations and 
(re)visit intentions, irrespective of visitor status. Competence, in contrast, plays a different role: 
while competence is also positively associated with visit recommendation and (re)visit intentions, 
its effect on visit recommendation is moderated by visitor status. This leads to smaller asymmetry 
such that although the supply side tends to emphasise competence a little more than warmth, the 
demand-side analysis shows that warmth has uniformly strong effects among visitors and non-
visitors, whereas competence is especially important for non-visitors. Accordingly, on a general 
level, there is an alignment of supply and demand in terms of stereotypes, but in a more detailed 
investigation we see that both dimensions (i.e., warmth and competence) are still important, they 
vary in their relative power depending on the supply vs. demand side. 

The second misalignment lies in how sustainability is strategically embedded vs. how it is 
perceived. As emphasised in the interview, sustainability is a core element of the Tourism Ljubljana 
strategy. At the same time, the representative expressed doubts about whether such initiatives are 
actually communicated successfully and then later perceived as intended by the target audience: 
“We are not so successful in communicating some of these achievements… maybe we make one post on 
LinkedIn for the professional public”. The findings regarding the Facebook posts partly confirm this: 
sociocultural cues are very present in the text and images, followed by environmental cues mostly 
present in images and then economic cues, which are overall less common. This pattern shows 
that in the future sustainability could be communicated via all three dimensions: sociocultural, 
environmental and economic. When looking at the demand side, the survey revealed that all three 
dimensions were evaluated above the mean value on the scale, which indicates sustainability is 
being successfully portrayed. However, while comparing these dimensions the sociocultural 
sustainability stands out, followed by economic, and only then by environmental sustainability. 
Such findings signal that some of the DMO’s internal efforts pertaining to its strategy, like the 
particular focus given to environmental sustainability, might not be fully reflected in tourists’ 
perceptions. 
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Third, our approach in chapter 6, in which we tested tourists’ perceptions of Ljubljana as a 
destination, showed an interesting pattern depending on visitor status (visitors vs. non-visitors). 
The strategy revealed through the interview (chapter 4), along with the communication analysed 
in the Facebook posts (chapter 5), show a unified communication strategy. Our results on the 
demand side point to important differences in how visitors vs. non-visitors perceive destination-
related variables. Thus, as expected, visitors possess a more thorough and elaborate picture of the 
destination, whereas non-visitors rely on more distant, vague associations. This may lead in the 
direction where Visit Ljubljana could have two target groups in mind (visitors and non-visitors) in 
its communication strategy and its implementation. 
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The presented mixed-methods investigation of the strategic framing, communication, and 
perception of how the destination of Ljubljana is framed as well as perceived through the dual 
lenses of stereotypes and sustainability contributes to the fields of marketing and tourism. 

8.1	 THEORETICAL IMPLICATIONS

Our three empirical steps represent a unique research design and make several contributions to 
the current body of literature. 

The first theoretical contribution of our mix-methods study approach is the connection between 
stereotypes and sustainability in a tourism context. Bibliometric analysis clearly demonstrated 
that research on destination stereotypes has developed in isolation of the prominent literature 
on sustainable destinations and perceived destination sustainability (e.g., Hall, 2013; Lee, 2013; 
Mihalič, 2000; Stylidis et al., 2014). Hence, our study adds to the literature the finding that 
destinations are also stereotyped in the presence of multidimensional sustainability. In the case of 
Ljubljana, sustainability is deeply embedded in Tourism Ljubljana’s strategy. Its communication 
through social media reflects this approach. Such an imperative on the supply side is also 
reflected on the demand side. German tourists perceive sustainability as a multidimensional 
construct, where visitors perceived environmental and economic (but not sociocultural) perceived 
sustainability as significantly higher than non-visitors did. 

The second theoretical implication held by our study lies in extending the application of the SCM 
(Fiske et al., 2002) to an urban and popular destination under the currently desired sustainability 
framework. Prior research in tourism mainly focused on national stereotypes or broader country 
images (e.g., Karri & Dogra, 2022; Micevski et al., 2020; Shen et al., 2019). Kolbl (2020) refers to 
a stereotype transfer such that national stereotypes can transfer from country-level to city-level 
stereotypes. The present study demonstrates that Ljubljana is consistently positioned (supply 
side) and perceived (demand side) in the “golden quadrant” of the SCM (Fiske et al., 2002), which 
means it is high in warmth and high in competence. We therefore add to the body of literature 
on stereotyping by applying the SCM to the demand and supply side, and showing that urban 
destinations, just like social groups, can be stereotyped among the two universal dimensions of 
social cognition; namely, warmth and competence. 

The third theoretical contribution lies in the SCM (Fiske et al., 2002) being a common 
conceptual denominator among the supply and demand sides. Based on our three-step empirical 
investigation, we may conclude that the content of stereotypical association is fluid in nature 
subject to on the supply vs. demand perspective. Accordingly, methodologically, our study 
contributes to the stereotyping research by implementing a thorough three-step, mixed-methods 
design triangulating: (1) the strategic framing of the DMO; (2) its social media communications; 
and (3) tourist perceptions. By so doing, we respond to prior calls for more thorough and complex 
investigations in tourism image and branding research (e.g., Decrop, 1999). For example, on 
the supply side, with regard to the communication via Facebook posts, competence was more 
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prevalent than warmth. However, warmth had the highest mean among the measured constructs 
in our survey of German tourists, and emerges as a significant predictor of visit recommendations 
and (re)visit intentions regardless of visit status. Competence, in contrast, is also positively 
associated with behavioural intentions, but its effect on visit recommendations is moderated by 
visitor status, which is particularly relevant for non-visitors. Our findings therefore add to the 
prior literature on the diagnosticity of warmth and competence, showing that both dimensions 
are diagnostic in a tourism setting (e.g., Micevski et al., 2021; Feng et al., 2022; Shen et al., 2019). 

Finally, the (mis)match analysis we performed produced an important finding: a destination’s 
image is co-constructed by multiple parties or stakeholders and platforms: from the strategy 
prepared by the DMOs, communication via social media, to perceptions of different tourist 
segments (e.g., Stylidis et al., 2014). Therefore, all of these parties/shareholders are important 
and contribute to the way the destination is evaluated and chosen by prospective visitors. In 
our case, despite a general picture which showed strong similarities in how the destination is 
positioned, communicated (supply side) and subsequently perceived (demand side), the more 
detailed comparison revealed subtle asymmetries within the stereotype content (i.e., warmth and 
competence) as well as the sustainability dimensions (sociocultural, environmental, economic). 

8.2	 MANAGERIAL IMPLICATIONS 

Our multi-faceted study offers several managerial implications. We advise DMOs to adopt a 
dual-perspective communication framework that combines high warmth and high competence 
cues, resulting in the “golden quadrant” of the SCM (Fiske et al., 2002). The results show that 
both warmth and competence predict participants’ intentions to recommend and (re)visit a 
chosen destination, with competence being even more influential for non-visitors (as opposed 
to visitors) than warmth. Destinations should thus be portrayed as both warm, showing their 
good intentions, as well as competent, expressing their ability to enact these intentions. A good 
example is VisitCopenhagen’s “Localhood for Everyone” campaign. This campaign is organised 
around the vision that Copenhagen will become “A future destination where human relations are 
the focal point, where the differentiation between destination and home of locals is one and the same. 
A destination, where locals and visitors not only co-exist, but interact around shared experiences of 
localhood” (Wonderful Copenhagen, 2020). The strategy used features local residents and small 
businesses to picture inclusivity, unity, hospitality, competence, and the ability to deliver such 
experiences, which all reflect the warmth and the competence dimensions in the SCM (Fiske et 
al., 2002). 

Another finding of our study is that a comprehensive sustainability communication framework 
for DMOs should stress three pillars: sociocultural, environmental and economic. All three 
dimensions are recognised in Sánchez-Fernández et al.'s (2019) work on perceived sustainability, 
which examines sustainability from the perspective of visitors. For example, Valencia is 
innovatively presenting its “Valencia Climate Mission 2030” strategy, where visible environmental 
commitments such as carbon-neutral events and renewable energy transportation are combined 
with sociocultural and economic benefits (Missions Valencia 2030, n.d.). Another great example 
is Zurich. The city also runs a sustainability strategy “Zurich takes responsibility”, with it trying to 
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become one of the most sustainable destinations in the world by 2030 by strengthening all positive 
impacts of tourism and reducing negative ones to a minimum (Zürich Tourismus, n.d.). This 
represents a well-balanced strategy, which not only possesses the dual-perspective communication 
framework combining warmth and competence, but places sustainability at the core of its strategic 
documents and actions. 

For Ljubljana, we advise the DMO to further emphasise the multidimensional aspects of the 
city’s sustainability and share its content through storytelling in social media. It is important 
that destinations can find synergies between stereotypes and sustainability: a destination that 
promotes sustainability activities reinforces both the warmth and competence perceptions of the 
destination. 

Tourists differ in terms of their visit status, where some have already been to the destination, while 
others have not yet. Given that our findings showed that emphasising competence is especially 
relevant for non-visitors because it boosts visit recommendations to others, we generally 
recommend that DMOs organise their communications efforts with respect to two different target 
groups: if they wish to nurture bonds with people who have already visited the destination, they 
should in particular emphasise the warmth aspect of the destination, whereas for non-visitors 
it is also important to rely on the competence of the destination. With competence-focused 
communication, DMOs should prioritise the safety, awards, rankings and partnerships of the 
destination to signal its reliability. As concerns warmth, DMOs should rely on messages based 
on friendliness, personal stories, and highlight user-generated content. A strong example of how 
to communicate warmth and do so competently is New Zealand’s “Tiaki Promise”. It is the care 
for New Zealand and represents “a collective desire to share a connection to the natural worlds, 
inspiring and helping visitors to travel safely and conscientiously”. This promise hence conveys 
competence by setting clear visitor behaviour guidelines, whereas warmth is depicted through 
shared responsibility and common care for the land (Tourism New Zealand, n.d.). 

8.3	 LIMITATIONS AND FUTURE RESEARCH

Like with all empirical studies, our approach has certain limitations that should be considered. 

First, the current study entailed three methodological steps (in-depth interview, content analysis, 
survey) on a single-case design of Ljubljana. Although focusing on one destination allows for in-
depth contextual understanding, it hinders the external validity of the results. Thus, future studies 
should apply a similar three-step approach to other destinations or cross-country comparisons to 
test whether the stereotype-sustainability pattern varies in different settings. 

Second, each of the three methodological steps are subject to some limitations. The in-depth 
interview we conducted could be prone to social desirability bias of the representative. Future 
studies could attempt to engage with a wider department responsible for marketing strategy to 
avoid self-report and social desirability biases. In step 2, we deliberately chose Facebook as one of 
the social media used by Tourism Ljubljana. We selected it since it is Ljubljana’s most active and 
followers-rich platform, offering plenty of contemporary material (texts and pictures) to analyse 
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(Franz et al., 2019; Lathan et al., 2023). Moreover, it still represents the world’s most used social 
media with many individuals having an account. Nevertheless, video content is on the rise, notably 
in media channels like Instagram, YouTube and TikTok. Future studies should accordingly focus 
on a range of different media channels and perform multi-media content analyses to determine 
whether the DMO’s communication differs by media channel. Since different media channels 
attract different generations of users, a difference in the DMO’s communication strategy would 
be plausible. Finally, in step 3, we conducted a survey with German tourists. Given that this is 
the first investigation of its kind, it is necessary to replicate our study with a different sample of 
tourists, coming from a different country, to control for cultural differences in stereotypes and 
sustainability perceptions. 

Third, there is an absence of boundary conditions. In the survey, the final four hypotheses were 
tested subject to visitor status (visitors vs. non-visitors). Still, several other factors could influence 
the way visitors and non-visitors perceive a destination and decide whether to recommend it to 
others and regarding (re)visit intentions. Future research should therefore examine a broader 
range of contextual and individual moderating variables that may condition such relationships. For 
instance, prior travel experience, cultural background, environmental or green values can shape 
how individuals interpret and respond to various destinations. Further, according to stereotyping 
theory different combinations of the SCM’s (Fiske et al., 2002) warmth and competence dimensions, 
whether high or low, are associated with distinct emotional responses: admiration, pity, envy or 
contempt. Each of these emotional reactions can, in turn, lead to different behavioural tendencies, 
ranging from active or passive facilitation to harm. In the future, studies could use this framework 
to explore how tourists evaluate destinations that occupy different positions within the warmth-
competence space, and how these emotional responses translate into behavioural outcomes such 
as visiting the destination, recommending it to others, loyalty, or advocacy. 
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To the best of the authors’ knowledge, the presented study is the first to integrate the SCM (Fiske 
et al., 2002) with perceived destination sustainability within a triangulated framework that 
simultaneously analyses supply-side (DMO, Facebook posts) and demand-side (tourist perceptions) 
perspectives. 

The first chapter established the conceptual and empirical foundation for the study. It introduces 
the growing significance of a destination’s image as a determinant of tourist behaviour and 
decision-making processes (e.g., Gartner, 1994; Pike & Page, 2014). Also discussed in this chapter 
is how destinations are increasingly constructed and communicated by way of simple narratives, 
stereotypes as well as symbolic associations that influence how destinations are imagined and 
evaluated. Of importance, sustainability is introduced as an essential dimension of a destination’s 
competitiveness, governance and policy development (UNWTO, 2017; European Commission, 
2020). Ljubljana is chosen as a destination for investigation due to its ‘green and sustainable’ 
positioning. 

The second chapter presents a dual bibliometric analysis: we first examine a stereotype in a 
tourism setting before focussing on the perceived sustainability of a destination. We do so by using 
data retrieved from Web of Science. The analysis revealed two different, yet hitherto disconnected 
research streams. The overview of studies in tourism shows they have mainly revolved around 
national-level images and tourist-host interactions, overlooking city-level or DMO-driven 
stereotyping. However, research on destinations’ perceived sustainability has grown since 
2010, albeit it remains fragmented and concentrated on residents’ attitudes rather than tourists’ 
perceptions. With the help of bibliometric mapping, we identified an important research gap 
referring to the absence of integrative analyses linking the SCM with destinations’ sustainability. 
The mentioned gap guided the following chapters and enabled the three-step mixed-method design. 

The third chapter builds on the bibliometric analysis by identifying the three research questions 
in our study: (1) What is Tourism Ljubljana’s digital communication strategy in terms of the 
destination’s stereotypes and sustainability? (2) How does Tourism Ljubljana in the role of the 
DMO communicate the destination’s stereotypes and sustainability? (3) How do German tourists 
perceive Ljubljana in terms of the destination’s stereotypes and sustainability? To answer these 
research questions, we proposed a three-step mixed method design. Step 1 examines the strategic 
communication of Tourism Ljubljana, step 2 analyses the representation of stereotypes and 
sustainability in the DMO’s digital content via content analysis of its Facebook posts, while step 3 
explores tourists’ perceptions of the destination’s stereotypes and sustainability through a survey. 
The described three-step, mixed-methods design assures methodological triangulation and builds 
on earlier calls for more comprehensive and integrative approaches in terms of a destination. 
Conceptually, we analyse the supply side (steps 1 and 2) and the demand side (step 3) and by so 
doing enable the subsequent (mis)match analysis of the two perspectives. 
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The fourth chapter addresses the first part of the supply-side perspective. By conducting an in-
depth expert interview with a representative of Tourism Ljubljana, we reveal that Ljubljana is 
strategically positioned on four pillars: green and sustainable development, accessibility and 
walkability, Plečnik’s architectural heritage, and a rich cultural-culinary hub. The representative 
especially stresses authenticity, friendliness, creativity and sustainability as core values leading 
Tourism Ljubljana’s strategy. Regarding sustainability, the representative points to a potential 
misalignment: that more sustainability-related activities are internally practised than externally 
promoted and communicated. Here, they especially mention the need to make the sustainability 
narratives more visible within the strategic communication and to ensure a healthy balance 
between the warmth and competence cues in digital branding. To obtain a more nuanced 
understanding of the communicated content relative to the destination’s warmth, competence and 
sustainability, we conducted content analysis of Tourism Ljubljana’s Facebook posts. This approach 
enables the identification of communicated stereotypes and offers a data-driven investigation of 
the way Ljubljana’s projected image is constructed and sustained in the digital sphere with respect 
to stereotypes and sustainability. 

The fifth chapter examines the second part of the supply-side perspective. As part of content 
analysis, we analyse 100 Facebook posts published between May and August 2025 by Tourism 
Ljubljana on its Facebook page Visit Ljubljana. The analysis shows that competence cues depicting 
the destination’s ability to enact its intentions were somewhat more frequently portrayed than 
warmth cues depicting the destination’s good/bad intentions. Nonetheless, both the warmth and 
competence dimensions were consistently expressed through the textual and visual elements 
of the posts, suggesting that Ljubljana is positioned in the “golden quadrant” (Fiske et al., 2002). 
The latter represents the most desirable position, which means the destination is perceived as 
both warm (e.g., friendly, trusting) and competent (capable, effective). Our analysis reveals an 
interesting pattern with sustainability cues, which appear regularly but unevenly given their 
multidimensional nature. Sociocultural sustainability was the most represented, followed by 
environmental and economic sustainability. Engagement metrics (e.g., likes, shares, comments) 
indicate that visually striking and experiential posts elicited higher levels of sharing, while posts 
highlighting pride and achievement attracted substantial numbers of likes and comments. Thus, 
both content type and media format have a significant influence on user engagement. 

The sixth chapter studies the demand-side perspective by employing a survey conducted among 
a German sample of (potential) tourists. After a series of tests, the validity and reliability of both 
the SCM and perceived sustainability are confirmed. The results show that respondents perceive 
Ljubljana as both warm and competent, again positioning it in the “golden quadrant” of the 
SCM. Sustainability is indeed understood as a multidimensional construct, with visitors rating 
its environmental and economic sustainability higher than non-visitors, while sociocultural 
sustainability is perceived equally by both groups. In terms of recommending a visit to the 
destination to others and (re)visit intentions, an interesting pattern is observed: warmth is the 
strongest predictor of the recommendation and (re)visit intentions for the destination, whereas 
competence shows a smaller, yet still significant effect. The influence of competence is moderated 
by visitors’ status, with the result being that it is particularly relevant among non-visitors. 
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The seventh chapter synthesises findings stemming from all three steps and identifies areas of (mis)
match or, in other words, areas of convergence/divergence between the projected and perceived 
destination image. We find that on a general level Ljubljana is consistently positioned as well as 
perceived as both high in warmth and competence, thus possessing the most desirable “golden 
quadrant” position. Thus, we may conclude that Ljubljana has a coherent brand identity in terms 
of its stereotypical portrayal. A more fine-grained analysis reveals some subtle misalignments, 
notably in terms of sustainability, where there are some misalignments between which types of 
sustainability Ljubljana portrays and which are perceived by respondents. 

The eighth chapter integrates the empirical findings and provides the study’s theoretical and 
managerial implications. Theoretically, the study first identifies and then integrates two previously 
separate streams of research on stereotypes and sustainability in tourism, before extending the 
applicability of the SCM to an urban destination context, and illustrating its relevance from both 
supply- and demand-side perspectives. To the best of the authors’ knowledge, these represent the 
first investigation of its kind. In addition, the study methodologically corroborates a three-step 
triangulated research design as a rigorous framework for examining a destination’s image strategy, 
communication and perception. From a managerial perspective, our study suggests that DMOs 
should adopt a dual-perspective communication strategy that combines cues of high warmth 
and high competence (resulting in the golden quadrant). We also suggest that the sustainability 
communication should explicitly address all three pillars of perceived sustainability: sociocultural, 
environmental and economic, to ensure the destination’s representation is well-balanced and as 
intended. DMOs must pay attention to different types of visitors depending on their status (visitor 
vs non-visitor) since warmth is important for both segments, whereas competence is particularly 
important for prospective visitors. Finally, we conclude by outlining some limitations related to 
the single-case design, the exclusive focus on just a single social media channel (Facebook) and 
the lack of boundary conditions. Future research should therefore engage in comparative studies 
that encompass different countries and a richer selection of media channels. It would also be 
interesting to see how destinations’ perceived warmth and competence elicit different emotional 
responses associated with possible SCM configurations.
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Appendix 1: Interview questions

I. Destination Positioning & Identity

	› How would you describe Ljubljana’s core identity as a tourist destination? 

	› Which stereotypes (positive or negative) about Ljubljana do you think are most common 
among international tourists? 

II. Social Media & Online Communication

	› What role do social media channels (Instagram, Facebook, TikTok etc.) play in 
communicating Ljubljana’s image? Which one do you use the most to attract German and 
Italian tourists? 

	› How do you decide which aspects of Ljubljana to highlight (e.g., culture, nature, 
sustainability, events...)? 

III. Stereotypes of Ljubljana

	› In your opinion, how does Ljubljana demonstrate its competence as a destination (e.g., 
organisation, professionalism, modern services)? 

	› How do you communicate the city’s warmth (friendliness, hospitality, authenticity of the 
locals) online? 

IV. Sustainability

	› How do you integrate sustainability narratives into your social media communication?

V. Monitoring & Evaluation 

	› How do you measure the effectiveness of your communication in shaping perceptions of 
Ljubljana (e.g., analytics, sentiment analysis, surveys)? 
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Appendix 2: Survey questionnaire

Welcome to a Survey on Tourist Perceptions of Destinations

Dear Participant,

You are invited to participate in a research study examining tourists' perceptions of travel 
destinations. The purpose of this survey is to gain insights into how visitors perceive various 
characteristics of destinations, specifically focusing on their impressions of Ljubljana.

The survey is open to anyone familiar with Ljubljana (Slovenia). There are no correct or incorrect 
answers. We are interested in your honest opinion. The questionnaire is anonymous, and your 
responses will be used solely for academic research purposes.

The questionnaire should take approximately 5–10 minutes to complete. 

We sincerely appreciate your time and valuable input.

Let’s begin our journey through your impressions of Ljubljana.

1.	 I have already visited Ljubljana.

 Yes     No

2.	 If 2. Yes –When was your most recent trip to Ljubljana?

 Within the past 12 months     1–2 years ago     3–5 years ago     More than 5 years ago

3.	 If 2. Yes – How many times?

 Once     Twice     3–5 times     6–9 times     10 times or more

4.	 Which associations come spontaneously to your mind when you think of Ljubljana? 
Please write down at least three associations.

5.	 Please indicate your agreement with the following statements 

(Numbers closer to 5 indicate stronger agreement while numbers closer to 1 indicate less agreement with 
the statement. Please choose any number from 1 to 5 which best reflects your opinion). 
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Please note that destination competence refers to how organised, professional and reliable you 
perceive a destination to be; whereas destination warmth refers to how friendly, hospitable and 
well-intentioned you perceive a destination to be (and not how warm the destination is 
temperature wise ).

6.	 To what extent do you agree with the following statement?

I would recommend a visit to Ljubljana to my friends/acquaintances/family.

(Please choose any number from 1 – not at all; to 5 – extremely; which best reflects your opinion).  

7.	 Please express your opinion on how much you agree with the following statements. 

(Please choose any number from 1 – not at all; to 5 – extremely; which best reflects your opinion).  

8.	 To show that you are still paying attention, please click on the value four below. 

1			   4			   25

Most people in Germany would say that Ljubljana is… 1 2 3 4 5

Capable     

Competent     

Efficient     

Intelligent     

Friendly     

Kind     

Likeable     

Nice     

Statement
1Not at 

all 2 3 4
5 

Extremely
When someone criticises Ljubljana, it feels like a personal 
insult.     

When someone praises Ljubljana, it feels like a personal 
compliment.     

I am very interested in what others think about Ljubljana.     
If a story in the media criticised Ljubljana, I would feel 
embarrassed.     

It’s likely that I will (re)visit Ljubljana in the future.     
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Travel behaviour

9.	 Who do you usually travel with? (select those which apply) 

 Alone
 With my spouse
 With family, including children
 With my family
 With friends
 With colleagues from work

10.	 Which source of information influences your decision while choosing a travel 
destination? (select those which apply)

 Personal experiences
 Recommendations by relatives or friends
 Social media, blogs, or online communities
 Official destination websites or national/regional tourist boards
 Online travel agencies (e.g., Booking.com, Expedia)
 Printed travel guides, brochures or leaflets
 Advertising in traditional media (TV, radio, newspapers, magazines)
 Participation in tourism fairs or events
 Specific sales offers (tour packages, discounts, promotions)
 Other (please specify): ___________________________

11.	 Have you noticed any of the following sources of information about Ljubljana in the 
past 12 months? (Select all that apply)

 Websites of Slovenian tourist organisations (national or local)
 Travel websites or portals (e.g., Tripadvisor)
 Social media (e.g., Instagram, Facebook, TikTok, X, video blogs)
 Electronic media (radio, television, films)
 Printed media (newspapers, magazines, books)
 Promotional materials, posters
 Mobile applications for travel planning
 None of the above
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12.	 To what extent do you agree with the following statement?

(Please choose any number from 1 – not at all; to 5 – extremely; which best reflects your opinion).  

Demographic questions

13.	 Gender

 Male
 Female
 Other / Prefer not to say

Statement
1Not at 

all 2 3 4
5 

Extremely

I believe that Ljubljana is investing to attract tourists.     
I believe that Ljubljana offers a good supply of handcrafts 
from the area.     

I believe that there is a good relationship between the 
quality and price of tourist services in Ljubljana.     

I believe that the economic benefits of tourism in Ljubljana 
are greater than the economic costs of tourism.     

I believe that the heritage resources (monuments etc.) in 
Ljubljana are valued.     

I believe that the cultural resources (festivities, traditions 
etc.) in Ljubljana are valued.     

I believe that the local culture, cultural and heritage 
resources, and authenticity are being conserved in 
Ljubljana due to tourist activity.

    

I believe there is a campaign in Ljubljana to encourage the 
conservation and responsible consumption of water.     

I believe the level of pollution in Ljubljana is acceptable.     

I believe odours in Ljubljana are acceptable.     
I believe the cleanliness of Ljubljana and its main sights is 
good.     

I believe noise in Ljubljana is acceptable even with the 
influx of tourists.     

I believe crowds in Ljubljana are acceptable even at the 
height of the tourist season.     

I believe that Ljubljana promotes energy savings and 
efficiency.     
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14.	 Age Group

 18–24
 25–34
 35–44
 45–54
 55–64
 65 and above

15.	 Nationality
(Open-ended)

16.	 Highest Level of Education Completed

 Primary education
 Secondary education
 Vocational training
 Bachelor’s degree
 Master’s degree
 Doctorate / PhD
 Other: ___________________________

17.	 Employment Status

 Employed full-time
 Employed part-time
 Student
 Self-employed
 Unemployed
 Retired
 Other: ___________________________

18.	 How would you rate your household’s standard of living compared to other households 
in your country?

 Much higher
 Somewhat higher
 About the same
 Somewhat lower
 Much lower

Thank you very much for your time!


