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Abstract: Glaciers are attracting increasing attention in the context of climate change, and glacier
tourism has also become a popular tourist product. However, few studies have been conducted
concerning the image of glacier tourism destinations. To address this gap in the literature, in this
study, we extracted destination images from 138,709 visitor reviews of 107 glacier tourism destinations
on TripAdvisor using latent Dirichlet allocation (LDA) topic modeling, identified destination image
characteristics using salience—valence analysis (SVA), and analyzed the differences in glacier tourism
destination image characteristics across seasons and regions. According to the findings, the image of
a glacier tourism destination consists of 14 dimensions and 53 attributes, with landscapes and specific
activities representing the core image and viewing location and necessity representing the unique
image. We identified significant seasonal and regional differences in the image of glacier tourism
destinations. Finally, we discussed the unique image of glacier tourism destinations, the reasons for
differences in the images, and the characteristics of different glacier tourism regions. This research
could assist in the scientific management of their core images by glacier tourism destinations, as well
as in the rational selection of destinations and travel timing by glacier tourists.

Keywords: glacier tourism; perceived destination image; destination image uniqueness; user-generated
content; online reviews; TripAdvisor; latent Dirichlet allocation; salience—valence analysis;
destination management

1. Introduction

Mountains are among the most popular destinations for tourists, with their spectacular
landscapes, majestic views, and unique and comfortable valleys [1]. Although nature,
wilderness, topography, remoteness, and climate limit the development of mountain areas,
these features also represent the strengths of mountain tourism [2]. Mountain tourism
is growing at an unprecedented rate, playing an important role in the global tourism
landscape as an obvious means of achieving sustainable development in mountain areas [3]
and is considered an important tool for local economic development and environmental
management [4].

Glacier tourism in general is a subcategory of mountain tourism and plays an impor-
tant role in creating mountain landscapes and enhancing the connotation and visibility
of mountain tourism [5]. Glacier tourism has become one of the most popular tourism
projects worldwide, creating considerable value for tourists and local communities alike.
The distinctive landscape and artistic features of glaciers are perceived to provide aesthetic
value to tourists [6], and the evidence provided by glaciers with regard to climate change
makes glacier tourism extremely valuable with respect environmental education and pop-
ular science [7]. The value of glacier tourism has drawn a sizable influx of visitors. The
world’s most famous glacier tourism destinations include the Alps [8], New Zealand’s west
coast [9], Canada’s Columbia Icefields [10], China’s Greater Shangri—La [11], and others,
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with more than one million people visiting these locations each year. The arrival of tourists
brings enormous economic value to local communities. More than USD 81 million each
year is directly contributed to the economy by tourism associated with glaciers in New
Zealand [12], and benefits with a value of more than USD 71 million were generated by
tourism to China’s Jade Dragon Snow Mountain in 2016 [13]. Furthermore, glacier tourism
provides employment for local residents [14], and the building of related facilities may
provide some indirect economic advantages to local communities [15].

However, today’s mountain tourism is being hit by climate change and the COVID
pandemic. Because mountain tourist infrastructure and activities rely on alpine tempera-
ture, topography, beauty, and seasonal cycles, climate change is having and will continue to
have an impact on both current and future tourism growth in mountain regions, with con-
sequences for residents in tourism—dependent mountain communities [16]. The booming
glacier tourism industry has been negatively affected by the ongoing retreat of glaciers as
the climate warms [17]. Melting glaciers will degrade the quality of the glacial scenery [11],
increase the risk of rockfall during tourism activities [18], impair the tourist experience, and
decrease the number of tourists visiting glaciers. Between 2003 and 2009, the number of
visitors to Norway’s Jostedalsbreen National Park decreased by 38%. The primary causes
of this reduction were changes in glacier morphology and accessibility [19]. Another group
of academics believes that although climate change has accelerated the melting of glaciers,
it has also increased new glacier tourism opportunities and visitor motivation to engage in
“last chance tourism (LCT)” [20-22], which encourages tourists to experience this type of
tourism before it is endangered [23], increasing the number of tourists. In addition, despite
the considerable negative impact of the COVID pandemic on tourism, the therapeutic
effects of natural landscapes could bring more opportunities for tourism in a post—COVID
era [24]. Therefore, glacier tourism may remain popular over the coming decades or even
reach a new peak of development.

In this context, glacier tourism destination management is particularly significant.
The destination is the core of tourism [25], and the management of the destination is an
important factor affecting the development of glacier tourism [26]. Scientific manage-
ment of tourism destinations can assist with adaptation to the negative effects of climate
change [27], increase visitor satisfaction, and promote regional economic development.
However, the majority of existing research on glacier tourist destination management has
focused on climate change adaptation [8,28,29], suggesting that glacier tourism destina-
tions should adopt adaptive measures, such as management changes, developing new
activities, enhancing educational activities, and changing the seasonality and spatiality
of activities [5,27]. Such adaptive management measures represent a long—term strategy
oriented toward climate change, with the goal of achieving sustainable development of
glacier tourism. In contrast, the core image represents the main attraction of a glacier
tourism destination and is the main factor influencing the glacier tourism experience of
tourists. Targeting the needs of tourists and improving their satisfaction by improving the
core image of the destination is perhaps more effective in the short term. Destination image
is critical for destination management decisions and positioning [30]. Destination image
creates brand value, is a crucial competitive asset [31], and is a powerful management
tool for tourism [32]. Understanding the image of a destination helps tourism operators to
attract more visitors and predict their behavioral intentions [33]. Therefore, identifying the
image of glacier tourism destinations from the perspective of tourists is important for the
management of glacier tourism destinations. However, few studies have been conducted
concerning the experience of tourists at glacier tourist destinations and their perception of
the image of the destination.

Currently, there are two main paradigms for tourism destination image research: struc-
tured and unstructured [34]. The structured paradigm refers to researchers’ attempt to
construct a framework for a destination image based on relevant theories, under which
subimages can be divided, mainly by means of structured questionnaires. The unstruc-
tured paradigm involves distilling and summarizing the respondents’ free descriptions of
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destination image to capture the destination image. Early destination image studies relied

mostly on structured questionnaire and interview data, but with the development of the

Internet, user-generated content (UGC) has proliferated, causing not only a paradigm shift

from structured to unstructured destination image studies, but also in traveler-generated

content (TGC), the data sources for destination image studies experienced a shift from
travel blogs to online travel reviews [35]. Thus, online travel reviews (OTR) based on social
media has become an important data source for destination image research.

Therefore, in this study we extracted images of glacier tourism destination and an-
alyzed the differences in their characteristics based on tourist reviews of glacier tourism
locations on TripAdvisor. Specifically, we wanted to achieve the following research objec-
tives (ROs):

1.  The creation of an overall image of global glacier tourism destinations. Reviews of
glacier tourism destinations were aggregated by country, and the potential image
themes of glacier tourism locations in these countries were extracted separately and
finally combined to form the overall image of global glacier tourism locations.

2. Core image recognition of tourist destinations with glaciers. Features of the glacier
tourist destination’s image were analyzed using the significance and positivity of the
destination image as indicators.

3. An analysis of the image characteristics (indicating the degree of importance and
positivity of the image) of glacier tourism destinations in various seasons. Reviews of
glacier tourism destinations were gathered by season, and the destination images in
different seasons were extracted.

4. Ananalysis of the image characteristics of glacier tourism destinations in various re-
gions. The glacier tourist destinations were divided into six regions—North America,
South America, Nordic, the Alps, the Qinghai-Tibet Plateau, and New Zealand—and
the destination images were extracted for each region.

This study, on the one hand, closes a research gap concerning the image of glacier
tourism destinations and, on the other hand, may assist agencies managing glacier tourism
destinations to better understand the perceptions and experiences of visitors and therefore
make better management decisions. In addition, the reported results may assist travelers in
making trip decisions according to how closely their preferences match the image of glacial
tourism destinations.

2. Key Concepts and Definitions
2.1. Glacier Tourism and the Glacier Tourism Destination

Glacier tourism arose with pilgrimage, expedition, and mountaineering in the 18th
century; developed in the 20th century with mass tourism; and has been popular since
the 1980s with leisure and experiential tourism activities. There is currently no accepted
definition of glacier tourism due to the differing disciplinary backgrounds and research
objectives of scholars engaged in research in this field. Pralong and Reynard describe
glacier tourism as a synthesis of several types of tourism in glacier areas, such as geology
tourism, mountain tourism, and adventure tourism [36]. Liu et al. define glacier tourism
simply as tourism activities such as sightseeing, scientific research, exploration, and popular
science education that take place in a glacier area [37]. According to Wang et al., glacier
tourism refers to alpine tourist experiences or activities for which glacier resources or
glacial relics represent the primary attraction [38]. Purdie expands the scope of glacier
tourism by stating that in addition to activities that take place on a glacier, glacier tourism
also includes activities that take place in adjacent areas, such as on glacial lakes, glacier
inlets, or fjords [9]. Although a uniform understanding of glacier tourism has not yet
been established, it is evident that it consists of glacier tourism resources and glacier
tourism activities. A tourist destination is a location with unique natural or manmade
features that attract non—native tourists to experience a variety of activities [39]. Therefore,
unlike the concept of glacier tourism, the glacier tourism destination consists of glacier
tourism resources, tourism infrastructure, service communities, transportation access, etc.
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It is located close to the natural body of the glacier and within its surrounding extended
area [40]. Glacier tourism destinations can be regarded as market—oriented multifunctional
carriers based on glacier resources.

2.2. Tourism Destination Image

A tourism destination image is described as the totality of the impressions, feelings, and
beliefs of tourists about a destination [41]. It starts to take shape before tourists arrive, and
the visitor’s experience will cause their image of the destination to evolve dynamically [35].
Echtner and Ritchie construct the destination image using three axes: functional-psychological,
common-unique, and attribute-holistic, and propose a combination of standardized mea-
sures and open—ended questions to generate the destination image [34]. Gartner suggests
that a destination image comprises three parts: cognitive, affective, and conative [42]; this
definition has been widely accepted by tourism researchers [43,44]. The cognitive image
is constructed in the tourist’s mind based on facts about the destination and is the sum
of what the individual knows or believes about the destination [45]. The affective image
refers to the individual’s emotional responses or appraisals, which reflect their feelings
about the destination [46], and the identification of an emotional image helps tourists to
pursue benefits that match the emotions associated with the destination, thus creating a
more positive image of the destination [47]. Conative image is the motivation, preference,
or behavioral intention of the visitor after being influenced by cognitive and emotional
images [48]. Therefore, destination image theory proposes that cognitive and affective
images represent an individual’s subjective associations or impressions about the attributes
of a destination [42], and the conative image depicts the individual’s own idealized and
desired future condition [49].

In summary, in this paper, we define the destination image of glacier tourism as
the impressions, feelings, and behavioral intentions of tourists toward glacier tourism
resources and activities, tourism infrastructure, and other elements. It includes cognitive
images consisting of the glacier landscape, glacier activities, tourism transportation, tourism
services, etc.; affective images consisting of excitement, enjoyment, worthiness, etc.; and
conative images consisting of behaviors, such as willingness to recommend or revisit glacier
tourism locations.

3. Data and Methodology
3.1. Data Sources

The data used in this study were derived from glacier visitor online review data
from TripAdvisor. Depending on the source of information, the medium of destination
image formation can be divided into induced (emanating from the destination promoters),
organic (transmitted between individuals), and autonomous (produced independently
of the previous categories) [42]. Organic agents include, along with the experience itself,
the opinion of users and consumers that spreads through word—of—mouth marketing
(WoM) in conversations with relatives, friends, colleagues, or acquaintances [35]. As a
form of electronic word—of—mouth, online reviews contain a mixture of facts, opinions,
impressions, emotions, etc., published and disseminated to others by travelers [50], which
can influence the decision making of consumers and managers [51,52]. Consumers are
more likely to trust online consumer evaluations than information provided by the operator
because the former may contain important details that the latter is reluctant to make
public [53]. Furthermore, TripAdvisor, as one of the world’s top travel service platforms, is
involved in travel marketplaces in a variety of nations and languages. In February 2022,
the platform’s official website reported that it had amassed one billion online comments
and opinions. In addition, TripAdvisor protects its reputation by preventing bogus reviews
via a regulatory system, has established a certain level of credibility and user trust in the
sector, and has become a crucial database for researchers [54,55].
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3.2. Data Collection

Some research has offered pertinent listings for locations worldwide that are popular
for glacier tourism. We combined these listings and searched on the TripAdvisor website
using the keywords “glacier” and “snow mountain.” Following the consolidation of some
of the retrieved projects, such as “Mendenhall Glacier” and “Mendenhall Glacier Visitor
Center,” a total of 107 glacier tourism destinations (Figure 1) from 16 countries (Table 1)
were ultimately discovered. Using a Python crawler that we created, in June 2022, we auto-
matically crawled 138,709 glacier visitor reviews. The fields that were crawled contained
“username”, “hometown”, “comments”, “date”, and “score”. The earliest review in this set
was posted in July 2003, and the most recent was posted in June 2022. Our dataset includes
English, Spanish, Portuguese, Chinese, German, and other languages and was uniformly
converted to English by calling the Google Translate APL

Glacier 3000, CH, 476. Marmolada, IT, 550.

Dachstein glacier, AT, 225.

Crowfoot Glacier, CA, 79.
Peyto Lake, CA, 2423.

Athabasca Glacier, CA, 757.
Mt Edith Cavell, CA, 555.
Angel Glacier, CA,76.
Mount Rainier, US, 2097.
Joffre Lakes, US, 384.

Columbia Icefield, CA, 8997.

St. Mary Glacier, US, 371.
Jackson Glacier, US, 73.
Grinnell Glacier, US, 1107.
Hidden Lake, US, 660.
Iceberg Lake, US, 530.
Plain of Six Glaciers, CA, 321.

Val Roseg, CH, 186.
Aiguille du Midi, FR, 7839.
Glacier des Bossons, FR, 317.
Les 2 Alpes, FR, 1546.
Les Grands Montets, FR, 390.
Mont Blanc, FR, 1401.
Vallee Blanche, FR, 388.

Gornergrat, CH, 3897.
Jungfrau, CH, 2774.
Matterhorn, CH, 5885.

Mount Titlis, CH, 2472.
Rhone Glacier, CH, 236.

Morteratsch Glacier, CH, 365.

Saas-Fee Ski Resort, CH, 363

Passo del Tonale Ski Resort,
1T, 229.

Plateau Rosa, IT, 98.
Zugspitze, DE, 3334.
Aletsch Glacier, CH, 347.
Diavolezza, CH, 392
Fiesch-Eggishorn, CH. 73.

Garibaldi Lake, CA, 149.
Salmon Glacier, CA, 99.
Sawyer Glacier, US, 2847.
Mendenhall Glacier, US,
8773.

Glacier Bay, US, 1260.

Hubbard Glacier, US, 1358.
Rock Glacier, CA, 110.

Columbia Glacier, US, 201.
Prince William Sound, US,
433.

Worthington Glacier, US, 421.

Matanuska Glacier, US, 459.
Portage Glacier, US, 1306.
Bear Glacier, US, 90.
Exit Glacier, US, 2559.
Holgate Glacier, US, 243.
Grewingk Glacier, US, 174.

Grossglockner, AT, 459.
Hintertux Glacier, AT, 569.
Kaunertaler Gletscher, AT, 93.
Kitzsteinhorn, AT, 1264,
Natur Eis Palast, AT, 243.
Pitztaler Gletscher Ski Resort,
AT, 136.

Stubaier Gletscher, AT, 1272.
Tiefenbachbahn, AT, 58.

Hailuogou Glacier, CN, 223.
Yulong (Jade Dragon)
Mountain, CN, 841.
Meili Snow Mountain, CN, 133.
Chandanwari, IN, 710.
Sonamarg, IN, 1100.
Thajiwas Glacier, IN, 216.
Gokyo Lakes, NP,93.

Aoraki Mt Cook, NZL, 1123.
Fox Glacier, NZL, 951.
Franz Josef Glacier, NZL, 2997.
Mueller Glacier lake, NZL, 899.
Tasman Glacier, NZL, 72.

Viedma Glacier, AR, 88.
Cerro Tronador, CL, 4219.
Channel of Last Hope CL, 153.
Glaciar Exploradores, CL, 170.
Glacier Grey, CL, 1996.
Laguna San Rafael, CL, 240.
Pastoruri Glacier, PE,693.

.Laguna de los Tres, AR, 587.

Laguna Torre, AR, 1227.
Onelli Glacier, AR, 86.
Perito Moreno Glacier, AR,
20647.

Upsala Glacier, AR, 3018.
Ventisquero Negro, AR, 321.

Cerro Fitz Roy, AR, 2210.
Glaciar Huemul, AR, 470.
Glaciar Piedras Blancas, AR, 137.
Glaciar Spegazzini, AR, 931.
Glaciar Vinciguerra, AR, 171.
Glacier Martial, AR, 3450.
Lago Argentino, AR, 3826.

Skaftafell Glacier, IS, 841.
Snaefellsjokull glacier, IS, 227.
Solheimajokull Glacier, IS, 525.

Svinafell Glacier, 1S, 140.

Vatnajokull Glacier, IS, 155.

Briksdal Glacier, NO, 686.
Buarbreen, NO, 79.
Galdhopiggen, NO, 147.
Nigardsbreen Glacier, NO, 196.
Fellsfjara, IS, 438.
Fjallsarlon Iceberg Lagoon, IS,
164.

Glacier Lagoon, IS, 3947.
Langjokull Glacier, IS, 90.
Myrdalsjokull Glacier, 1S, 287.

Figure 1. Location of the glacier tourist attractions. (The boxes indicate the name of the glacier,
the abbreviation of the country, and the number of comments from visitors. Data from https:

/ /www.tripadvisor.com/ (accessed on 12 June 2022)).

Table 1. Descriptive statistics of collected glacier travel reviews.

Country Ati\rI:c.t(i)(fns Reviews Percentage Country Attl\rI:ét(i)cfns Reviews Percentage
Argentina 14 37,169 26.80% India 3 2026 1.46%
Austria 9 4319 3.11% Italy 3 877 0.63%
Canada 10 13,566 9.78% Nepal 1 93 0.07%
Chile 5 6778 4.89% New Zealand 5 6042 4.36%
China 3 1197 0.86% Norway 4 1108 0.80%
France 6 11,881 8.57% Peru 1 693 0.50%
Germany 1 3334 2.40% Switzerland 12 17,466 12.59%
Iceland 10 6814 4.91% United States 20 25,346 18.27%
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3.3. Data Preprocessing

The text data produced by user comments are unstructured and contain a lot of noisy
information, which may seriously interfere with the results when used directly [56]. There-
fore, data preprocessing has become a fundamental step in text data analysis [44,57,58]. In
this study, the NLTK package in Python was selected for data preprocessing, comprising
a set of text processing packages for classification, tokenization, stemming, parsing, and
semantic reasoning. First, all text is converted to lowercase, and special punctuation is re-
moved. Secondly, word splitting and loading of stop words were performed. Then, the text
stop words were set, in addition to generic words such as “is”, “it”, “that”, etc. In addition,
the names of some glacier tourist places, such as “Zugspitze”, “Mendenhall”, etc., were
deactivated. Finally, POS filtering and word stemming were performed. Figure 2 shows
the process for achieving the research objectives.

Data collection Data pre-processing Image extraction

lower caseization

stop words
POS filtering
stemming

TripAdvisor reviews special punctuation Latent Dirichlet
i i word splittin
& of glacier tourist [ — 5 pltling _— eea)ul Allocation

Salience-valence analysis

(....0 Identify of image

) importance and
l t)ﬂ reviews 2
emotion

Autumn [=] [ |
]
Summer
Spring winter = B g
]
Regional comparison Season comparison Dimensional salience-valence

analysis
Figure 2. Research process.

3.4. LDA Topic Model

Latent Dirichlet allocation (LDA) is a generative probabilistic model used to process
text data, representing text as a random mixture of potential topics in which each topic is
characterized by a distribution of words [59]. The use of the LDA topic model can allow
potential topics to be discovered from a large amount of unstructured textual big data [60],
which helped us to construct an image of glacier tourism destinations in the world. These
potential topics need to be named, usually with reference to the few words with the highest
probability within the topic, as performed by one researcher and determined by another
researcher. Figure 3 presents a graphical representation of LDA adapted from Blei et al. [59].
In the figure, & denotes the Dirichlet distribution of the first document topic, from which
the topic distribution of document 0 (polynomial distribution) is obtained, and from 0, a
series of topics (z) can be derived. 3 denotes the topic-word Dirichlet distribution, and the
word distribution (¢) (polynomial distribution) corresponding to topic z is generated by
sampling from 3. Finally, the words (w) are generated by combining z and ¢. One word is
extracted from each topic, and these words are connected to obtain a document. This is
repeated several times, generating a large number of documents in the corpus. Finally, it is
compared with the original document to determine the best way to distribute the points of
the Dirichlet distribution.
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Image Valence
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Figure 3. Graphical model representation of LDA.

The scikit—learn library in Python makes it easy to implement LDA modeling. How-
ever, it is first necessary to determine the values of the four main parameters: alpha, beta,
n_topics, and n_iter (number of iterations). The corpus—Ilevel hyperparameters alpha (o)
and beta () directly affect the LDA results, with smaller alpha values implying fewer
dimensions per comment and smaller beta values resulting in fewer words per dimen-
sion [58]. Perplexity represents the uncertainty of the trained model with respect to which
topic a document (d) belongs; the lower the perplexity, the more effective the model [52].
Therefore, in this study, perplexity was chosen as the basis for determining the values of the
alpha, beta, and n_topic parameters. With reference to the experience of the Taecharungroj
study, the alpha was set between 1 and 0.1, and the beta was set between 0.1, 0.01, and
0.001 [58]. When constructing the overall image of global glacier tourist locations (RO1)
and determining the topic number, on the one hand, we required more theme numbers to
ensure a more comprehensive extracted image, but on the other hand, we required a lower
perplexity level. We ultimately set the number of topics to 5 when the visitor had posted
fewer than 1000 comments. When the visitor had posted more than 1000 comments, the
number of topics was set to 11. For the number of topics in RO3 and RO4, the number of
topics with the lowest confusion was selected. In addition, alpha was set to 1, and beta was
set to 0.1 for the lowest perplexity, and n_iter was taken to be 2000 to ensure convergence
of results.

3.5. Salience—Valence Analysis

To achieve RO2, in this study, we used the diagnostic tool salience—valence analysis
(SVA) developed by Taecharungroj et al. to identify the importance and emotional color
(positive or negative) of each image [57], where salience is expressed as the total number of
visitor reviews for the image, and valence is expressed as:

= (5 bubble reviews — Others bubble reviews)/(Total reviews of the image) (1)

Although TripAdvisor officially states that 5—bubble reviews from visitors indicate
excellence and 3—bubble reviews are the average, the average score for all reviews in this
study was 4.68. We observed that when tourists give a rating of fewer than 5—bubbles,
it means that the tourist destination has at least some factors that make tourists feel
dissatisfied. Therefore, in this study, we set reviews with 5—bubble ratings as “above
average” reviews and all the other levels as “below average” reviews.

4. Findings
4.1. Overall Image of the Glacier Tourist Destination

Images of glacier tourism destinations (Appendix A, Table A1) in 16 countries were
extracted using the LDA model and aggregated to obtain a global glacier tourism desti-
nation image system consisting of 14 dimensions and 53 attributes (Table 2). Among the
14 dimensions, the landscape dimension was dominated by attributes such as mountain,
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landscape, glacier, ice, and glacial lake. The specific activities of glacier tourism included hiking,
skiing, cruising, and helicopter sightseeing. The most important means of transportation for
glacier tourism are cable cars, boats, and trains. Whale, bear, and seal were the main animals
encountered during glacier tours. The most important infrastructure items were roads and
visitor centers. Landscape features included color and magnificence. The price image was
mainly described in terms of tickets. The tourism environment included accessibility and
weather/climate. Viewing locations were specifically represented as viewpoints and viewing
platforms where visitors could take photographs. People and food were used as separate
dimensions and attributes, with people mainly indicating the atmosphere among visitors
and the type of companions. The visitor experience was mainly expressed in terms of
worthwhile, enjoyable, and kindness. Glacier tourism necessities included water and an oxy-
gen tank. The other attributes were results that were difficult to interpret, had little relevance,
or were modeled randomly or incorrectly. Appendix A Table A2 shows the image of glacier
tourism destinations in the attribute dimension and their main topic words.

Table 2. Results of overall destination images.

Dimension Percentage Attribute Percentage Dimension Percentage Attribute Percentage
Ice 3.70% Road 6.26%
Ice Field 1.19% Piste 0.13%
Glacier 4.41% o Skywalk 1.08%
Snow 1.99% Local Infrastructure 13.99% Visitor Center 5.02%
Landscapes 30.83% Mountain 7.74% Restaurant 1.46%
Glacier Lake 2.26% Parking 0.04%
Valley 0.33% Color 1.98%
Waterfall 2.40% Sound 0.36%
Landscape 6.81% Landscape Features 4.37% Altitude 0.17%
Hike 8.81% Slope 0.53%
Ski 2.84% Magnificent 1.33%
Self—Driving Tour 0.91% . o Price 0.09%
Soecific Activit 18.40% Climb 0.83% Price 0-93% Ticket 0.84%
P y =07 Ride Horse 0.15% Accessibility 4.59%
Cruise 2.17% Travel Envi 3.00% Weather/Climate 2.64%
Helicopter Sightseeing 1.90% ravel Environment U Season 0.55%
Adventure 0.79% Crowdedness 0.22%
Cable Car 3.64% S . o Viewpoint 2.29%
Bus 0.84% Viewing Location 2.93% Viewing Platform 0.64%
. Troll Car 0.08% People 2.23% People 2.23%
Transportation 10.05% Train 1.84% Experience 0.71% Worthwhile 0.45%
Boat 3.54% Kindness 0.10%
Sledge 0.11% Necessity 1.30% Enjoyable 0.16%
Seal 0.35% Water 1.23%
Animals 3.37% Whale 2.01% Oxygen Tank 0.07%
Bear 101% Other 0-30% Other 0.30%
Food 2.59% Food 2.59%

Figure 4 intuitively shows the salience—valence analysis at the dimension level of the
glacier tourist destination image. Figure 4 shows that the landscape is the most salient
(30.83%) and valent (0.63) image associated with glacier tourism locations, vastly outnum-
bering other images, showing that the landscape of glacier tourism destinations is the most
popular factor for tourists. The salience of specific activities (18.4%), infrastructure (13.99%),
transportation (10.05%), and tourism environment (8%) were also prominent and contained
many types of secondary attributes, which have a significant impact on glacier tourism.
Although the infrastructure salience was high, its valence (0.45) was lower than the overall
average, and building and maintaining improved infrastructure is a common challenge for
glacier tourism destinations. Among the other images in the dimension of glacier tourism,
animal salience (3.37%) was not high, although its valence (0.73) was the highest, showing
that it is a major highlight of glacier tourism. Conversely, price had a low salience (0.93%)
and the lowest valence (0.31). As one Australian tourist commented on Zugspitze in March
2018: “The view from the gondola is fantastic, but unfortunately the price—performance
ratio is not right at all”. Therefore, although the gorgeous landscape of glacier tourism can
provide a high—efficiency valence to tourists, the negative feelings induced by expensive
pricing must also be considered.
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Figure 4. Dimensional salience-valence analysis.

Figure 5 shows the attribute—level valence of the image of glacier tourism destinations,
with high attribute valence including seal (0.88), ice (0.77), whale (0.75), glacier (0.67), cruising
(0.65), color (0.65), and water (0.62). On the other hand, the attributes of price (—0.38), sled-
ding (—0.22), skywalk (—0.21), and enjoyed (0.02) had lower valence. Among the attributes,
although the infrastructure valence at the dimensional level was low, the valence of vis-
itor center (0.53) and parking lot (0.59) was high. Visitor centers are important in glacier
tourism for provision of information on glacier mechanisms and glacier recession [61], thus
deepening the experience of glacier tourism for tourists. For example, a visitor from Texas,
USA, commented in August 2018 on the Exit Glacier visitor center: “The park visitor center
is great and it is important to learn about the history and how our planet is changing”.
Another visitor commented: “If you are in the area, spare a day to drive to the glacier and
hike to the terminus. The visitor center at the beginning of the hike is small and throws
light on how the glacier has been retreating over the past few decades. The initial hike path
is paved and has signs that show where the glacier terminus was and how it moved back”.
As a result, visitor centers play an important role in educating visitors about science and
encouraging environmentally friendly behavior.

4.2. Seasonal Difference Analysis of GTD Image

Figure 6 shows the tree heat map of the image of glacier tourism destinations con-
taining three types of information: season, dimensional image, and attribute image. The
color indicates valence, and the block area indicates salience (i.e., the number of comments
accounted for). As shown in Figure 6, the average valence of the four seasons did not
differ significantly, with valence scores in the range of 0.52-0.56. However, summer (58,774)
had a substantially higher importance score than autumn (35,952), spring (25,038), and
winter (18,945), indicating that summer is still the peak season for glacier tourism locations,
although glacier scenery is more impressive in the winter. Appendix A Table A3 shows the
specific values of the seasonal image of glacier tourism destinations.
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Figure 6. Seasonal differences in the image of glacier tourism destinations.

In terms of image categories, the landscape categories did not vary considerably and
were mainly dominated by mountains, glaciers, and glacial lakes. Specific activities featured
in each of the four seasons, with self —driving and cruising activities occurring primarily
in the summer and fall, whereas skiing occurred only in the winter and spring, and hiking
occurred in all four seasons as the core glacier tourism excursion. In addition, images such
as roads, cable cars, prices, and weather/climate were also common to all seasons. Weather
can have a direct impact on glacier tour operations, with overcast and foggy circumstances
restricting visibility and accessibility to the glacier and affecting glacier tour activities, such
as helicopter tours and hikes [62] and therefore valued by visitors regardless of the season.
Accessibility is an image that was unique to summer. In the context of climate change, global
glacier melting has accelerated, often forming large crevasses or producing disasters, such
as ice avalanches and rockfalls, making glaciers difficult to access [63]. Rising temperatures
in summer cause rapid melting of glaciers and increased tourism instability, which in turn
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complicates tourist access to glaciers [64]; therefore, the image of accessibility occurred
mainly in summer.

In terms of image valence, although there was little difference in the average valence
of the four seasons, the valence characteristics of its internal dimensions and attributes
were significant. The image of the winter landscape (0.69) had significantly higher validity
than the other seasons, and winter and spring prices were more acceptable to visitors than
those in the summer and fall. Although skiing activities are only present in winter and
spring, visitors did not seem to be satisfied with them, in contrast to hiking and cruising,
for which the valence was consistently higher. The experience of emotional image (0.74) was
the highest—valence attribute in summer, indicating that tourists were highly satisfied with
the overall experience of glacier tourism in summer.

4.3. Regional Difference Analysis of GTD Image

Figure 7 shows the regional image of the glacier tourism destination consisting of
three types of information: region, dimensional image, and attribute image. The color
indicates the valence, and the number indicates the salience (number of comments). In
terms of the inner ring, which indicates the overall valence and salience of the image of
the region, the three regions of North America, South America, and the Alps had the most
reviews, accounting for roughly 87.5% of total reviews, showing that these three areas are
the world’s top glacier tourism destinations. In terms of image valence, the Nordic (0.65)
and South American (0.63) regions were the highest, followed by the North American
(0.53) and Alpine (0.52) regions, whereas the New Zealand (0.31) and Tibetan Plateau (0.06)
regions had the lowest valence. In terms of attribute image categories, North American
(18 categories) and South American (17 categories) regions had the most attribute categories
and were comprehensive glacier tourism destinations. In contrast, the New Zealand and
Tibetan Plateau regions had only 11 categories of attributes, and their glacier tourism
functions and elements were more singular. Appendix A Table A4 shows the specific
values of the regional image of glacier tourism destinations.
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Figure 7. Regional differences in the image of glacier tourism destinations.
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For the central ring, which reflects the dimension image of the region, the South
American region was most popular for its travel environment, landscape features, and
viewing locations, and its landscape and specific activities were most significant, although
visitors had a relatively poor impression of its infrastructure. The strength of the image
of the North American region lay in its specific activities and landscapes, which were the
main image of its glacier tourism destinations and which were highly valued and widely
recognized by tourists. Conversely, the high price of glacier tourism in North America was
one of its few criticisms. The Nordic region won over visitors with its superb landscapes,
and the viewing locations and infrastructure were equally popular with visitors, although
they did not rate specific activities, which were relatively few and not easy to access. The
Alpine region had the highest landscape, viewing location, and experience validity, as well
as higher price satisfaction compared to other regions. The Qinghai-Tibet Plateau region
had the lowest image valence of all the regions, with price (—0.11), tourism environment
(—0.07), and transportation (—0.04) having the worst image and only the scenic location
(0.47) having a slightly better image, whereas the rest of the image valence was negative
or close to zero. The landscape and specific activities in the New Zealand region were
relatively more popular with tourists but also had less valence than in other regions.

Finally, the outer ring reflects the image of a region’s attributes. With regard to
attributes under the landscape dimension, the naturalness of the landscape in the South
American region (0.76) was the most prominent; North America was the most popular
for glaciers (0.73); Northern Europe, as the region with the highest landscape valence, was
highly praised by tourists for its beaches (0.81), glaciers (0.79), and glacial lakes (0.75); the
Alpine region had the highest valence for mountains (0.68); the landscape of the Tibetan
Plateau region seems to be unrecognized by tourists, and its highest valence was only
0.32 for glaciers; and although the valley landscape was the most criticized in the Tibetan
Plateau Region, it was very different in New Zealand, reaching a valence of 0.56. In terms
of specific activities, those that are unique to each region included adventure and climbing
in South America, cruising and hiking in North America and Northern Europe, climbing
and skiing in the Alps, horseback riding in the Tibetan Plateau, and helicopter tours in New
Zealand. Although skiing was an image specific to the Alpine region, its satisfaction was
not high, and the same applied to horseback riding in the Tibetan Plateau region. In terms
of price, the valence of the regions was not low, with the exceptions of North America
and the Tibetan Plateau. Notably, accessibility appears in the images of South America,
Northern Europe, and New Zealand, suggesting that the approach and route to the glacier
were important to them. The image of viewing platforms in the Alps and the Qinghai-Tibet
Plateau was significant because glacier tourism in these two locations is mainly associated
with sightseeing at the top of mountains, making the construction of viewing platforms
particularly important.

5. Discussion and Conclusions
5.1. Discussion

The results of this study indicate that the image of glacier tourism locations consists
of 14 dimensions. Compared to previous studies, the five most common categories were
landscape, specific activities, transportation, infrastructure, and travel environment [34,43],
and the image dimensions of animals, price, people, and food were also consistent with
some previous research [45]. The difference is that the landscape features, viewing locations,
and necessities (e.g., oxygen bottles and water) are unique images of glacier tourism. Glacial
landscape features are an important reference for tourists, which produce the image of
tourist destinations, and the evaluation of the glacier landscape by tourists is based on
their perception and experience of glacier features, such as color, shape, texture, and
sound [65]. Viewing location is also crucial to glacial landscape sightseeing. For example,
tourists commented that the view of the golden mountain of sunshine (formed by sunlight
hitting the top of the mountain and being reflected by the glacier) on China’s Hailuogou
Glacier could only be seen from specific viewpoints. The image related to necessities
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was also significant because glacier tourism activities mainly involve hiking, and the
availability of water is indispensable; similarly, some glaciers are at high altitudes, and
the air is relatively thin, so tourists participating in hiking and climbing activities may
also need to carry oxygen tanks. In addition to the abovementioned cognitive images of
tourism destinations, in this study, we also captured the affective image of an experience
consisting of “worthwhile”, “kindness”, and “enjoyable”, a type of image that is often
difficult to capture in unstructured tourism destination image constructs [44]. The conative
image is more associated with the actions of the visitor after the trip, such as revisiting
and recommending the destination [48,66]. Thus, although the conative image cannot be
captured, the cognitive and affective images are sufficient to represent the overall image of
the destination [42,67].

Among the images of glacier tourism destinations, landscapes and specific activi-
ties have high salience and high valence and are thus the core images of glacier tourism.
Additionally, there is little of the human element to attract visitors to glacier tourism
sites, in contrast to the image of mixed tourism sites (e.g., city tourism), where culture,
entertainment, and experience are perhaps more important [44,45,58]. Similarly, the phe-
nomenon of lower infrastructure valence is easy to explain. Glaciers are usually located
in high—latitudes or high—altitude mountains far from urban areas, with fragile natural
environments that are prone to rockfall due to glacier recession [18], so the infrastructure
construction and maintenance costs of glacier tourism sites are higher than those of the
general tourism type, resulting in a lower valence of the image. The price image has the
lowest valence, perhaps because tourists are required to pay extra for the protection of
the glacier [68]. However, the high cost of travel is not unique to glacier tourism destina-
tions, and tourist dissatisfaction with travel prices seems to be common across all types of
travel [57,69,70].

The analysis of the seasonal image of glacier tourism destinations shows that glacier
tourism sites have distinctive summer and winter characteristics. Visitors were significantly
more satisfied with the winter landscape than the summer landscape, mainly because the
summer is affected by high temperatures, leading to snow melting and glacier recession,
whereas the low winter temperatures allow glaciers to be replenished by snowfall [71],
and the combination of snow with mountains and forests can itself have a strong visual
impact. Although tourist satisfaction with glacier skiing was not high, the number of glacier
skiing visits was significantly higher in winter than in summer because of snowfall and
microclimate fluctuations [72]; therefore, skiing is another feature of glacier tourism under-
taken in winter. Glaciers are more stable in winter, so for glacier tourism, glacier—climbing
activities are more appropriate in winter. Another advantage of winter glacier tourism is
the price [68]. As it is the low season, tour operators usually attract tourists by lowering
the prices of entrance fees and hotels [73], with the result that tourists are significantly
more satisfied with the price in winter than in summer. On the other hand, summer glacier
tourism is characterized by a diversity of landscapes, activities, and tourist service features;
comfortable temperatures; and a climate more suitable for outdoor sports [74], hiking to
experience the natural charm of the wilderness, or cruising the fjords to see glaciers and
whales [75]. As a consequence, the experience image of the summer received the highest
rating of the four seasons. The spring and fall seasons are not as distinctive as winter and
summer, but they are still good times for glacier tourism.

Although the main attraction of glacier tourism is wholly based on the geographic
environmental elements of the glacier destination [40], differences in regional characteristics
can produce different characteristics at different glacier tourism sites. The South American
and North American regions are well—developed and comprehensive glacier tourism
destinations, with diverse and efficient landscape types and tourism services. However,
the South American region is more prominent for adventure activities, such as hiking and
climbing in glacier areas. The North American region is more diverse, and in addition
to hiking, glacier tours by cruise ship, helicopter, or self—drive are also significant [76].
Northern Europe possesses the ultimate natural scenery, and cruises on glacial lakes are
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a key feature [77]. The Alps are a typical mountain glacier tourism destination, with
world—renowned glacier ski resorts featuring skiing, climbing, and sightseeing by cable
car and train [29]. The Qinghai-Tibet Plateau region is also a mountainous glacier tourism
area, but there is no skiing, and mountaintop sightseeing and horseback riding in the valley
are its specialties [78]. Glacier tours in the New Zealand region feature wilderness hikes
and glacier tours by helicopter [79].

5.2. Conclusions

In this study, we crawled 138,709 online reviews (text data) of 107 glacier tourism
destinations on TripAdvisor and extracted images of glacier tourism destinations using
the LDA theme model, with some interesting results. First, we found that the world
glacier tourism destination image system consists of 14 dimensions and 53 attributes.
Landscape and specific activities were the core elements of glacier tourism. Landscape
features, viewing locations, and necessities had unique significance for glacier tourism,
whereas infrastructure and prices were influenced by the environment of glacier tourism
sites, resulting in low valence. Secondly, the image of glacier tourism destinations varied
significantly on a seasonal basis, with summer glacier tourism sites having a variety
of image types, tourism features, and a comfortable climate. Glacier tourism in winter
was regarded as better in terms of landscape and price, and skiing activities were more
appropriate in winter. Finally, the regional differences in the image of glacier tourism
destinations were obvious. The world glacier tourism market is mainly concentrated in
South America, North America, and the Alpine region, and each regions has its own glacier
tourism characteristics.

Our study has certain theoretical and practical implications. We extracted images
of glacier tourism destinations based on tourist reviews of glacier tourism destinations
worldwide, complementing research on glacier tourist experiences and destination image
perceptions, as well as enriching unstructured research on destination images. In addition,
the destination image analysis method based on the LDA theme model and SVA proposed in
this study could help tourism managers to identify the key attributes of tourism destinations
for scientific decision making and planning to enhance their attractiveness. Finally, the
analysis of seasonal and regional variations in the image of glacier tourism destinations
presented in this study could help tourists match their preferences when choosing glacier
tourism destinations and the appropriate timing for their trips.

This study is subject several limitations that need to be addressed in future research.
First, the study sample may be biased; we used data from TripAdvisor glacier traveler
reviews, and glacier destinations and traveler reviews that did not appear on that platform
were not taken into account. Secondly, the crawled visitor comments were written in
multiple languages, and because of the large sample size, we converted them to English
uniformly by calling the Google Translate API, a process that may lead to changes in the
semantics of some words. In addition, for the image season analysis part of the destination,
we used the visitor writing date for the season classification; however, this date may lag
behind the visitor tour date, possibly biasing the results. Finally, traveler-generated content
belongs to the organic information sources of destination image, and it is an interesting
exercise to compare destination images derived from different information sources (induced,
organic, and autonomous) [80]. In addition, with advances in machine learning and natural
language processing capabilities, images and videos can serve as new sources of data in
the study of destination images [81].
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Appendix A

Table A1. Results of national LDA topics.

Argentina Austria Canada Chile China France Germany Iceland
Hike Mountain Adventure Accessibility Altitude Cable Car Snow Accessibility
Accessibility Slope Ice Field Worthy Cable Car Climb Train Glacier Lake
Ice Crowdedness Hike Mountain Kindness Ticket Mountain Mountain
Glacier Viewing Platform Skywalk Glacier Lake Accessibility People Restaurant Road
Boat Restaurant Glacier Lake Road Landscape Train Viewing platform Seal
Mountain Ice Self—Driving Tour Food Ticket Landscape Cable Car Boat
Food Ski Bus Landscape Landscape Season Weather Glacier
Landscape Accessibility Mountain Hike Season Ski Road Weather
Road Other Road Sound Oxygen Tank Mountain Ski Hike
Visitor Center Piste Viewpoint Viewpoint Viewing Platform Magnificent Climb Landscape
Color Cable Car Water Boat Weather Weather Ticket Viewpoint
India Italy Nepal New Zealand Norway Peru Switzerland United States
Ride Horse Cable Car Adventure Hike Waterfall Landscape Cable Car Waterfall
Mountain Slope Mountain Accessibility Troll Car Road Road SH ehcop'ter
ightseeing
Sledge Ski Hike Landscape Cruise Viewpoint Restaurant Hike
Viewpoint Mountain Glacier Lake Viewpoint Climb Hike Hike Visitor Center
Price Altitude Valley Road Accessibility Accessibility Mountain Cruise
People Glacier Weather Snow Bear
Enjoyable Weather Parking Ski People
Snow Visitor Center People Train Mountain
Accessibility Snow Mountain Weather Water
Road ;1[;111,; (:zzitﬁfg Hike People Glacier
Ice Valley Road Landscape Whale
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Table A2. Attribute dimensional glacier tourism destination image and its main topic words.

Glacier

Self —Driving

Ice Ice Field Glacier Snow Mountain Lake Valley Waterfall Landscape Hike Ski Tour Climb Ride Horse
ice ice glacier snow mountain lagoon valley waterfall landscape hike ski drive climb ride
piece field iceberg ice view lake scenery lake scenery walk slope trip rock horse
immense explore sight winter summit water bridge river mountain trail piste car summit rider
block wind beauty view cloudy iceberg track size Lake trek snow hour glacier valley
nature cold blue icy level floe cross view snow pace lift road rope access
Cruise I-.Iellcop?er Adventure Cable Car Bus Troll Car Train Boat Sledge Seal Whale Bear Road Piste
Sightseeing
cruise helicopter adventure car bus car train boat sledge seal whale bear road piste
ship access wild cable transport troll journey ride transport watch saw nature way ski
board tour walk ride driver access station ship snow photograph wildlife away path variety
bay guide camp queue ride coach tunnel entrance experience water trace trip route route
passage ride valley view ticket site route guide ride sea sea point access slope
Skywalk \C/:esrﬁz: Restaurant Parking Color Sound Altitude Slope Magnificent Price Ticket Accessibility Weather/Climate Season
skywalk visitor restaurant parking blue thunder altitude slope magnificent price ticket access weather season
platform center food car color sound level condition view cost buy walkway rain summer
attract information service fee water noise peak area superb money price catwalk sun winter
scenery history staff road ice silence meter level height fee ropeway guide cloudy spring
watch service place transport scenery moment summit variety nature expense office drive temperature ice
. . Viewing . . . Oxygen
Crowdedness Viewpoint Platform People Food Worthwhile Kindness Enjoyable Water Tank
crowd view view people food worth kind enjoy water oxygen
lot viewpoint platform family lunch trip people experience bring tank
people picture height couple tea price help beauty need breathe
queue spot walk group eat happy impress scenery bottle altitude
wait look peak children snack scenery friend comfort drink sense
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Table A3. Four seasons image statistics of glacier tourist destinations.

Spring Freq. % Summer Freq. % Autumn Freq. % Winter Freq. %
Landscapes (Glacier Lake, o Landscapes (Glacier Lake, Glacier, o Landscapes (Glacier, Ice, Glacier o Landscapes (Glacier,
Mountain, Landscape) 5970 23.84% Mountain, landscape, Ice) 19,317 B2.87% Lake, Mountain) 9197 25.58% Mountain, Landscape) 5779 30.50

. . . . . o Specific Activity (Self—Driving o Specific Activity (Self—Driving o . . . R
Specific Activity (Ski, Cruise, Hike) 7735 30.89% Tour, Hike, Cruise) 8658 14.73% Tour, Cruise, Hike) 7152 19.89% Specific Activity (Hike, Ski, Climb) 5757 30.39
Transportation (Cable Car) 2186 8.73% Transportation (Bus, Cable Car) 5540 9.43% Transportation (Boat, Cable Car) 5061 14.08% Transportation (Cable Car) 1760 9.29
Local Infrastructure (Road) 1780  7.11%  Locallnfrastructure (Infrastructure, g5 1439y  Local Infrastructure (Road, 3736 1039%  Local Infrastructure (Road) 1858 9.81
Road, Visitor Center) Visitor Center)

Landscape Features 0 0% Landscape Features (Magnificent) 913 1.55% Landscape Features 0 0% Landscape Features 0 0
Travel Environment o Travel Environment (Accessibility, o Travel Environment o Travel Environment
(Weather/Climate) 1321 5.28% Weather/Climate, Season) 5993 10.20% (Weather/Climate) 1681 4.68% (Weather/Climate, Crowdedness) 2141 11.30
Viewing Location 0 0% Viewing Location 0 0% Viewing Location (Viewpoint) 4726 13.15%  Viewing Location 0 0
Price 1626 6.49% Price 1966 3.35% Price 2309 6.42% Price 1650 8.71
Experience (Enjoyable) 2582 10.31%  Experience 2802 4.77% Experience (Worthwhile) 2090 5.81% Experience 0 0
People 0 0% People 1990 3.39% People 0 0% People 0 0
Food 1838 7.34% Food 1333 2.27% Food 0 0% Food 0 0
Necessity 0 0% Necessity (Water) 1803 3.07% Necessity 0 0% Necessity 0 0
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Table A4. Regional image of glacier tourism destinations.
Alpes Freq. % New Zealand Freq. % Nordic Freq. %
Landscapes (Glacier,
Landscapes (Ice, 6933 18.30% Landscapes (Landscape, 2000 33.10% Waterfall, Mountain, 4059 51.24%
Mountain, Landscape) Glacier, Snow, Valley) X
Glacier Lake, Ice, Beach)
Specific Activity (Climb, o Specific Activity (Hike, o Specific Activity o
Hike, Ski) 7385 19:50% Helicopter Sightseeing) 1844 30.52% (Cruise, Hike) 767 9-68%
Transg(;rb’tlz t1é)2r§Tr1an, 6706 17.70% Transportation 0 0% Transportation (Boat, Car) 1098 13.86%
Local Infrastructure o Local Infrastructure (Road, o Local Infrastructure (Road, o
(Restaurant, Road) 4022 10.62% Visitor Center) 087 16.34% Visitor Center) 854 10.78%
Travel Environment Travel Environment
Travel Environment 0 0% (Accessibility, 742 12.28% (A ibility) 444 5.60%
Weather/Climate) ceess o
Viewing Location 5903 15.58% Viewing Location 469 7.76% Viewing Location 375 4.73%
(Viewpoint) (Viewpoint)
Price (Price, Ticket) 3418 9.02% Price 0 0% Price 0 0%
Experience (Worthwhile) 1961 5.18% Experience 0 0% Experience 0 0%
People 1549 4.09% People 0 0% People 325 4.10%
North America Freq. % Qinghai—Tibet Plateau Freq. % South America Freq. %
Landscapes (Landscape
. ’ . Landscapes (Landscape,
Mountain, Waterfall, 12218 31.40% Landscapes (River, 1422 488%  Glacier Lake, Glacier, Ice, 17,324  38.81%
Glacier Lake, Ice Mountain, Glacier, Valley) .
X X Mountain, Natural)
Field, Glacier)
Specific Activity (Hike, oo L. s .. .
Helicopter Sightseeing, 10,696  27.49% Specific Activity 276 8.32% Specific Activity (Climb, 7673 17.19%
. A (Ride Horse) Hike, Adventure)
Cruise, Self—Driving Tour)
Transportation (Boat) 2165 5.56% Transportation (Cable Car) 259 7.81% Transportation (Boat) 2768 6.20%
Local Infrastructure (Road, = 4473 1252%  Local Infrastructure (Road) 362 10.92% Local Infrastructure 4579 10.26%
Visitor Center) (Visitor Center)
Land(slggful;eea)tures 2101 5.40% Landscape Features 0 0% Landscape Features (Color) 1843 4.13%
Travel Environment Travel Environment Travel Environment
(Weather/Climate) 0 0% (Season) 164 4.95% (Accessibility, 5028 11.26%
Weather/Climate)
Viewing Location 0 0% Viewing Location 239 7.21% Viewing Location 1944 4.35%
(Viewpoint)
Price (Ticket) 2400 6.17% Price (Price) 353 10.65% Price 2097 4.70%
Experience 0 0% Experience 0 0% Experience (Worthwhile) 1384 3.10%
People 967 2.49% People 241 7.27% People 0 0%
Food 1405 3.61% Food 0 0% Food 0 0%
Animals 0 0% Animals 0 0% Animals 0 0%
Necessity (Water) 2087 5.36% Necessity (Water) 0 0% Necessity 0 0%
Other 0 0% Other 0 0% Other 0 0%
References

1.  Nepal, S.K.; Chipeniuk, R. Mountain Tourism: Toward a Conceptual Framework. Tour. Geogr. 2005, 7, 313-333. [CrossRef]

10.

11.
12.

13.

Steiger, R.; Knowles, N.; Poll, K.; Rutty, M. Impacts of climate change on mountain tourism: A review. J. Sustain. Tour. 2022, 1-34.
[CrossRef]

Ding, K.; Yang, M.; Luo, S. Mountain Landscape Preferences of Millennials Based on Social Media Data: A Case Study on Western
Sichuan. Land 2021, 10, 1246. [CrossRef]

Cao, Q.; Sarker, M.N.I.; Zhang, D.; Sun, ].; Xiong, T.; Ding, J. Tourism Competitiveness Evaluation: Evidence from Mountain
Tourism in China [Original Research]. Front. Psychol. 2022, 13, 809314. [CrossRef]

Wang, S.; He, Y.; Song, X. Impacts of climate warming on alpine glacier tourism and adaptive measures: A case study of Baishui
Glacier No. 1 in Yulong Snow Mountain, Southwestern China. J. Earth Sci. 2010, 21, 166-178. [CrossRef]

Xiao, C.; Wang, S.; Qin, D. A Preliminary Study on Cryosphere Service Function and Its Value Estimation. Clim. Chang. Res. 2016,
12, 45-52.

Welling, ].T.; Arnason, b.; Olafsdottir, R. Glacier tourism: A scoping review. Tourism. Geogr. 2015, 17, 635-662. [CrossRef]

Salim, E.; Ravanel, L.; Bourdeau, P; Deline, P. Glacier tourism and climate change: Effects, adaptations, and perspectives in the
Alps. Reg. Environ. Chang. 2021, 21, 120. [CrossRef]

Purdie, H. Glacier Retreat and Tourism: Insights from New Zealand. Mt. Res. Dev. 2013, 33, 463-472. [CrossRef]

Lemieux, C.J.; Groulx, M.; Halpenny, E.; Stager, H.; Dawson, J.; Stewart, E.J.; Hvenegaard, G.T. “The End of the Ice Age?”: Disap-
pearing World Heritage and the Climate Change Communication Imperative. Environ. Commun. 2017, 12, 653-671. [CrossRef]
Wang, S.J.; Zhou, L.Y. Integrated impacts of climate change on glacier tourism. Adv. Clim. Chang. Res. 2019, 10, 71-79. [CrossRef]
Tourism Resource Consultants. Glacier Country: Issues and Options for Product Development and Growth. Report Prepared for
Development West Coast by Tourism Resource Consultants in Association with Boffa Miskell. 2007. Available online: www.
westcoastnz.com/content/library/glacier_country_issues_and_options_report_091107_.pdf (accessed on 17 May 2012).

Wang, S.J.; Xie, J.; Zhou, L.Y. China’s glacier tourism: Potential evaluation and spatial planning. J. Destin. Mark. Manag. 2020,
18, 100506.


http://doi.org/10.1080/14616680500164849
http://doi.org/10.1080/09669582.2022.2112204
http://doi.org/10.3390/land10111246
http://doi.org/10.3389/fpsyg.2022.809314
http://doi.org/10.1007/s12583-010-0015-2
http://doi.org/10.1080/14616688.2015.1084529
http://doi.org/10.1007/s10113-021-01849-0
http://doi.org/10.1659/MRD-JOURNAL-D-12-00073.1
http://doi.org/10.1080/17524032.2017.1400454
http://doi.org/10.1016/j.accre.2019.06.006
www.westcoastnz.com/content/library/glacier_country_issues_and_options_report_091107_.pdf
www.westcoastnz.com/content/library/glacier_country_issues_and_options_report_091107_.pdf

Land 2022, 11, 1853 19 of 21

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.
33.

34.
35.
36.
37.
38.
39.

40.
41.

42.

43.

44.

45.

Wilson, J.; Stewart, E.; Espiner, S.; Purdie, H. ‘Last Chance Tourism’ at the Franz Josef and Fox Glaciers, Westland Tai Poutini National
Park: Stakeholder Perspectives; University of Canterbury: Christchurch, New Zealand, 2014.

Haimayer, P. Glacier-Skiing Areas in Austria: A socio-political perspective. Mt. Res. Dev. 1989, 9, 51-58. [CrossRef]

Korstanje, M.E. Tourism and climate change: Impacts, adaptation and mitigation. J. Tour. Cult. Chang. 2016, 14, 86-88. [CrossRef]
IPCC. Climate Change 2013: The Physical Science Basis. Contribution of Working Group I to the Fifth Assessment Report of the
Intergovernmental Panel on Climate Change; Cambridge University Press: Cambridge, UK, 2013.

Purdie, H.; Gomez, C.; Espiner, S. Glacier recession and the changing rockfall hazard: Implications for glacier tourism. N. Z. Geogr.
2015, 71, 189-202. [CrossRef]

Furunes, T.; Mykletun, R.J. Frozen Adventure at Risk? A 7-year Follow-up Study of Norwegian Glacier Tourism. Scand. |. Hosp.
Tour. 2012, 12, 324-348. [CrossRef]

Salim, E.; Ravanel, L. Last chance to see the ice: Visitor motivation at Montenvers-Mer-de-Glace, French Alps. Tourism. Geogr.
2020, 15, 1-23. [CrossRef]

Abrahams, Z.; Hoogendoorn, G.; Fitchett, ].M. Glacier tourism and tourist reviews: An experiential engagement with the concept
of “Last Chance Tourism”. Scand. J. Hosp. Tour. 2021, 22, 1-14. [CrossRef]

Salim, E.; Mayer, M.; Sacher, P.; Ravanel, L. Visitors’ motivations to engage in glacier tourism in the European Alps: Comparison
of six sites in France, Switzerland, and Austria. J. Sustain. Tour. 2022, 1-21. [CrossRef]

Dawson, J.; Johnston, M.].; Stewart, E.J.; Lemieux, C.J.; Lemelin, R.H.; Maher, P.T.; Grimwood, B.S.R. Ethical considerations of last
chance tourism. J. Ecotour. 2011, 10, 250-265. [CrossRef]

Williams, A.; Olafsdéttir, R. Nature-based tourism as therapeutic landscape in a COVID era: Autoethnographic learnings from a
visitor’s experience in Iceland. GeoJournal 2022. [CrossRef] [PubMed]

Kozak, M.; Rimmington, M. Measuring tourist destination competitiveness: Conceptual considerations and empirical findings.
Int. ]. Hosp. Manag. 1999, 18, 273-283. [CrossRef]

Iwata, S.; Watanabe, T. A proposal on glacier tourism of Pasu Glacier Group, Gojal, Northern Pakistan. Rikkyo Univ. Bull. Stud.
Tour. 2007, 9, 11-26.

Salim, E.; Ravanel, L.; Deline, P.; Gauchon, C. A review of melting ice adaptation strategies in the glacier tourism context. Scand. .
Hosp. Tour. 2021, 21, 229-246. [CrossRef]

Kaenzig, R.; Rebetez, M.; Serquet, G.E. Climate change adaptation of the tourism sector in the Bolivian Andes. Tourism. Geogr.
2016, 18, 111-128. [CrossRef]

Salim, E.; Mabboux, L.; Ravanel, L.; Deline, P.; Gauchon, C. A history of tourism at the Mer de Glace: Adaptations of glacier
tourism to glacier fluctuations since 1741. J. Mt. Sci. 2021, 18, 1977-1994. [CrossRef]

Pike, S.; Ryan, C. Destination positioning analysis through a comparison of cognitive, affective, and conative perceptions. J. Travel.
Res. 2004, 42, 333-342. [CrossRef]

Grabler, S.D.K. Applying City Perception Analysis (CPA) for Destination Positioning Decisions. J. Travel. Tour. Mark. 2004, 16,
99-111.

Hunt, ].D. Image: A Factor in Tourism. Unpublished. Ph.D. Dissertation, Colorado State University, Fort Collins, CO, USA, 1971.
Afshardoost, M.; Eshaghi, M.S. Destination image and tourist behavioural intentions: A meta-analysis. Tour. Manag. 2020,
81,104154. [CrossRef]

Echtner, C.M,; Ritchie, J.R.B. The Meaning and Measurement of Destination Image. J. Tour. Stud. 2003, 14, 37-48.

Estela, M.R. Destination Image Analytics Through Traveller-Generated Content. Sustainability 2019, 11, 3392.

Pralong, ].P,; Reynard, E. A proposal for a classification of geomorphological sites depending on their tourist value. II Quat. Ital. ].
Quat. Sci. 2005, 18, 315-321.

Liu, X.; Yang, Z.; Xie, T. Development and conservation of glacier tourist resources—A case study of Bogda Glacier Park. Chinese.
Geogr. Sci. 2006, 16, 365-370. [CrossRef]

Wang, S.J.; Jiao, S.T.; Niu, H.W. Patterns and strategies of glacier tourism resources development in China. J. Nat. Resour. 2012, 27,
1276-1285.

Framke, W. The Destination as a Concept: A Discussion of the Business-related Perspective versus the Socio-cultural Approach in
Tourism Theory. Scand. ]. Hosp. Tour. 2002, 2, 92-108. [CrossRef]

Liu, L.; Zhong, L.; Yu, H. Progress of glacier tourism research and implications. Prog. Geogr. 2019, 38, 533-545.

Baloglu, S. The relationship between destination images and sociodemographic and trip characteristics of international travellers.
J. Vacat. Mark. 1997, 3, 221-233. [CrossRef]

Gartner, W.C. Image formation process. In Communication and Channel Systems in Tourism Marketing; Uysal, M., Fesenmaier, D.,
Eds.; The Haworth Press: New York, NY, USA, 1993; pp. 191-215.

Stylos, N.; Vassiliadis, C.A.; Bellou, V.; Andronikidis, A. Destination images, holistic images and personal normative beliefs: Pre-
dictors of intention to revisit a destination. Tour. Manag. 2016, 53, 40-60. [CrossRef]

Wang, R.; Hao, ].X,; Law, R.; Wang, J. Examining destination images from travel blogs: A big data analytical approach using latent
Dirichlet allocation. Asia. Pac. ]. Tour. Res. 2019, 24, 1092-1107. [CrossRef]

Bui, V,; Alaei, A.R.; Vu, H.Q.; Li, G.; Law, R. Revisiting Tourism Destination Image: A Holistic Measurement Framework Using
Big Data. J. Travel. Res. 2021, 61, 1287-1307. [CrossRef]


http://doi.org/10.2307/3673464
http://doi.org/10.1080/14766825.2014.965902
http://doi.org/10.1111/nzg.12091
http://doi.org/10.1080/15022250.2012.748507
http://doi.org/10.1080/14616688.2020.1833971
http://doi.org/10.1080/15022250.2021.1974545
http://doi.org/10.1080/09669582.2022.2044833
http://doi.org/10.1080/14724049.2011.617449
http://doi.org/10.1007/s10708-022-10713-5
http://www.ncbi.nlm.nih.gov/pubmed/35911588
http://doi.org/10.1016/S0278-4319(99)00034-1
http://doi.org/10.1080/15022250.2021.1879670
http://doi.org/10.1080/14616688.2016.1144642
http://doi.org/10.1007/s11629-021-6723-5
http://doi.org/10.1177/0047287504263029
http://doi.org/10.1016/j.tourman.2020.104154
http://doi.org/10.1007/s11769-006-0365-y
http://doi.org/10.1080/15022250216287
http://doi.org/10.1177/135676679700300304
http://doi.org/10.1016/j.tourman.2015.09.006
http://doi.org/10.1080/10941665.2019.1665558
http://doi.org/10.1177/00472875211024749

Land 2022, 11, 1853 20 of 21

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.
60.

61.

62.

63.

64.

65.

66.
67.

68.

69.
70.

71.

72.

73.

74.

75.

76.

77.

Hallmann, K.; Zehrer, A.; Mueller, S. Perceived destination image: An image model for a Winter sports destination and its effect
on intention to revisit. J. Travel. Res. 2014, 54, 94-106. [CrossRef]

Klenosky, D.B. The “Pull” of Tourism Destinations: A Means-End Investigation. J. Travel. Res. 2002, 40, 396-403. [CrossRef]
Tasci, A.; Gartner, W. Destination Image and Its Functional Relationships. J. Travel. Res. 2007, 45, 413-425. [CrossRef]

Dann, G.M.S. Tourists’ Images of a Destination-An Alternative Analysis. J. Travel. Tour. Mark. 1996, 5, 41-55. [CrossRef]

Wilson, A.; Murphy, H.; Fierro, ].C. Hospitality and Travel: The Nature and Implications of User-Generated Content. Cornell Hosp.
Q. 2012, 53, 220-228. [CrossRef]

Kwark, Y.; Chen, J.; Raghunathan, S. Online Product Reviews: Implications for Retailers and Competing Manufacturers. Inform.
Syst. Res. 2014, 25, 93-110. [CrossRef]

Zhao, X.R.; Wang, L.; Guo, X.; Law, R. The influence of online reviews to online hotel booking intentions. Int. J. Contemp. Hosp. M.
2015, 27, 1343-1364. [CrossRef]

Lee, ].; Park, D.; Han, I. The effect of negative online consumer reviews on product attitude: An information processing view.
Electron. Commer. Res. Appl. 2008, 7, 341-352. [CrossRef]

Banerjee, S.; Chua, A.Y.K. In search of patterns among travellers” hotel ratings in TripAdvisor. Tour. Manag. 2016, 53, 125-131.
[CrossRef]

Ahani, A.; Nilashi, M.; Ibrahim, O.; Sanzogni, L.; Weaven, S. Market segmentation and travel choice prediction in Spa hotels
through TripAdvisor’s online reviews. Int. |. Hosp. Manag. 2019, 80, 52-77. [CrossRef]

Chang, Y.C.; Ku, C.H.; Chen, C.H. Using deep learning and visual analytics to explore hotel reviews and responses. Tour. Manag.
2020, 80, 104129. [CrossRef]

Taecharungroj, V.; Mathayomchan, B. Analysing TripAdvisor reviews of tourist attractions in Phuket, Thailand. Tour. Manag.
2019, 75, 550-568. [CrossRef]

Taecharungroj, V. An analysis of tripadvisor reviews of 127 urban rail transit networks worldwide. Travel. Behav. Soc. 2022, 26,
193-205. [CrossRef]

Blei, D.M.; Ng, A.Y.; Jordan, M.I. Latent Dirichlet Allocation. J. Mach. Learn. Res. 2003, 3, 993-1022.

Guo, Y,; Barnes, S.J.; Jia, Q. Mining meaning from online ratings and reviews: Tourist satisfaction analysis using latent dirichlet
allocation. Tour. Manag. 2017, 59, 467-483. [CrossRef]

Aal, C.; Hoye, K.G. Tourism and climate change adaptation: The Norwegian case. In Tourism, Recreation and Climate Change; Hall,
M.C., Higham, J., Eds.; Channel View Publications: Bristol, UK, 2005; pp. 209-221.

Espiner, S.; Becken, S. Tourist towns on the edge: Conceptualising vulnerability and resilience in a protected area tourism system.
J. Sustain. Tour. 2014, 22, 646—665. [CrossRef]

Espiner, S. The Phenomenon of Risk and Its Management in Natural Resource Recreation and Tourism Settings: A Case Study
of Fox and Franz Josef Glaciers, Westland National Park, New Zealand. Ph.D. Thesis, Lincoln University, Lincoln, New
Zealand, 2001.

Manandhar, S.; Vogt, D.; Perret, S.; Kazama, F. Adapting cropping systems to climate change in Nepal: A cross-regional study of
farmers’ perception and practices. Reg. Environ. Chang. 2011, 11, 335-348. [CrossRef]

Jéhannesdéttir, G.R. Landscape and Aesthetic values: Not only in the eye of the beholder. In Conservations with Landscape;
Benediktsson, K., Lund, K.A., Eds.; Ashgate: Farnham, UK, 2010; pp. 109-124.

Konecnik, M.; Gartner, W.C. Customer-based brand equity for a destination. Ann. Tourism. Res. 2007, 34, 400-421. [CrossRef]
Alcaniiz, E.B.; Garcia, 1.S.; Blas, S.S. The functional-psychological continuum in the cognitive image of a destination: A confirmatory
analysis. Tour. Manag. 2009, 30, 715-723. [CrossRef]

Abermann, J.; Theurl, M,; Frei, E.; Hynek, B.; Schoner, W.; Steininger, K.W. Too expensive to keep—Bidding farewell to an iconic
mountain glacier? Reg. Environ. Chang. 2022, 22, 51. [CrossRef]

Campo, S.; Yagtie, M.J. Research Note: Effects of Price on Tourist Satisfaction. Tourism. Econ. 2008, 14, 657-661. [CrossRef]
Peng, Y.; Yin, P; Matzler, K. Analysis of Destination Images in the Emerging Ski Market: The Case Study in the Host City of the
2022 Beijing Winter Olympic Games. Sustainability 2022, 14, 555. [CrossRef]

Dar, R.A.; Rashid, I.; Romshoo, S.A.; Marazi, A. Sustainability of winter tourism in a changing climate over Kashmir Himalaya.
Environ. Monit. Assess. 2014, 186, 2549-2562. [CrossRef] [PubMed]

Mayer, M.; Demiroglu, O.C.; Ozcelebi, O. Microclimatic Volatility and Elasticity of Glacier Skiing Demand. Sustainability 2018,
10, 3536. [CrossRef]

Zhang, X.; Yan, H.; Xiong, H. A pricing optimization model of scenic spot with intertemporal demand transformation. J. Cent.
China Norm. Univ. (Nat. Sci.) 2022, 56, 140-145.

Scott, D.; Jones, B.; Konopek, J. Implications of climate and environmental change for nature-based tourism in the Canadian
Rocky Mountains: A case study of Waterton Lakes National Park. Tour. Manag. 2007, 28, 570-579. [CrossRef]

Molders, N.; Gende, S.; Pirhalla, M. Assessment of cruise-ship activity influences on emissions, air quality, and visibility in
Glacier Bay National Park. Afmos. Pollut. Res. 2013, 4, 435-445. [CrossRef]

Young, C.; Gende, S.; Harvey, J. Effects of Vessels on Harbor Seals in Glacier Bay National Park. Tour. Mar. Environ. 2014, 10, 5-20.
[CrossRef]

Welling, J.; Abegg, B. Following the ice: Adaptation processes of glacier tour operators in Southeast Iceland. Int. ]. Biometeorol.
2021, 65, 703-715. [CrossRef]


http://doi.org/10.1177/0047287513513161
http://doi.org/10.1177/004728750204000405
http://doi.org/10.1177/0047287507299569
http://doi.org/10.1300/J073v05n01_04
http://doi.org/10.1177/1938965512449317
http://doi.org/10.1287/isre.2013.0511
http://doi.org/10.1108/IJCHM-12-2013-0542
http://doi.org/10.1016/j.elerap.2007.05.004
http://doi.org/10.1016/j.tourman.2015.09.020
http://doi.org/10.1016/j.ijhm.2019.01.003
http://doi.org/10.1016/j.tourman.2020.104129
http://doi.org/10.1016/j.tourman.2019.06.020
http://doi.org/10.1016/j.tbs.2021.10.007
http://doi.org/10.1016/j.tourman.2016.09.009
http://doi.org/10.1080/09669582.2013.855222
http://doi.org/10.1007/s10113-010-0137-1
http://doi.org/10.1016/j.annals.2006.10.005
http://doi.org/10.1016/j.tourman.2008.10.020
http://doi.org/10.1007/s10113-022-01912-4
http://doi.org/10.5367/000000008785633596
http://doi.org/10.3390/su14010555
http://doi.org/10.1007/s10661-013-3559-7
http://www.ncbi.nlm.nih.gov/pubmed/24318957
http://doi.org/10.3390/su10103536
http://doi.org/10.1016/j.tourman.2006.04.020
http://doi.org/10.5094/APR.2013.050
http://doi.org/10.3727/154427314X14056884441626
http://doi.org/10.1007/s00484-019-01779-x

Land 2022, 11, 1853 21 of 21

78.

79.

80.

81.

Yuan, L.L.; Wang, S.J. Recreational value of glacier tourism resources: A travel cost analysis for Yulong Snow Mountain. J. Mt. Sci.
2018, 15, 1446-1459. [CrossRef]

Department of Conservation. Aoraki/Mount Cook National Park Management Plan (Draft); Department of Conservation: Christchurch,
New Zealand, 2018.

Lojo, A.; Li, M.M.; Xu, H.G. Online tourism destination image: Components, information sources, and incongruence. J. Travel
Tour. Mark. 2020, 37, 495-509. [CrossRef]

Xiao, X.; Fang, C.Y.; Lin, H.; Chen, ].E. A framework for quantitative analysis and differentiated marketing of tourism destination
image based on visual content of photos. Tourism. Manag. 2022, 93, 104585. [CrossRef]


http://doi.org/10.1007/s11629-017-4685-4
http://doi.org/10.1080/10548408.2020.1785370
http://doi.org/10.1016/j.tourman.2022.104585

	Introduction 
	Key Concepts and Definitions 
	Glacier Tourism and the Glacier Tourism Destination 
	Tourism Destination Image 

	Data and Methodology 
	Data Sources 
	Data Collection 
	Data Preprocessing 
	LDA Topic Model 
	Salience–Valence Analysis 

	Findings 
	Overall Image of the Glacier Tourist Destination 
	Seasonal Difference Analysis of GTD Image 
	Regional Difference Analysis of GTD Image 

	Discussion and Conclusions 
	Discussion 
	Conclusions 

	Appendix A
	References

