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AIMS AND SCOPE
To trace: …attractiveness of global cities as a result of presence of cultural heritage
 Determinants of ‘magnetism’ of cities for visitors caused by historicalcultural amenities
 Concept ‘Cultural heritage buzz’ from:
- varied collection of urban cultural amenities

- stakeholders values from the perspective of visitors, residents and artists
- appreciation scores by visitors obtained from ‘big data’ in TripAdvisor
 Impact of language diversity on attractiveness of cities, as
perceived by visitors (‘Babylon effect’ i.e. whether a low language diversity – caused by
many foreign visitors – has a positive impact on the visitors’ appreciations of a local culture or
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cultural site in a city)
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“Competition among cities is like riding a bicycle: if you don’t pedal, you’ll fall
off.

However, globalization is making us increasingly uniform, so we must construct
and promote our difference in order to continue existing”
Mirón, Urban Land Institute

In many regions and cities we observe an increasing interest in the
potential of tourism and culture as major attraction forces and strategies
for economic growth.
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CULTURAL TOURISM IN LEISURE SOCIETY
 Global importance of tourism (export industry)
 Diversity in international tourism: multi-faceted industry with a mix set of visitors’
aims to travel abroad
Relevance of cultural tourism (social, economic)
Urban vibrancy caused by cultural tourism (Arribas-Bel et al. 2016)

 Cultural heritage buzz as urban hotspots (Santagata 2002; Arribas-Bel et al. 2016;
Kourtit and Nijkamp 2016) shows often up in the form of :
- heterotopia (unique attractiveness features that act as magnets for foreign
visitors, and is a cover (Zerva et al. 2016)
- experience economy
- ‘spiky’ cities

Cultural heritage becomes a critical factor for city marketing; strongly supported by
modern ICT tools
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TOURISM AND DIGITAL INFORMATION
 Emergence of ICT: ICT has significantly revolutionized the travel industries and have shown drastic
changes in priorities choices, strategies and behaviours affecting the tourist sector’s development.
 Digital society
Social media (Mansson, 2011)
 Co-creation: ‘tool of mass collaboration’ (Sfandla and Björk, 2013; Sigala, 2009)
 Many applications in tourism (e.g. e-services)
 Analysis of social messages (e.g., Facebook, Foursquare, Twitter etc.)
 TripAdvisor: micro-based: information (‘big data’):
- quality of hospitality
- attractiveness of scales
- representative, trustworthy information
- qualitative content analysis
- destination image

Digital information (e.g., for trip bookings, travel decisions, tourist site
evaluations, etc.) has become a key element of modern tourism
(see e.g. Ahas et al. 2016, Girardin et al. 2008, Hawelka et al. 2014)
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CULTURAL TOURISM AND E-SERVICES
 ICT has significantly revolutionized the travel industries
 Emerging e-services to promote the cultural places, new destinations and
hidden city’s treasures and attractions
 Important communication tool: making their intangible characteristics or
selling-points tangible
 Supply of e-services as a strategic vehicle for cities (e.g., interactive
maps, mobile devices, online booking, Journey planner, personal
information, Facebook, Spotify, TripAdvisor, etc.) to attract (virtually)
tourists to tourist place  match between demand and supply

The extensive acceptance of ICT in tourism has also been stimulated by the
established trend towards intelligent or smart city policies and strategies (see e.g.
Carter 2013, Deakin 2013, Caragliu et 8al. 2011, Evans-Cowley and Hollander 2010,
Kumar 2015, Nijkamp and Kourtit 2016)

TRIPADVISOR EXAMPLE: AMSTERDAM
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DATABASE
The database used for our empirical application on the identification of the
determinants of cultural heritage buzz in global cities comprises two data systems:

• Extensive data on a great variety of quantitative performance and attractiveness
information on 40 world cities; these data – called the Global Power City Index
(GPCI) ‒ are collected on an annual basis (since 2008) by the Institute for Urban
Strategies, the Mori Memorial Foundation (Tokyo).
• Massive volumes of data collected from the TripAdvisor platform; these data
reflect the individual and collective appreciation on a great variety of cultural
heritage attractions by thousands of visitors – differentiated according to sociodemographic features. This is a world-wide information system, from which we
have distilled culture-relevant items and indicators related to the 40 global cities in
the GPCI sample.
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GLOBAL CITIES IN THE GPCI DATABASE:
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Source: Global Power City Index (GPCI) (2015), p.7

Global Power City Index 2016
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GPCI DATABASE
 GPCI data base on features of global cities
(‘function-specific database’):
- Economy
- Research and Development

- Cultural Interaction
- Livability
- Environment

- Accessibility
 Stakeholder information on importance of urban
features (‘actor-specific database’):
- Managers

- Researchers
- Artists
- Visitors

- Residents
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TRIPADVISOR DATABASE
 Massive volumes of TripAdvisor data on cultural attractiveness of GPCI cities:
- An expression of appreciation for an item in each city on a
Likert-scale
(1 to 5)
- A qualitative statement on the traveller’s like or dislike for a certain amenity, in any
language
WAAI: weighted average appreciation index (This overall weighted index of cultural
attractiveness – described as WAAI ‒ depicts the cultural heritage buzz of a city, as
perceived by the tourists who expressed their appreciation for each individual historicalcultural item on a Likert-scale)
WADI: weighted average diversity index (language diversity) (Index of fractionalization)
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(relative frequency of the use of a given language in the TripAdvisor information platform on
the expressed appreciation for various specific cultural items visited)

CULTURAL HERITAGE FUNCTION INDICATORS
 FACTOR 1 (FF1):

Visitors’ attractiveness in relation to socio-cultural facilities, as is
exemplified by sub-indicators like cultural events, creative activities, shopping, museums, theatres
and concert halls, etc.

 FACTOR 2 (FF2):

Travellers’ logistic conditions, reflected inter alia in taxi facilities, airport connection, etc.

 FACTOR 3 (FF3):
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Visitors’ connectivity and spatial quality conditions, including inter alia urban green, heritage
sites,
and international connectivity, etc.

CULTURAL HERITAGE ACTOR INDICATORS
ARTISTS:
 FACTOR 1 (AF1): Creative ambiance, represented inter alia in cultural stimulation or art markets.
 FACTOR 2 (AF2): Ease of living, reflected in the urban environment for daily life.
VISITORS:
 FACTOR 1 (VF1): Local attractiveness, reflected in cultural interaction, wealth of amenities, and convenient
access, etc.
 FACTOR 2 (VF2): Quality of travellers’ facilities, such as accommodation and shopping, etc.
RESIDENTS:
 FACTOR 1 (RF1): Local quality of life, as indicated by environment and safety in the city.
 FACTOR 2 (RF2): Public health, in terms of medical facilities, etc.
 FACTOR 3 (RF3): Consumer ease, for instance, easy access to shops, etc.
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LANGUAGE DIVERSITY INDICATORS
• Possible to identify the shares of the language by the visitors/reviewers of
each individual historical-cultural amenity in the city concerned.
• Possible for us to compute the WADI language diversity on the basis of the
weighted average scores of language use for each historical-cultural facility
in a particular city.

• With shares of language use for each city, we calculate an urban language
diversity index, based on the fractionalisation index (see Alesina et al. 2003;
Desmet et al. 2009). The fractionalisation index is straightforward and easy
to interpret. It is defined as follows:

• WADI = 1 ‒

І
𝑖=1(share of

language i)²
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THE CONCEPTUAL ARCHITECTURE OF THE NEXUS OF CULTURAL HERITAGE,
STAKEHOLDERS’ VALUE SYSTEMS, AND VISITORS’ APPRECIATIONS
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Operational model for estimating cultural heritage buzz
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 Core regression model can formally be represented as: WAAI

= f(FF1, FF3, AF2, VF2, RF2, WADI)

RESULTS OF REGRESSION ANALYSIS FOR THE CULTURAL HERITAGE BUZZ MODEL
Overall findings on the regression results lead to:
 Hypotheses largely confirmed!
 Sensitivity analysis through adjusted model
 FF1(visitors’ attractiveness in relation to socio-cultural facilitie) and FF3
(the accessibility and local environmental quality factor) increase
significantly the appreciation by travellers appears to make certainly a
difference for the visitors to the city concerned which also confirms our
prior expectations
 AF2 (ease of living, reflected in the urban environment for daily life)
does not have a positive impact of the travellers’ rating for cultural
amenities. The ease of living will probably not be a main motive for
artists to move to a given cultural destination..
 RF2 (public health in the city) an important significant local attraction
factor, in contrast to visitors or artists
 WADI significant negative impact of language diversity among
travellers on the attractiveness scores for cultural facilities or ambiance
in a city. Thus, high language diversity among visitors, will reduce – as a result
of the ‘Babylon effect’
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CONCLUSIONS AND LESSONS (1)
In this contribution we have addressed three interconnected research questions:
What is the influence of a variety of historical-cultural assets (‘functions’) in a
city on the traveller’s appreciation of a city?
Does the presence of specific categories of actors’ value systems regarding
urban cultural functions exert an influence on the overall attractiveness of a
city?
 Does a high language diversity among visitors (a ‘Babylon effect’) impact
negatively the appreciation of cultural sites or amenities by foreign tourists?
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CONCLUSIONS AND LESSONS (2)
 Our regression estimations, based on systematically collected and organised
databases on 40 global cities (GPCI) and on travellers’ opinions on historical-cultural
attractiveness of these cities (TripAdvisor), confirm the existence of the effects
incorporated in the three mentioned research issues, although in a very few cases the
statistical significance or the sign have to be interpreted with some caution.
Our results show clearly the importance of local amenities for tourism attractiveness (as
expressed inter alia by the vector FF3), suggesting that a balanced planning of urban
facilities, infrastructures and urban landscapes (ambiance) is needed in order to
enhance both the wellbeing of local residents and the urban ‘magnetism’ for visitors,
taking into consideration that an extensive usage of public urban space by tourists may
potentially create crowding problems of congestion or degradation.
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Conclusions and Lessons (3)
 Our results also show that the enjoyment of general urban amenities by
tourists tends to increase their satisfaction with the cultural elements of the cities
concerned, suggesting that tourist satisfaction depends on the cumulative effects
caused by the different components of the experience of each tourist.
Another important finding is that, if cultural assets only contribute to tourism
attractiveness through their commodification and integration into appropriate
tourism products and services, attention is needed for other forms of cultural
production and dynamics in global cities, so that favourable conditions for their
development can be ensured in tandem with the current tourism demand.
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FURTHER FUTURE RESEARCH
 Our findings confirm to a large extent our prior assumptions on the expected sign of the influence of relevant
moderator variables. Thus, the model is supported by statistical reliability tests and economic plausibility arguments.

 There is still a vast research area ahead of us. Examples are:

- the impact of gender and age on the appreciation scores of travellers or the influence of the seasonality
patterns of visitors on the attractiveness of historical-cultural amenities, as perceived by them.
- whether a high attractiveness of the cultural amenities in a city will automatically lead to a higher volume
visitors, or whether complementary policy measures, such as dedicated marketing efforts, interactive
communication platforms (Facebooks, Twitter, TripAdvisor, etc.), or online information provision on available
cultural assets in the city concerned would be needed.
- whether the establishment of a distinct cultural profile of the city concerned would be instrumental in
enhancing the perceived urban attractiveness by visitors.
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