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Abstract. With favourable socio-economic and political conditions, tourism
has registered an impressive growth both at the international and domestic level.
According to the figures released by UNWTO (2016), the total number of
international tourist arrivals worldwide was 1.186 billion in 2015, forecasting to
reach 1.8 billion in 2030 with a growth of 3.3% a year. Supporting this phe-
nomenon, Information and Communication Technologies (ICTs), particularly
the Internet, play a major role at every stage of the tourism experience. As a
consequence, Destination Marketing/Management Organizations (DMOs)
should leverage on good-quality websites to answer visitors’ needs and prevail
over competitors. Especially for National Tourism Organizations (NTOs), given
their role in promoting the destination abroad, the elaboration of online mar-
keting strategies should also take into account culture-bound preferences and
needs of reference publics. Within this context, the concept of cultural cali-
bration refers to any technology that transforms contents and tools that people
use to communicate with each other in an effort to match with their culture-
dependent expressions. Despite the recognized effects of culture on online
behavior and willingness to travel, content managers often have to rely on
common sense when designing country-specific website editions. In addition to
that, differently from eLearning, ecommerce, and online marketing areas, little
research has been done regarding software design for adaptation activities in the
eTourism context. Consequently, the objective of this paper is to provide a
design concept for a software for cultural calibration of destination websites. Its
relevance for researchers and practitioners is also presented, together with the
evaluation of its functionalities and possible applications.
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1 Introduction

Cultural calibration describes any technology that transforms contents and tools that
people use to communicate with each other, in an effort to answer their culture-
dependent preferences. Addressing the latter, Barber and Badre (1998) refer to it as
“cultural markers”, which characterize the choice of layout and multimedia contents for
any website from a specific cultural group. Coining the term “culturability”, the
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researchers propose that the usability of a website is strongly affected by cultural
variables, especially in the travel context. Indeed, on the one side, prospects seek
novelty and inspiration on the web to escape from their usual environment. On the
other side, the Information Retrieval (IR) process for the planning phase can become
frustrating if website design is perceived as unfamiliar or unusual by online visitors
(Barber and Badre 1998). Appearing as an inner contradiction, the issue of finding a
balance between novelty and familiarity is probably one of the most challenging
aspects for online tourism promotion (Mele and Cantoni 2017). This applies especially
for NTOs, whose promotional activities are mostly aimed at attracting international
markets (Pike 2008). Addressing these issues, Cantoni and Tardini (2006) underline the
importance of adapting elements like units of measure, symbols, and calendars to the
culture of the reference audience to enhance communication between hosts and visitors.
The authors add that historical, religious, and culinary notions also require adaptation
according to the cultural background of the reference audience (Cantoni and Tardini
2006). On the same topic, after showing the presence of cultural-bound preferences on
destination websites, research by Tigre Moura et al. (2014) highlights the negative
effects of making a tourism website appear completely familiar to specific international
users. Such adaptation process is known as “localization” and it comprises a set of
activities to tailor a website according to the culture of the reference audience (Mele
et al. 2016). Also suggesting coexistence of cultural familiarity and novelty in desti-
nation websites, a study by Toyama and Yamada (2012) shows the possibility of
decreasing risks of disappointments by adapting communication in key areas of the
website (Toyama and Yamada 2012). Not at all distant from the concept of localization,
cultural calibration aims at facilitating information retrieval on destination websites,
while keeping culture-bound preferences on a quantitative and comparable (yet dif-
ferent) relation. Given the peculiarities of the tourism domain, the following paper aims
at (i) providing a design concept for a software for cultural calibration of destination
websites; (ii) clarifying its relation and differences with existing concepts and tools;
(iii) and illustrating its relevance for researchers as well as practitioners. To achieve
such goals, the concepts of culture, localization, (semi-)automatic adaptation, and
contextualization are described first. These are followed by the construct of cultural
calibration and its design challenges. Afterwards, the outline on possible designs and
implementations is presented, along with a discussion on how cultural calibration
enhances technologies for eTourism. Discussion, concluding remarks, and limitations
are presented at the end.

2 Literature Review

The construct of culture presents an extensive amount of definitions, which highlight
the complexity of all its dimensions (Wallerstein 1990). For the purpose of this study,
culture will be described as a set of values, behaviors, and customs that are transmitted
and learned across generations within a specific societal context (Hofstede et al. 2010).
Among the most known researchers and anthropologists examining it, Geert Hofstede’s
studies are probably the most used and (also) criticized ones (Jones 2007). According
to the author, this complex concept can be defined as the mental programming of
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human beings, which conditions their reactions when facing specific situations and
guides their preferences in life. Providing more details, the anthropologist compares
culture to an onion and its layer structure (Hofstede et al. 2010, p. 8). For the scope of
this paper, an example related to website design will be associated with each element.
The first and outer level is composed by symbols, which carry a specific meaning for a
group of people and may change over time. For example, the icon of a flag may not be
a synonym of “switch language” for all international users accessing a website. The
second layer contains the present and past heroes belonging to a specific society. In the
context of destination websites, for instance, the granularity of their description (in-
cluding the amount of words) may increase for those publics that have a relatively
distant culture from the object of communication. The third layer contains all rituals
performed within a specific society (Hofstede et al. 2010). Within the tourism context,
educating prospects about the value of local heritage for the local population is
regarded by researchers as an important step toward promotion of responsible and
sustainable behaviors at the destination (Ndivo and Cantoni 2016). The fourth and
inner layer describes the values that (consciously or unconsciously) influence behaviors
and choices of individuals from a certain society. In addition to that, Hofstede adds that
such inner layer is the less subject to changes over time (compared to the others), which
only happen gradually across cultures allowing researchers to instantiate comparisons
among them (Hofstede et al. 2010). According to a study developed by Alexander et al.
(2016), such cultural values influence experts’ decisions regarding design attributes.
After analyzing a sample of 460 “government” and “news and media” websites in
English, Chinese, and Arabic, findings show significant differences on elements like
layout, visual representations, and textual contents. Concluding their study, the authors
highlight the importance for both Human Computer Interaction (HCI) researchers and
practitioners to adapt websites to culture-bound preferences of the reference audience.
At this regard, the researchers add that a culturally suitable user interface design has the
power to enhance user experience on the website, relating directly to their values and
attributes (Alexander et al. 2016). Addressing this aspect, Barber and Badre (1998)
coin the term “culturability”. According to the authors, the usability of any piece of
software not only does depend on elements like user’s goal and context, but also on
culture-bound components. The latter are defined as “cultural markers” and they rep-
resent a set of predominant elements that characterize design and multimedia content of
any website from a specific cultural group. Consequently, their absence can negatively
affect user ability to retrieve information while browsing it (Barber and Badre 1998).
The importance of considering cultures for website design is also highlighted by
Marcus (2001), who invites professionals to abandon culturally biased paradigms,
regarding concepts like usability and aesthetics. Also other research supports the idea
that online communication is constellated by cultural preferences, although the Internet
does not know geographical distances or borders. Especially in the ecommerce sector,
where suppliers are often in contact with international customers, researchers highlight
the importance of investigating the impact of culture values on e-commerce platforms
acceptance, for constructs including trust and ease of use (Kim et al. 2016). Addressing
these issues, a study by Bartikowski and Singh (2014) does an empirical analysis of
ecommerce websites contents designed for the French market. Among the findings,
cultural markers appear to be one of the most important trust drivers. These take the
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form of celebrities, monuments, pictures, and symbols that match with the culture of
the reference audience (Bartikowski and Singh 2014). In addition to this area, the
importance of culture and cultural dimensions have also been reported by researchers in
other domains, including eGovernment (Zhao et al. 2014), eLearning (Tarhini et al.
2016), and tourism (Tigre Moura et al. 2014). To support the measurement of cultural
expressions on the web, studies in the tourism area, like those developed by Mele et al.
(2016) and Tigre Moura et al. (2014), are based on the model elaborated by Singh et al.
(2003) for business websites. Being defined as the best coding scheme to examine in a
quantitative way the presence of culture-bound elements on the web (Vyncke and
Brengman 2010), the authors provide a framework based on Hofstede’s (2010) and
Hall’s (1976) theories. In addition to this model, it is important to mention that there are
others available to researchers and practitioners in the field of HCI and cross-cultural
communication. For instance, a study by Rao (2011) employs the GLOBE (Global
Leadership & Organization Behavior Effectiveness) model to examine the role of
cultural dimensions for eLearning activities in India. The analysis and measurement of
cultural values serves, first, to understand their transposition into multimedia contents
and design (for example, Tigre Moura et al. 2014). Second, researchers suggest
practitioners to adapt their online communication strategies according to culture-bound
preferences and needs of the reference audience (for example, Calabrese et al. 2014).
At this regard, localization describes the adaptation of design and multimedia contents,
including also units of measure, calendars, and currencies to the culture-bound pref-
erences of the addressed audience (Cantoni and Tardini 2006). Research in the area of
business and ecommerce underlines that the process of localization can be applied to
lower perceived risks related to purchasing products on websites or using online ser-
vices (Bartikowski and Singh 2014). Such dynamic increases its relevance especially in
the tourism domain, where prospects engage in extensive information search before
taking their final decision on intangible dominant products or services (Sirakaya and
Woodside 2005). Consequently, it comes as no surprise that companies in this sector
can benefit from such activities. Indeed, by making parts of online communication
culturally familiar to the receiver, there is the possibility to increase understanding
lower the risk of disappointment (Toyama and Yamada 2012). Nevertheless,
researchers warn against the limits of localization, by suggesting that given the
novelty-seeking purpose of leisure tourism and the hedonic purposes of prospects, this
process may be actually counteractive (Tigre Moura et al. 2014). Adding a new per-
spective to this interesting finding, research by Mele and Cantoni (2017) suggests that
localization activities should improve mutual understanding in the tourism area,
without hindering its attractiveness and novelty. The authors explain that, on the one
side, content editors and web designers should provide online visitors with activities,
attractions, and experiences that reflect the uniqueness of the destination. On the other
side, they should integrate localization processes to ease information retrieval and
promote responsible behaviors at the destination. The latter applies especially in the
context of cultural tourism, where visitors have the possibility to learn online about the
value attributed to (tangible or intangible) heritage by the local population (Mele and
Cantoni 2017). Following this line of thought, familiarity and novelty must be
addressed as co-existing and synergic concepts, instead of contrasting ones (Toyama
and Yamada 2012). For the scope of this research, it is important to underline that
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localization is not the only available option to build appropriate online communication
strategies in the tourism domain. For example, content adaptation or (semi-)automatic
personalization on-the-fly is an area of great interest for computer science researchers
(Ferretti et al. 2016). This includes the analysis of three main components of web
adaptation process: content, navigation, and presentation (De Virgilio et al. 2006).
Addressing this topic, a study developed by Kardaras et al. (2013) examines the
importance of customized content presentation and media adaptation in the tourism
area by employing fuzzy logic techniques. The latter allows to automatically translate
user perceptions of service quality into characteristics of an adaptive website. After
testing a static and (in a second moment) a customized hotel website on study par-
ticipants, results reveal that most valuable contents and features should prevail over the
less important ones, which can be suppressed or even omitted by website managers
(Kardaras et al. 2013). In addition to localization and (semi-)automatic personalization,
contextualization comprises a set of online communication design techniques that take
as a starting principle user context rather than recorded preferences on specific content
(Majid et al. 2013). A study developed by Majid et al. (2013) explores this area by
elaborating a context-aware personalized travel recommendation system. While details
of the study will not be presented here, for the scope of this overview it is important to
mention that one of the main advantages of this strategy consists of increased precision
of prediction. Briefly explained, authors show that by considering the context of user
queries and the most popular context for visiting specific locations, the system can
increase the fraction of correct predictions in the total number of personalized rec-
ommendations made (Majid et al. 2013). All of the above mentioned strategies aim at
increasing the relevance and meaningfulness of displayed website features, in an effort
to make them satisfactory for an increasingly contended audience. To increase their
efficiency, within the area of computer science, a study developed by Mushtaha and De
Troyer (2016) presents the design and functioning of a software for supporting website
content localization, following the framework presented in a previous research by the
same authors (Mushtaha and De Troyer 2014). Leveraging on the concept of cultural
markers, such tool provides researchers and practitioners with guidelines to localize
websites at different depths, according to the needs of the commissioners. While the
technical details of the LWDA (Localized Website Design Advisor) will not be
explained in this section, it is certainly important to mention the reason of its devel-
opment. Indeed, the authors underline that due to the scattered presence of sources
regarding this process, website designers tend to proceed following common sense or
benchmark. However, different contexts of use of the same strategy may cause
diverging results. Consequently, the WLDA is meant to provide consistent
point-to-point guidelines according to a specific case (Mushtaha and De Troyer 2016).
Given the peculiarity of the tourism domain, which requires content analysis approa-
ches that differ from those generally used for business websites (Tigre Moura et al.
2014; Cappelli 2008), there is the need to develop a comprehensive tool for guiding the
evaluation and elaboration of culturally suitable destination websites.
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3 Cultural Calibration: Concept as a Design Challenge

A key challenge of interaction design, when understood from a broad perspective of
designing technologies that enhance interaction between people, is to find a mechanism
for cultural calibration. This concept refers to any technology that adjusts the contents
and tools that people use to communicate with each other, in an effort to answer their
culture-dependent preferences. From a theoretical viewpoint, it has connections with
semi-automatic content adaptation, contextualization, and localization activities (see
Table 1). However, it also does present distinguishing characteristics. Proceeding from
left to right, similarly to semi-automatic adaptation, the design concept of cultural
calibration highlights the possibility of providing suggestions on multimedia content
entries and layout characteristics, assisting online managers for the elaboration of
country-specific website editions. As for localization activities, one of the most
important variables taken into account in the design concept is culture-bound prefer-
ences of the reference audience. However, differently from this concept, cultural cal-
ibration considers all cultural markers on the same continuum, registering them as
quantifiable and comparable (yet different) elements. Hence, the focus is on creating
calibrated equivalences among cultures, rather than highlighting specificities. To
delimit the scope of the concept, it is key to clarify the aspect of culture taken into
consideration.

For the purpose of this study, in addition to Hofstede’s et al. (2010) definition
mentioned in the previous section, culture will be treated as a form of communication,
as for Hall and Hall’s (1990) theories, composed by specific preferences and markers.
Other anthropological and sociological aspects of the construct go beyond the scope of
this research. Following this logic, the concept of cultural calibration aims at expanding
the knowledge horizons of prospective tourists, by adjusting information on
culture-sensitive topics to make them more understandable. In this sense, it tackles the
problem of several personalization systems based on static user profiles, which prevent
visitors from exploring a wider information spectrum (Shukla et al. 2013). In relation
with the concept of contextualization, another design challenge is to include the pos-
sibility of presenting contents on destination websites according to the actual location

Table 1. Cultural calibration and related concepts

Cultural cali-
bration

Semi-auto-
matic adaptation

Localization
Contextualiza-

tion
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of online visitors. Indeed, a focus on visitor context, rather than visitor preferences,
may enhance the usefulness of the website throughout the tourist journey, from the
planning phase to the conclusion of the experience itself. Providing an overview on the
most important design challenges, a software for cultural calibration can be composed
by the following elements. The first and inner layer presents a database gathering
country-specific preferences in local destination websites for (i) design, (ii) visuals, and
(iii) textual contents – including word-clouds. The interpretations regarding differences
among countries will be done by applying major cross-cultural models (Minkov 2011,
p. 45). Differently from this one, the second layer can offer specific suggestions
regarding the elaboration of a country-specific website, from the choice of layout to the
granularity of textual content. For the elaboration of the design concept and its
implementation, explained in the next section, the present paper follows the overall
structure of the Information Systems (IS) research framework developed by
Hevner et al. (2004) (see Table 2). Briefly explained, Hevner et al. (2004) state that
researchers have to explore the relevant environment to discover the phenomenon of
interest. People, organizations, and technologies represent the main stakeholders for the
definition of business needs. After detecting one, design science aims at building
theories and artifacts, using the raw materials provided by the knowledge base to
satisfy the identified need (Hevner et al. 2004). Connecting it to the present paper, on
the one side, the relation between the design concept and the environment provides
relevance to the IS research and the possibility to test it against the real environment.
On the other side, the knowledge base provides rigorousness to the proposed design
concept for cultural calibration.

Table 2. information system research framework (Hevner et al. 2004)
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Throughout (and not only after) the co-design process with a group of stakeholders,
the design concept will be iteratively concretized, piloted with a set of subsequent
versions, and formatively evaluated. The latter can be done, for instance, via 30-minute
open-ended interviews with researchers in the eTourism domain, who have had col-
laborations with the industry. In this way, interviewees not only will be able to provide
precious insights regarding the knowledge base, but add their viewpoints on the
evolving environment. Further improvements to the design concept are presented in the
section dedicated to discussion and concluding remarks.

4 Design and Implementation

This section shows how content editors’ expectations, as described in Sect. 2, can be
transformed into a functional application that implements the ideas of cultural cali-
bration. To reach this goal, the present research employs the Design Science
(DS) approach, presented in the previous section, as a guide for the design process. DS
is particularly useful for tackling complex and even wicked problems of which the
integration of cultural calibration in eTourism is a good example, as shown in the
plethora of different and even contradictory perspectives of the literature review.

Rigor Cycle
DS forms a foundation for a constructive research-based activity that consists of three
interdependent cycles: relevance cycle, design cycle, and rigor cycle (Hevner et al.
2004). In the literature review, there is an overview of the contemporary state of
research regarding the aforementioned design problem from the viewpoints of the role
of culture in eTourism applications. In addition to that, there is also the presentation of
a set of technical solutions and opportunities going toward said direction. Hence, being
aware of the available knowledge and trends, the first iteration of the rigor cycle can be
considered as completed. Finally, the current paper contributes to the knowledge base
by a set of novel insights on how to build cultural calibration within eTourism
applications.

Relevance Cycle
For what regards business needs and the relevance cycle, the present research refers to
content editors’ viewpoint and requirements, with their motivation to support tourists
throughout the four stages of the travelling experience: (i) getting inspired, (ii) planning
the trip, (iii) travelling, and (iv) reflecting upon the experiences. Following the litera-
ture, a well-edited content maintains the balance of novelty and familiarity, or even
raises it to the level of creative tension, during the course of the four phases. Naturally,
the design task could also cover requirements other than those of content editors.
However, for the scope of the research, the present paper will limit its design and
analysis to this perspective.

Content editors might prefer the perspective of focus to contextualized contents,
because of their possibly biased ethnocentric viewpoint. Technically, focus-oriented
cultural calibration is simpler, because it can be built upon either a static database, based
on cultural markers, or mining the user patterns of online visitors from different cultures.
Focus-oriented cultural calibration resembles social navigation in ecommerce or
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eLearning applications, whose aim is to optimize users’ track to goals, determined by
services providers, in our case content editors. However, contextualizing the contents is
a customer-oriented approach and requires a more open attitude from content editors.
While they can employ metadata to attract visitors from a given culture to specific
contents, in principle all the edited content is freely accessible and semi-automatically
adapted or adaptable to any visitor, independently of their background. In this case,
technically more demanding than that of focus-oriented cultural calibration, visitors can
explore contents that are retrieved semi-automatically from, for instance, visitors’ travel
diary. Compared to focus-oriented cultural calibration, contextualized content uses
calibration that honors the individual preferences of the visitor. To summarize, while
focus-oriented cultural calibration is technically close to the static localization approach,
contextual content calls for semi-automatic adaptation where content is not given but
retrieved on-demand. Contextualization, as a dynamic approach, serves a visitor
on-the-move, for both focus orientation and contextual content.

The rigor loop highlighted the nested layers of culture as values, rituals, heroes, and
symbols (Hofstede et al. 2010). From the representation of data perspective, the level of
abstraction increases by each layer from the innermost (values) to the outmost one.
While values may be explicitly stated by a commonly agreed document of a given
culture, each member of a culture might have their own concrete navigation map based
on their value system. Values generate sets of rituals and behaviors, together with a
range of variations. Heroes and their behaviors represent the grand narratives of a
culture, as represented, for example, in sacred texts. Finally, easy-to-identify-and-
represent symbols seal heroes’ grand narratives. Thus, when a version of a cultural
calibration technology is taken to a real-life test in a given environment, to finish an
iteration of the relevance loop, it should be tested against all layers, as follows:

• The extent to which cultural calibration facilitates a constructive value dialogue
that promotes mutual understanding between tourists and the culture they are
experiencing;

• The extent to which cultural calibration allows the tourist to identify, accept, and
interpret rituals and, more broadly, culture-dependent behaviors;

• The extent to which cultural calibration translates between the grand narratives of
tourists’ own and visited culture; and helps identify traces of those within what they
observe;

• The extent to which cultural calibration recognizes and maps symbols of the visited
environment onto the tourists’ own system of symbols.

While testing cultural calibration technology against the layers, it must be reminded
that a functional solution promotes creative tension rather than boring balance between
tourists and hosting culture.

Design Cycle
The implementation of cultural calibration is performed in the design loop, by applying
agile methods for fast prototyping. Table 3 shows the technologies that can be used to
build cultural calibration for different layers of culture. For a value dialogue, focus
oriented cultural calibration warns of differing values between tourists’ culture and
visited one. Contextualized contents needs to calibrate visitors’ own values onto the
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ethical spectrum of the visited culture by making use of stories characterized by eth-
ically sensitive contents. Such activity requires advanced human language technolo-
gies. For what regards interpreting behaviors, focus orientation guides tourists to
experience activities allowed by their culture. For contextualized contents, various
match making technologies can help tourists explore and find attractive activities. As of
(grand) narratives, cultural calibration can either – leading tourists to determined goals
– summarize narratives or – for more explorative tourists – embed them with a foreign
narrative. Addressing the symbolic layer, superficial cultural calibration helps screen
symbols in an alien milieu, whereas contextual calibration maps between new and
known symbols.

Besides standard database solutions, various adaptation and data mining techniques
can be used for the implementation of focus-oriented cultural calibration. Whereas,
contextualized contents require text mining and digital story telling tools for cultural
calibration. Finally, each iteration in the design loop requires a light (but systematic)
and well planned evaluation. Such activity can be performed by organizing a focus
group that represents content editors and addressed tourists from diverse cultural
settings.

5 Discussion and Concluding Remarks

Far from being a mere tool for content editing, a cultural calibration software for the
tourism domain presents implications for both researchers and practitioners. From a
theoretical viewpoint, calling for a variety of approaches, the design concept presented
in this paper goes well beyond the traditional solutions of semi-automatic adaptation,
localization, and contextualization that are commonly used to tailor online communi-
cation in the tourism realm. In this sense, the concept of cultural calibration aims at
sustaining a tension between novelty and familiarity in the DMO’s website throughout
the tourism experience. Rather than being interpreted in a negative sense, such state is
meant to promote creativity while experiencing the destination/s. More specifically,
instead of confirming stereotypes and pre-conceived ideas regarding the hosting cul-
ture, a software for cultural calibration aims at enriching the quality of the experience
by tailoring website multimedia and textual contents to pursue the following objectives:
(i) promoting value dialogues in terms of mutual understanding; (ii) enhancing iden-
tification and interpretation of rituals of the hosting culture; (iii) increasing the
understanding of local narratives; (iv) and providing support for the recognition and

Table 3. Technologies for building cultural calibration for different cultural layers

Focus orientation Contextual contents

Values Early warning systems Ethically contextualized stories
Behaviors Guidance to culturally acceptable

activities
Match making

Narratives Adaptive summarizing grand
narratives

Embedding visitors in non-familiar grand
narratives

Symbols Symbol screening Symbol mining
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interpretation of symbols at the destination/s. Taking the third (iii) point as an example,
a country-specific edition of a NTO’s website may provide information regarding a
local celebrity or hero by leveraging on certain common historic threads that already
exist between the reference audience and the hosting country. In this way, also aiming
at stimulating the curiosity of online visitors before visiting the destination. From a
managerial viewpoint, a software for cultural calibration can work as a plug-in to be
installed into an existing computer program for content editing, thus providing clear
guidelines to website managers regarding culturally calibrated multimedia and textual
contents to improve the communication toward a specific audience throughout the
tourism experience.

The authors of this research have devised a concept of cultural calibration to be
utilized within eTourism application development and a scheme to design implemen-
tations of cultural calibration. The study shows that the design concept of a platform
that allows content editors of tourism website to create culturally calibrated contents
requires a tight co-design effort from a diverse team of experts and stakeholders.
Cultural calibration can be understood also from the viewpoint of a tourist as a content
provider, located in the intersection of their own culture (possibly physically remote)
and the culturally novel environment they are visiting at the time of the authoring. Such
aspect is becoming increasingly relevant at the time of tourist bloggers. Moreover,
sharing economy aspects are winning ground also in tourism. Traditional expert culture
is transforming towards a culture of collaboration, where it is extremely challenging to
differentiate between an expert, or a content editor, and a layman, or an information
consumer. In this case, sharing economy would require cultural calibration between
those that co-author or co-experience a given tourism site.
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