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Abstract

the focus now is on tourism recovery. WITC estimates that destinations would take an average of 21.3 months to recover from a pandemic.

The existing literature indicates that the COVID-19 pandemic has been disastrous for tourism across the globe and much of

Various market reports and research on the impact of COVID-19 on tourism have issued bleak forecasts regarding the future of global tourism
but Iceland has disregarded this prediction. The European island nation has received much acclaim for its ability to control the spread of the
virus without the need for an aggressive lockdown. Iceland holds the distinction of becoming the first European country to open its doors to
tourists amid the outbreak when a vast majority of destinations worldwide are still on lockdown. The country has decided to allow tourists from
the Schengen area to visit from June 15, 2020 and proposes to allow other tourists to visit from July 1, 2020. In the current scenario, where the
state of public health is a barometer of destination attractiveness, a COVID free environment would be alluring to tourists who had postponed
their travel plans due to the crisis. The Iceland DMO (Destination Marketing Organization) provides prospective tourists with general travel-
related information, links to government notifications and also has an official website for Iceland and COVID-19. It has also established its
social media presence on Facebook, Instagram, Twitter, YouTube and Pinterest. We propose to evaluate the brand communication strategy of
Iceland tourism using the PESO (Paid, Earned, Owned and Shared) framework. This evaluation will yield insights into platforms and types of
media employed by the DMO with the intention of addressing the concerns of tourists. The strategies implemented by Iceland may be adopted

by other destination DMOs to restart their tourism industry.

Keywords:

INTRODUCTION

The COVID-19 crisis declared as a pandemic by the World
Health Organization (WHO, 2020) has severely impacted
every facet of life across the globe. It has caused worldwide
turmoil by pushing political, economic and socio-cultural
systems into chaos. The governments of virtually every
nation have been forced to implement measures to contain
the spread of the virus. This has resulted in lockdowns,
social-distancing, travel bans, voluntary or mandatory
quarantine and restrictions on crowding.

In 2019, travel and tourism accounted for 10.3 % of the global
GDP and 330 million jobs worldwide (WTTC, 2020a). The
tourism industry is vital to many economies across the globe
but is also very vulnerable to crisis and disasters (Nian et al.,
2019). According to Gurtner (2016), management of tourism

COVID-19 Pandemic, Tourism Recovery, Destination Brand Communication, PESO Framework, Iceland Tourism

crises is a continuous process which consists of strategies for
prevention, preparation, mitigation, adaptation and recovery.

The average recovery time from crisis for the travel and
tourism sector has decreased from 26 months in 2001 to 10
months in 2018 but the economic impacts caused by various
crises have increased (WTTC, 2020a). Tourism is a critical
part of numerous national economies and the sudden shock
that has been caused to the sector has affected multiple
stakeholders. According to Novelli et al. (2018) health related
crisis has a very negative effect on tourism. COVID-19 is
estimated to cause a 60% decline in international tourism
in 2020 and is expected to reach 80% if tourism recovery
efforts are delayed till the month of December (OECD, 2020).
There is a need to maintain a balance between safeguarding
the health of individuals and that of economies in addition
to managing the fear, panic and stigma associated with
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COVID-19 (WTTC, 2020a). Tuclea et al. (2020) and Rosen
(2020) maintain that the pandemic has forced tourists to take
into account health related concerns when choosing a travel
destination. Governments and the tourism industry will focus
on lifting travel restrictions, restoring tourist confidence and
designing tourism recovery plans (OECD, 2020).

The tourism recovery process of attracting visitors will be
difficult because of the negative image of the destination
(Séraphin, 2016). Destination perception of tourists is
negatively affected by perceived risk and these risks refer
to issues concerning safety, security and health (Khan et al.,
2017; Loureiro & Jesus, 2019). There must be a focus on
reducing the perceptions of risk and uncertainty with respect
to health security at the destination (Novelli et al., 2018). Wen
et al. (2020) points out that tourists will prefer destinations
that have excellent infrastructure and medical facilities in
the context of the COVID-19 pandemic. Tourists are ready to
forego some facilities, pay more money and prefer destinations
where additional hygiene rules are visible (Tuclea et al.,
2020). Okuyama (2018) claims that safety information has
the greatest impact on tourism demand recovery. Destinations
must publicize their readiness to protect visitors from public
health issues during travel by communicating the availability
and locations of medical facilities (Kravchenko, 2020). Social
media is a strongly recommended tool for communicating the
actions undertaken by tourism providers to reduce health risks
for tourists (Tuclea et al., 2020).

According to PATA (2020), paid media consists of those
channels of communication where payment is made to place
the message and control its distribution while earned media
constitutes the third-party coverage of the message, for
example, by a journalist. Shared media is made up of the
sharing and comments on content that is posted on social
media channels while owned media is that content which is
published by the organization on channels that it owns.

The image of Iceland is highlighted as a scenic nature
destination that tourist consider as ideal for adventure and
a friendly, hospitable destination (Kazakova et al., 2017)
and for well-being (Boorsma, 2020). Nature is the primary
motive behind tourists’ visits to the destination (Saporsdottir,
2020). Iceland offers tourists access to a variety of natural
phenomena such as the northern lights, volcanoes, waterfalls,
glaciers and geothermal areas (Oladottir, 2018). The travel
and tourism sector contributed 22.8% of Iceland’s GDP and
21.9 % of the total employment (WTTC, 2020b).

‘Inspired by Iceland’ is the official destination brand for
Iceland and the website for the DMO (Visit Iceland) is
https://visiticeland.com/. The Icelandic tourist board is
an independent entity under the Ministry of Industries
and Innovation with functions such as development of
Destination Management Plans and acquiring tourism
data. One of the goals of ‘Promote Iceland’, a public-

private partnership is to promote the image of Iceland as
a tourist destination. Promote Iceland had chosen M&C
Saatchi Group and Reykjavik-based agency Peel to revive
the tourism sector in Iceland in response to the COVID-19
crisis (Faw, 2020; McAteer, 2020). They launched a website
(https://lookslikeyouneediceland.com/) as part of the $12m
campaign where users could record and upload their screams
which would be played through speakers in seven different
locations across Iceland (Spary, 2020).

REVIEW OF LITERATURE

The tourism industry has had to deal with a variety of crises
both natural and man-made over the years. These crises
result in decreased numbers of visitors and their consequent
expenditures and have a negative impact on a destination’s
image and safety perceptions (Jurdana et al., 2020). The
effects of different types of crises on the tourism industry has
been explored from a wide range of perspectives in previous
studies (Amir et al., 2018; Avraham & Ketter, 2017a; Barbe
& Pennington-Gray, 2018; Fong et al., 2020; Gani & Singh,
2019; Jurdana et al., 2020; Ketter, 2016; Liu et al., 2016;
Mair et al., 2016; Mason et al., 2020; Moller et al., 2018;
Nguyen & Imamura, 2017; Nian et al., 2019; Novelli et al.,
2018, Okuyama, 2018; Oliveira & Huertas, 2019; Park et
al., 2019; Rodriguez-Toubes & Dominguez-Lopez, 2017;
Tuclea et al., 2020; Yu et al., 2020).

Destination Crisis Communication

It is critical for DMOs to engage in public relations and
crisis communication in the event of a crisis (Huertas &
Oliveira, 2019; Séraphin & Gowreesunkar, 2017). Studies
by Andronikidis et al. (2020), Blasquez-Resino et al. (2016)
and, Nugraha and Sudirman (2019) point out that the content
that is posted on DMO websites has the ability to impact
destination image. An effective crisis communications
strategy requires the involvement of the DMOs and a
focus on the channels employed along with the content
that is included (Capriello & Splendiani, 2019). Jane§ &
CendoMetzinger (2018) underlines that communication
before, during and after a crisis must have a focus on high-
quality communication with all target groups.

A crucial communication channel for tourism marketers
during times of crisis is social media (Ketter, 2016; Moller,
2018; Park et al., 2019; Rodriguez-Toubes & Dominguez-
Lopez,2017). Tucleaetal. (2020) and Tham et al. (2020) state
that social media will have considerable influence on tourists
in conditions where complex decision making is involved.
DMOs should use social media as a tool to facilitate decision
making and trip planning. Strategic management of social
media communication becomes more critical in a scenario
where user-generated communication is considered more
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effective than traditional communication (Huerta-Alvarez et
al., 2020; Teclea et al., 2020; Zhang et al., 2020).

Ketter (2016) draws our attention to how Facebook can be
employed to restore the image of a destination and is capable
of'a wide range of uses; for having both formal and informal
interactions with a variety of audiences and as an additional
distribution channel.

For destinations engaging in tourism recovery efforts,
communicating disaster-related information using Twitter
has a negative effect on tourist arrival (Fukui & Ohe,
2020). In certain instances, DMOs have failed to capitalize
on the speed and interactivity of social media for crisis
communication by focusing more on the crisis and less on
the destination image recovery (Oliveira & Huertas, 2019).
A study of destination crisis communication using Twitter
indicated that messages of support are effective during the
recovery stage (Barbe et al., 2018).

Recent studies on tourism communication during the
COVID-19 pandemic indicates that social media has a very
prominent part to play in disaster and health-related crisis
communication (Tuclea et al., 2020; Yu et al., 2020). The
COVID-19 pandemic has enhanced the significance of
health safety of a tourism destination for tourists. Tuclea et
al. (2020) reports that in situations where the health safety of
destination is a critical deciding factor, social media acquires
the prominent role of trust builder by providing information
about sanitary safety.

PESO Framework

Dietrich (2020a) recently updated the PESO Model to reflect
changes after the model was first developed eight years ago.
The PESO model rests on a four cornered pyramid structure
that has four overlapping media components; Paid, Earned,
Shared and Owned. The model describes an integrated
framework for organizations to employ public relations
and marketing strategies to reach targeted audiences and
influence their perspectives about their brand. The strategies
and tools to be employed in each of the four key areas are
detailed in figure 1.

The wusefulness of the PESO model in enabling
communicators to simultaneously engage with multiple
channels to drive campaigns that can increase brand loyalty
and revenue of customers has been highlighted by multiple
researchers (Andersen, 2018; Bailey, 2019; Petrolino, 2020;
Rehkopf, 2018; Schwartzman, 2020;)

Rehkopf (2018) maintains that only an integrated approach
to communication strategy will yield the maximum value
and this can be achieved using the PESO model. The PESO
model is used to establish and enhance brand authority in the
field of public relations while it allows for the categorization
and organization of content in marketing (Campaign
Monitor, 2020).
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Fig. 1. PESO Model

In the context of the COVID-19 pandemic, communication
campaigns by DMOs need to work across all media channels

(PATA, 2020). They advocate the use of the PESO model for
maximum impact of the communication campaign.



Ansted lype Joseph, Victor Anandkumar 47

RESEARCH METHODOLOGY

The aim of the study is to assess how Iceland DMOs have
planned and executed their digital communications plan in
the context of the COVID-19 pandemic. This is a descriptive
study. The primary data has been obtained by collecting data
in text, images and video formats from the official website
of the DMO https://visiticeland.com/, the campaign website
https://lookslikeyouneediceland.com/, official social media
webpages on the Facebook, Twitter, Instagram and YouTube
platforms and travel blogs. For the purpose of the study,
only that content which was created or posted during the
time period from March 11, 2020 (when WHO declared
COVID-19 as a pandemic) till August 31, 2020 was used.

The communications strategy adopted by the DMO, Visit
Iceland in response to COVID-19 is evaluated on the basis of
the PESO model composed of four media components (paid,
earned, shared and owned) that constitute the framework.
Publicly available data is collected on the basis of the
different types of tactics used under each media component.

Paid Media: The paid media component was evaluated by
performing content analysis of the text on the campaign
website https://lookslikeyouneediceland.com/. Text-based
content as well as the only 1 video present on the website
were extracted from the website for content analysis.

Earned Media: In order to evaluate earned media, the posts
from the top travel blogs pertaining to Iceland were analysed.
Google’s PageRank algorithm ranks pages by providing each
page a relative score of importance and authority (Niechai,
2019). A Google search using the keyword “travel blog” was
used to identify the 15 most popular travel blog websites
(Mak, 2017). The blogs were searched for posts about Iceland
which met our criteria regarding the time of posting. Only
7 blogs which contained posts about Iceland were included
in the study; ‘Nomadic Matt’, ‘Young Adventuress’, ‘Earth
Trekkers’ ‘A Luxury Travel Blog’, ‘Miss Tourist’, ‘Exploring
Kiwis” and ‘A Broken Back Pack’. A total of 40 blog posts
were extracted for content analysis. Textual content as well
as a total of 688 images were extracted from the blog posts
for content analysis.

Shared Media: The content (text, images, video) posted on the
official social media webpages of Visit Iceland on Facebook
(@inspiredbyiceland), Twitter (@iceland), Instagram
(#inspiredbyiceland) and YouTube (inspiredbyiceland) was
extracted and evaluated. The Pinterest page (icelandinspired)
had not been updated with content during the period of study
and was hence excluded from the analysis. In addition to
the textual content from the posts on social media platforms,
a total of 142 images and 26 videos from Facebook, 160
images and 18 videos from twitter and 157 images and 22
videos from Instagram were content analysed.

Descriptive metrics that describe the social media presence
of Visit Iceland relevant to the various kinds of social media
being studied were identified. The metrics being used for
various kinds of social media are described below:

Facebook: ‘# of Posts’, ‘# of Images’, ‘# of Videos’, ‘# of
Reactions per post’, ‘# of Comments per post’, ‘# of Shares
per post’, ‘# of Views per video’

Twitter: ‘# of Posts’, ‘# of Images’, ‘# of Videos’, ‘# of
Comments per post’, ‘# of Retweets per post’, ‘# of Likes
per post’, ‘# of Views per video’

Instagram: ‘# of Posts’, ‘# of Images’, ‘# of Videos’, ‘# of
Likes per post’, ‘# of Comments per post’, ‘# of Views per
video’

YouTube: ‘# of Posts’, ‘# of Videos’, ‘# of Views per video’,
‘# of Likes per video’, ‘# of Dislikes per video’, ‘# of
Comments per video’, ‘Duration per video’

Atotal 0f424 posts from Facebook (n=149), Twitter (n=137)
and Instagram (n = 138) were used to perform a multivariate
analysis of variance (MANOVA) to understand the influence
of social media platforms on likes and comments metrics.

Owned Media: The owned component of the PESO model
was evaluated after obtaining content from the official DMO
website which had a separate webpage for tourists seeking
COVID-19 related information (https://visiticeland.com/
article/iceland-and-covid19-coronavirus). Textual content
was extracted from the website for content analysis.

The text data from the DMOs websites, campaign website,
travel blogs, YouTube and Instagram were obtained through
a manual scraping technique while the textual component
of the posts on Facebook, Twitter, were web scraped using
NCapture, a web browser extension of NVivo. The image
and video content from the social media websites were
downloaded manually from the respective websites.

Bauer (2000) contends that content analysis offers a
systematic technique for coding symbolic content such as
text and images in communication in terms of structural
content (length of message, frequency of words or image
components etc.) and semantic themes. According to Weare
and Lin (2000), websites and webpages which are tools
for communication are ideal for content analysis. Content
analysis is a very popular technique that lends itself to the
analysis of content on the Internet (Herring, 2009).

Content analysis was used to analyse the text format data
that was scraped from various publicly available online
data sources. The frequency distribution of individual
words is present in most content analysis (Dicle & Dicle,
2018). Word cloud analysis was used to content analyse the
data in the text format. Word clouds provide a simple and
straightforward visualization technique for text data. Word
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cloud analysis has been used previously in tourism research
(Akay, 2020; Cherapanukorn & Charoenkwan, 2017; Moro
& Rita, 2018; Kizanlikli & Civgin, 2019). NVivo 1.3 was
used to draw a word cloud of the most frequently occurring
words on the text content on the websites and social media
pages of Inspired by Iceland.

The photos that were extracted from the various sources were
examined using content analysis. According to Krippendorff
(2018) each photo could be considered an unit. Some content
analysis studies (Cakici et al., 2017; Stepchenkova & Zhan,
2013) have classified images into 20 different categories.
However, we use a more accurate classification of pictures
as suggested by Song and Kim (2016) which developed
13 categories of images; (1) Modern Architecture, (2) Art
Object/Statue, (3) Festival/Ritual, (4) Food/Restaurant, (5)
Leisure Activity/Facility, (6) Nature/Nature Landscape, (7)
Ordinary Scene, (8) Other, (9) Religious Building/Object,
(10) Traditional Art Work/Object, (11) Traditional or Historic
Building, (12) Transport/Infrastructure, and (13) Urban/
Urban Landscape. An additional category ‘COVID-19 crisis
related” was added in order to categorize any images that
might possibly refer to the crisis. Each photo analysed was
classified into one of the 14 categories.

The videos downloaded from the different online sources
were investigated using content analysis. This technique
has been used to analyse touristic videos in previous studies
(Amir et al., 2018; Huertas et al., 2017; Hou et al., 2016; Pan
et al., 2011; Stoleriu & Ibanescu, 2015). The shot which is a
sequence of frames captured from a single camera operation
is the unit of analysis for the video (Iedema, 2001; Porter
et al., 2001). The shots were identified manually and coded
thematically according to a scheme adapted from Stoleriu
& Ibanescu (2015). A shot is capable of communicating
multiple attributes. Hence, content analysis was employed
to extract various destination features from the shots.

The following attributes (adapted from Stoleriu & Ibanescu,
2015) were used to evaluate the thematic content of videos;
(1) Natural resources, (2) General infrastructure, (3) Tourist
infrastructure, (4) Tourist activities, (5) Hosts’ activities,
(6) Architecture, art, (7) History, (8) Traditions, (9) Social
environment; hosts attitude, (10) Interactions hosts-tourists,
(11) Natural environment and (12) General atmosphere.

Orientation analysis of the video (Hou et al., 2016) has
been included as a variable to describe the perspective
from which the story is told in the video. This variable had
three attributes; (1) Tourists, (2) Local residents and (3)
Government.

The study deals with communication during the COVID-19
crisis and hence included categories and sub-categories
(adapted from Amir et al., 2018) pertaining to communication
about safety and security at the destination; (1) Types of
safety and security risks featured in video (Health-related

disasters, Other risks and Not presented/unidentified), (2)
Types of safety and security measures featured in video (
Self-protection recommendation, Health/medical assistance,
Insurance, Mixed type measures and Not presented/
unidentified), (3) Message Framing (Gain, Loss, Neutral/
unidentified and Mixed approaches) (4) Message Appeal
(Economic, Psychological/Fear, Social, Physical and Not
presented/unidentified), (5) Message Valence (Positive,
Negative and Not presented/unidentified) and (6) Types of
Safety Information Cues (Self-protection recommendation,
Safety measures, Overall destination safety, Possible risks at
the destination, Personal stories/testimony on safety, Safety
procedures, Mixed themes and Other).

DATA ANALYSIS

The data analysis follows the structure of the PESO model
and is presented in terms of the four media components.

Paid Media

Figure 2 depicts the word cloud drawn on text extracted
from the campaign website https://lookslikeyouneediceland.
com/. The most frequently occurring words were “scream”,
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Fig. 2. Word cloud for ‘LookslikeyouneedIceland’
campaign website

There was only one video on the campaign website and it
was oriented from the perspective of the tourist. The thematic
content of the video included the natural resources, natural
environment and the tourist activities in Iceland.

Earned Media

Among the 688 images extracted from the travel blogs (Table
1), the category of Nature/Nature Landscape ranked first (n
= 385, 56%) followed by Leisure Activity/Facility (n= 249,
36.2%) and Transport/Infrastructure (n=14, 2%) . The travel
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The word cloud drawn on the textual content of the blogs
(Figure 3) that were analysed revealed the most frequently
occurring words were “Iceland”, “hike”, “waterfall”, “visit™’
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Fig. 3. Word Cloud for Travel Blogs

The textual content of the communication by the bloggers
focuses on the natural landscape as well as the various

activities that can be undertaken at the destination.

Shared Media

The word cloud analysis of the textual content of the posts
by Visit Iceland on Facebook (Figure 4) , Twitter (Figure 5),
Instagram (Figure 6) and YouTube (Figure 7) revealed the

most frequently occurring words used on those platforms.
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The words that occur most frequ

ently in the posts on Twitter

were “Iceland”, “Icelandic”, “world”, “time”, “like” and

“beautiful”.
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On YouTube the most frequently used words were “Iceland”,
7, inspiration” and “like”.

LIS

“dream”, “share”, “locations”,

The communication on the various social media platforms
are very similar in terms of the theme of the posts.

A summary of the frequencies of the various categories of
images across social media platforms such as Facebook,
Twitter and Instagram is presented in table 2.

Table 2: Summary of Image Categories on Social
Media Platforms (Facebook, Twitter and Instagram)

Category Facebook | Twitter | Instagram
N % N| % |N %
Art Object/Statue 4.9 6 | 38 ] 6 3.8

7
Festival/Ritual 0 0.0 010010 0.0
Food/Restaurant 4 2.8 2 13 |5 32
9

Leisure Activity/Facility 6.3 15194 | 11 7.0

Category Facebook | Twitter | Instagram

Religious Building/

Object 4 2.8 2 11315 32
Traditional Art Work/

Object 7 4.9 2 11318 5.1
Traditional or Historic

Building 21| 148 | 13| 81 |23 14.6
Transport/Infrastructure | 8 5.6 17 | 10.6 | 13 8.3

Urban/Urban Landscape | 7 4.9 5013118 5.1

COVID-19 crisis related | 0 0.0 1 06 | 0 0.0
Other 2 1.4 131813 | 3 1.9

Of the 142 images extracted from Facebook, Nature/
Nature Landscape ranked first (n = 67, 47.2 %) followed
by Traditional or Historic Building (n = 21, 14.8%) and
Leisure Activity/Facility (n = 9, 6.3%). The categorization
of 160 images from twitter revealed that Nature/Nature
Landscape ranked first (n = 80, 50%) followed by Transport/
Infrastructure (n = 17, 10.6%) and Leisure Activity/
Facility (n = 15, 9.4%). The 157 images extracted from
Instagram were categorised and it was found that Nature/
Nature Landscape ranked first (n = 71, 45.2%) followed
by Traditional or Historic Building (n = 23, 14.6%) and
Transport/Infrastructure (n = 13, 8.3%).

The summarised analysis of the videos extracted from
Facebook (26 videos), Twitter (18 videos), Instagram (22
videos) and YouTube (9 videos) is presented in table 3.

Nature/Nature Land-
scape 67| 472 |80 |500|71| 452
Ordinary Scene 3 2.1 2 1132 1.3
Table 3: Summary of Video Categories on Social Media Platforms
Categories Facebook Twitter Instagram | YouTube
N % N % N % N %
Orientation Analysis
Tourists 17 65.4 10 55.6 16 72.7 4 | 444
Local residents 26.9 6 333 5 22.7 4 44.4
Government 23.1 3 16.7 1 4.5 1 11.1
Thematic Content
Natural resources 22 84.6 16 88.9 19 86.4 9 | 100.0
General infrastructure 6 23.1 3 16.7 4 18.2 2 222
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Categories Facebook Twitter Instagram | YouTube
N % N % N % N %

Tourist infrastructure 9 34.6 7 38.9 8 36.4 5 55.6
Tourist activities 18 69.2 11 61.1 15 68.2 9 | 100.0
Hosts’ activities 6 23.1 5 27.8 4 18.2 3 333
Architecture, art 1 3.8 0 0.0 1 4.5 0 0.0
History 2 7.7 1 5.6 0 0.0 0 0.0
Traditions 2 7.7 1 5.6 0 0.0 0 0.0
Social environment; hosts
attitude 7 26.9 4 222 3 13.6 3 333
Interactions hosts-tourists 4 15.4 3 16.7 3 13.6 3 333
Natural environment 24 92.3 17 94.4 21 95.5 9 100.0
General atmosphere 7 26.9 5 27.8 6 27.3 4 44.4

Crisis Content

Types of safety and security risks featured in
video

Health-related disasters 0 0.0 0 0.0 0 0.0 0 0.0

Other risks 0 0.0 0 0.0 0 0.0 0 0.0

Not presented/unidentified | 26 | 100.0 18 | 100.0 | 22 100.0 9 | 100.0

Types of safety and security measures featured
in video

Self-protection recommen-

dation 0 0.0 0 0.0 0 0.0 0 0.0
Health/medical assistance 0 0.0 0 0.0 0 0.0 0 0.0
Insurance 0 0.0 0 0.0 0 0.0 0 0.0
Mixed type measures 0 0.0 0 0.0 0 0.0 0 0.0
Not presented/unidentified 26 100.0 18 100.0 22 100.0 9 | 100.0
Message Framing
Gain 0 0.0 0 0.0 0 0.0 0 0.0
Loss 0 0.0 0 0.0 0 0.0 0 0.0
Neutral/unidentified 26 | 100.0 | 18 | 100.0 | 22 100.0 9 | 100.0
Mixed approaches 0 0.0 0 0.0 0 0.0 0 0.0
Message Appeal
Economic 0 0.0 0 0.0 0 0.0 0 0.0
Psychological/Fear 0 0.0 0 0.0 0 0.0 0 0.0
Social 1 3.8 0 0.0 0 0.0 1 11.1
Physical 0 0.0 0 0.0 0 0.0 0 0.0

Not presented/unidentified | 25 96.2 18 100.0 22 100.0 8 88.9

Message Valence

Positive 3 11.5 1 5.6 1 4.5 2 222

Negative 0 0.0 0 0.0 0 0.0 0 0.0

Not presented/unidentified 23 88.5 17 94.4 21 95.5 7 77.8

Types of Safety Information Cues

Self-protection recommen-
dation 0 0.0 0 0.0 0 0.0 0 0.0
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Categories

Facebook Twitter Instagram | YouTube

N % N % N % N %

Safety measures

0 0.0 0 0.0 0 0.0 0 0.0

Overall destination safety 2 7.7 1 5.6 1 4.5 1 11.1

nation

Possible risks at the desti-

0 0.0 0 0.0 0 0.0 0 0.0

Personal stories/testimony

on safety 0 0.0 0 0.0 0 0.0 0 0.0
Safety procedures 0 0.0 0 0.0 0 0.0 0 0.0
Mixed themes 0 0.0 0 0.0 0 0.0 0 0.0
Other 0 0.0 0 0.0 0 0.0 0 0.0
Not presented/unidentified 24 92.3 17 94.4 21 95.5 8 88.9

A majority of videos posted on Facebook (n = 17, 65.4%), Twitter (n = 10, 55.6%) and Instagram (n = 16, 72.7%) are

presented for the perspective of the tourists. The next
dominant perspective on Facebook (n = 7, 26.9%), Twitter
(n = 6, 33.3%) and Instagram (n = 5, 22.7%) is that of
the local residents. The orientation analysis for YouTube
videos shows that there are similar number of videos from
the perspective of tourists and the perspective of the local
residents (n = 4, 44.4%).

In terms of thematic content, natural environment is
presented the most on Facebook (n = 24, 92.3%), Twitter
(n=17, 94.4%) and Instagram (n = 21, 95.5%). The second
most exhibited theme is natural resources for Facebook (n
=22, 84.6%), Twitter (n = 16, 88.9%) and Instagram (n =
19, 86.4%). Tourist activities is third in the most depicted
theme in videos on Facebook (n = 18, 69.2%), Twitter (n
= 16, 88.9%) and Instagram (n = 19, 86.4%). All videos
on YouTube (n = 9, 100%) exhibit the themes of natural
environment, natural resources and tourist activities.

None of the social media platforms studied had any videos
which featured the following crisis content; Safety and
security risks, safety and security measures and hence
content with respect to message framing.

In the case of message appeal, the same video was featured
on Facebook (n = 1, 3.8%) and YouTube (n = 1, 11.1%)
which had a social appeal to it.

As far as message valence was concerned, a positive
perspective was observed in only a few videos on Facebook
(n = 3, 11.5%), Twitter (n = 1, 5.6%), Instagram (n = 1,
4.5%) and YouTube (n = 2, 22.2%).

Among the different types of safety information cues, only
the aspect of overall destination safety was depicted but in
a very limited number of videos on Facebook (n =2, 7.7%),
Twitter (n =1, 5.6%), Instagram (n = 1, 4.5%) and YouTube
(n=1, 11.1%).

The descriptive social media metrics were summarized for
Facebook, Twitter, Instagram and YouTube (Table 4).

Table 4: Summary of Social Media Metrics

Platform Metric

Facebook
# of Posts 149.0
# of Images 142.0
# of Videos 26.0
# of Reactions per post 1835.6
# of Comments per post 44.8
# of Shares per post 135.2
# of Views per video 131215.4
Duration per video (in sec) 66.1

Twitter
# of Posts 137.0
# of Images 160.0
# of Videos 18.0
# of Comments per post 7.7
# of Retweets per post 96.1
# of Likes per post 268.3
# of Views per video 98472.2
Duration per video (in sec) 50.9

Instagram
# of Posts 138.0
# of Images 157.0
# of Videos 22.0
# of Likes per post 39727
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Platform Metric

# of Comments per post 353

# of Views per video 14983.0
Duration per video (in sec) 47.7

YouTube

# of Posts 9.0

# of Videos 9.0

# of Views per video 890597.3
# of Likes per video 240.4
# of Dislikes per video 11.3

# of Comments per video 28.2
Duration per video (in sec) 76.9

Compared to the other platforms, Facebook scored the
highest in terms of the number of posts (n = 149.0), number
of videos (n = 26) and the number of comments per post (n
=44.8). Twitter scored the highest with regard to the number
of images (n = 160.0) while Instagram is the best out of the
four platforms with respect to the number of likes per post
(n =3972.7). YouTube had the best score in the number of
views per video metric (n = 890597.3) and for the duration
per video (n=76.9).

A multivariate analysis of variance (MANOVA) was
performed to assess whether significant differences existed
among social media platforms Facebook, Twitter and
Instagram on likes and comments. YouTube was not included
in the analysis because unlike the other three platforms which
had textual, image and video content, YouTube only had
video content. The summary of the MANOVA is presented
in table 5

Table 5: Summary of Multivariate Analysis of
Variance (MANOVA) — Social Media Platforms

Dependent Partial Eta
F Sig. df
Variable 9 Squared
Likes 77.31 .000 2 27
Comments 30.99 .000 2 13

There was a significant difference among the different
platforms Facebook, Twitter and Instagram on the variables
likes and comments, Wilk’s Lambda = .661, F(4, 840)
= 48.393, p = .000, partial Eta Squared = .19. A separate
ANOVA was conducted for each dependent variable, with
each ANOVA evaluated at an alpha level of .025 . Levene’s
test revealed a significant result for both the likes and
comments, signifying that the homogeneity of variance
assumption for these two variables has been violated.
Allen and Bennet (2008) however, indicate that ANOVA is
not sensitive to the violations of the equality of variances
assumption in cases where the group sizes are moderate to

large and approximately equal which is the case in this study.
There was a significant difference among Facebook, Twitter
and Instagram on likes, F(2, 421) = 77.31, p = .000, partial
Eta squared = .27, with Instagram (M = 3972.73) scoring
higher than Facebook (M = 1835.61) and Twitter (M =
268.29).

There was a significant difference among Facebook, Twitter
and Instagram on comments, F(2, 421) = 30.99, p = .000,
partial Eta squared = .13, with Facebook (M =44.81) scoring
higher than Instagram (M = 35.25) and Twitter (M = 7.68).

Owned Media

A word cloud (Fig. 8) analysis of the textual content on the
DMO web page https://visiticeland.com/article/iceland-and-
covid19-coronavirus shows the most frequently occurring
words with respect to information provided to tourists by
Visit Iceland on COVID-19.

taken hygiene availant
infected myagrch Sympltc;ms Dandem|c “'rr‘e‘a .
popuation ‘ tinue
d,agnosed testedc| 2020 chief place choose <n
allowed SPrea d infections guests
due arrival quarantlne health actlve I

e decode  yirne covid  infection

feste test social
per Sta gatherings
= july F@strictions quarantme screening cpsite

" high passengers iceland travel days people =

home care measures testing information “eej;

e person risk contact june ..,
individual = =

= e iNdividuals

communi

" icelandic arriving border foreien
domestic epidemiologist schengen *™<*"YY

country accommodations possivle

government  international ~public

lers

directorate

Fig. 8: Word Cloud for DMO Website

The most frequently occurring words were identified were
“Iceland”, “quarantine”, “testing”, “covid”, “individuals”
and “travel”.

FINDINGS

Paid Media

The frequency of the words used indicates the congruence
with the theme of the campaign where visitors to the website
are asked to record their screams which will be released
through speakers across Iceland. In terms of crisis content
of the only video on the website, there were no mentions
of risks but the present COVID-19 situation was referenced
and the need for people to get out was highlighted. The video
focused on providing an outlet to those who were stuck at
home by enabling them to record their screams and let it out
in Iceland.

Earned Media

The majority of images on travel blogs were in the categories
of ‘Leisure Activity/Facility’
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and ‘Nature/Nature Landscape’. This is definitely in line
with the image that the DMO projects to visitors. The word
cloud analysis revealed the focus on terms pertaining to
natural attractions and leisure activities.

Shared Media

The word cloud analysis of the four social media platforms
Facebook, Twitter, Instagram and YouTube indicates that
the textual content is relatively similar. The terms focus on
creating a positive image among visitors.

The majority of images on Facebook, Twitter and Instagram
fall in the category of ‘Nature/Nature Landscape’. The other
categories of images on these platforms ‘Leisure Activity/
Facility’, ‘Traditional or Historic Building’ and ‘Transport/
Infrastructure’. There was only one image on Twitter which
was related to the COVID-19 pandemic. The other platforms
did not have any COVID-19 crisis related content.

In the case of videos on the four social media platforms,
the majority were portrayed from the perspective of the
tourists and local residents. The dominating themes of the
videos were ‘Natural resources’, ‘Tourist infrastructure’,
‘Tourist activities’ and ‘Natural environment’. There was a
total absence of crisis related content; safety and security
risks, safety and security measures and therefore content
with respect to message framing in the videos posted on all
social media platforms. Only very few videos had a positive
standpoint while the message valence was unidentified in
the other videos. In the case of safety information cues, the
‘overall destination safety’ was showcased only in a handful
of videos.

Facebook has the most number of posts, videos and
highest score for number of comments per post. In terms
of engagement, Facebook performs the best of the four
platforms. Twitter has the most number of images while
Instagram does the best in the number of likes per post
metric. YouTube however outscores the other platforms
in terms of views per video. The multivariate analysis of
variance reveals significant differences among the three
platforms in terms of likes and comments with Instagram
having the highest number of likes and Facebook having the
highest number of comments.

Owned Media

The DMO website has a dedicated webpage with updated
information related to the COVID-19 crisis. This website
details the policies and procedures of the Icelandic
government with regard to the pandemic. The word cloud
analysis shows that the communication of the DMO clearly
indicates the measures taken and the procedures followed
with regard to travel in Iceland.

The findings indicate that the earned and shared platforms do
not feature any content with respect to the COVID-19 crisis

and project a ‘business as usual’ image at the destination. The
DMO communicates its initiatives regarding the COVID-19
pandemic primarily through the DMO website. The paid
media component represented by the campaign website is
a creative effort by the DMO to enable those who cannot
travel right now to release stress by screaming.

DISCUSSION OF RESULTS

Capriell and Splendiani (2019) highlight the function that
DMOs play in crisis communication with a focus on the
channels used and content included. Such communication
must be disseminated using multiple online channels. This
study describes the specific use of various channels by the
Iceland DMO across different components of the PESO
model. Andronikidis et al. (2020) and Blasquez-Resino et
al. (2016) agree that the tourists’ image of a destination and
future behaviour is influenced by digital web-based content
on the DMO website. DMOs and the tourism industry
must develop messaging strategies by utilizing different
communication channels to reduce tourists’ perceived
risks (Cui, 2020). The DMO, Visit Iceland utilizes a broad
strategy to communicate with tourists which incorporates
paid, earned, shared and owned media. A study by Okuyama
(2018) claims that tourism recovery can be greatly impacted
by communicating destination safety. Avraham and Ketter
(2017b) state that one strategy to repair destination image is
to acknowledge the negative image. The DMO interestingly
uses only one channel (DMO website) to disseminate content
on the COVID-19 pandemic. It is however, on a separate
webpage on the DMO website. Perhaps, this is to facilitate
the easy removal of the link once the crisis is over without
disrupting the structure of the website. There is no pandemic
focused content on the social media webpages. This can
be seen as a strategy to project an image of the destination
that is consistent with that depicted prior to the pandemic.
Ignoring the crisis is a message-based strategy suggested
by Avraham and Ketter (2017b). Fukui and Ohe (2020)
point out that communicating disaster related information
using social media tends to have a adverse effect on tourist
arrivals. However, Tuclea et al. (2020) indicates that social
media can be used by DMOs to communicate their health-
crisis mitigation efforts. The study has found that Iceland
DMO has not utilized social media to communicate any
information related to the pandemic. The theme of the
content posted during the crisis, on social media webpages
by the DMO and even that of the travel blogs is one of
nature, adventure, well-being and natural phenomena. This
is consistent with findings by Boorsma (2020), Kazakova et
al. (2017), Oladottir (2018) and Szporsdottir (2020).

Hearn & Schoenhoff (2016) traces the development of social
media users from being consumers to content creators to
influencers. Gretzel (2018) suggests that tourism marketers
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can use influencers to reach targeted audiences. This study
reveals that the travel bloggers reflect the same image of
the destination as that projected by the DMO through their
social media channels. Sano and Sano (2019) conclude
that tourists’ perception of safety and willingness to travel
are equally enhanced by both consumer to consumer and
business to consumer crisis communication for tourists
with high perceived risk. This implies that communication
on the earned media component of the PESO model has
the same impact on tourists as the paid, shared and owned
components. Andronikidis et al. (2020) draw our attention
to a limited number of studies examining the use of social
media by DMOs in their communication strategies. This
study addresses this gap by analysing the DMOs messaging
and engagement strategy implemented on four social media
platforms; Facebook, Twitter, Instagram and YouTube.

Novelli et al. (2018) argues that the confidence of travellers
is reduced if official travel warnings are issued. The study
has not identified any travel warnings issued by the Iceland
DMO. Most studies on tourism recovery focus on the use
of singular tools such as Facebook, twitter etc. or platforms
such as social media (Tuclea et al., 2020). This research is
a pioneering study of the tourism recovery initiatives of the
DMO from the perspective of the PESO framework.

CONCLUSION

Brouder (2020) suggests that the COVID-19 pandemic is
a rare opportunity for a radical transformation for tourism.
From the socio-economic perspective, countries that are
dependent on tourism will suffer more due to the fall in
demand caused by the health related crises (Novelli et al.,
2018). Recovery marketing, crisis communication and
stakeholder collaboration are three strategies identified
for tourism recovery by Ritchie and Jiang (2019). Novelli
et al. (2018) insists that crisis and disaster preparation
planning are extremely important for destinations. Janes
and CendoMetzinger (2018) points out that various crises
necessitate the use of specific communications strategies
and different ways of communication. A vital component of
managing tourism recovery for the destination is to restore
the image and reputation of the destination (Khazai et al.,
2018). The Iceland DMO has a very selective approach
in choosing digital communications channels for its crisis
communication efforts. Nepal (2020) claims that destinations
such as Iceland have always operated with the ‘business
as usual’ mindset but will need to have a rethink on this
approach going forward.

A limitation of the study is that the PESO model is
investigated from the perspective of digital media channels
only and presents findings based on data collected from the
public domain. Beirman (2018), Cahyanto et al. (2020) and

McCartney (2020) suggest that a public-private partnership
is required for efficient disaster response and recovery.
Future studies could investigate the efforts of tourism
enterprises other than the DMO in developing effective
crisis communication strategies for tourism recovery.
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