
Chapter Eleven

Characteristics of Tweets about
African Cultural Heritage

Abebe Rorissa, Shimelis Assefa, and
Daniel Gelaw Alemneh

ABSTRACT

Tourism has the potential to be the engine of a country's economic develop-
ment. Some developing countries, especially those in Africa, rely on tourism
for their citizens' employment. Consequently, the rise and fall of their un-
employment rates are closely associated with that of tourist numbers. Hence,
they need to constantly find ways to promote their cultural heritage in order
to attract more tourists. One of the key promotion tools is Twitter, and an in-
vestigation to understand the nature of tweets about cultural heritage institu-
tions is an important undertaking. However, investigations into the nature of
tweets about African cultural heritage are nonexistent. Our research aims to
shed some light on the broad characteristics of tweets about African cultural
heritage. We also identify possible implications for marketing by cultural
heritage administrators and other stakeholders in their use of social media in

general and Twitter in particular.

INTRODUCTION

Tourism has the potential to be the economic engine and contribute to a coun-
try's economic development due to its power to generate billions in income for
businesses, governments (at all levels: local, state, national), institutions, and
other sectors of society. It is estimated that, globally, tourism accounts for over
5 percent of gross domestic product (GDP) (United Nations Conference on
Trade and Development, 2010). Some developing countries, especially those
in Africa, partially rely on tourism for their citizens' employment. As a result,
the rise and fall of their unemployment rates are closely associated with that of
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tourist numbers. Consequently, they need to constantly find ways to promote

their cultural heritage sites and institutions in order to attract more tourists.

What is more, cultural heritage institutions and their resources are big

draws for tourists, and marketing campaigns require a significant amount of
investments. While traditional methods still exist to promote a country's cul-

tural heritage and conduct effective marketing campaigns, it is very difficult

to gauge their effectiveness in terms of attracting more visitors. The Internet

and social media have opened new avenues for institutions to market any

products and services practically for free, in part because users/clients gener-

ate some of the publicity and promote the products and services by sharing
information as well as their experiences. One of the key tools for promoting a

service, product, or anything for that matter, is social media such as Twitter.

Twitter offers countries and their cultural heritage institutions new platforms
for connecting their resources with potential users, customers, and/or visitors.

Characteristics of tourists' or visitors' tweets (e.g., how, what, when,
where, how often, etc.) about their experiences at a cultural heritage institu-

tion and/or visits to a country could affect the countries' future reputation
and ability to attract more visitors. Hence, an investigation to understand the

nature and broad characteristics of tweets about cultural heritage institutions

and experiences by tourists is an important undertaking because the findings

of such investigations could assist not just the cultural heritage institutions
but also the countries to devise appropriate strategies and policies. However,

investigations into the nature of African cultural heritage institutions in gen-

eral, and tweets about them in particular, are nonexistent. Hence, we set out

to conduct a study that addresses the broad research question: What are the

characteristics/nature of tweets about African cultural heritage with respect to

their sources, influential Twitter users, the information flow network of those

users, topics and subjects of the tweets, and the sentiments of the tweets?
More specifically, the study attempts to:

" identify the source and location of tweets about African cultural heritage;

" determine the most influential twitter users with respect to African cultural
heritage;

- characterize visitors who tweet about African cultural heritage and their

information flow network;

" identify trending topics and most popular subjects discussed with respect to
African cultural heritage; and

" identify sentiments of tweets about African cultural heritage.

Recognizing the value of social amplification or promotion tools like Twit-

ter, this research aims to shed some light on the broad characteristics or nature
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of tweets about African cultural heritage. Content analysis, social network
analysis, and visualization tools will be used to analyze data obtained through
a number of Twitter APIs (application program interface). Based on our find-
ings, we identify possible implications and suggest potential strategies for
cultural heritage administrators and other stakeholders in their use of social
media in general and Twitter in particular.

BACKGROUND

Tourism and the Continent of Africa

Tourism, in all its forms (be it cultural, social, business, environmental, etc.),
has existed since time immemorial. To look beyond one's surroundings and
be inquisitive about what lies elsewhere, or the curiosity to discover, is an
innate human nature. By its very nature, tourism is associated with travel or
the movement of people from one locale or country or region or continent to
another, often far away. Africa has long been at the center of early human
migration. One of the prevailing theories of the early origin and movement of
modem humans is often referred to as the "out-of-Africa" theory (Armitage et
al., 2011), which posits that the modern human evolved mainly in Africa until
a branch of Homo sapiens trekked elsewhere sometime between 125,000 and
60,000 years ago, eventually replacing the Neanderthals and Homo erectus
(Meredith, 2011). While the early humans' main reason for migration may
not have been for tourism purposes, one of the main reasons why people
travel to faraway places and among the often-mentioned attractions for tour-
ists are the cultural heritage of a place and/or country.

In Africa, a continent with nearly a billion people and a place where little
is known when it comes to its history and cultures, storytelling is and always
has been a way of life. Stories and storytelling are, in a way, the only tools
that were available to a variety of African communities in their quest for
knowledge transfer and preservation. Hence, when one talks of cultural heri-
tage in Africa, it is not necessarily about things such as printed materials, al-
though one can find those in some of the countries where ancient manuscripts
have been preserved and passed down through the generations.

Unlike Europe, North America, and Asia, African cultural heritage lies
in the historical and other physical structures and artifacts that one can see,
touch, smell, and feel, as well as in the customs and ceremonies that existed
and had been practiced literally for millennia. Not in spite of this very fact,
but rather because of it, Africa presents a unique experience to tourists from
around the globe, particularly from regions of the world where the same ex-
perience cannot be offered.
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Economic Benefits of Tourism

Although it is not a panacea for a country's economic woes, tourism has
always been an integral part of economic activity for some countries. With
increased globalization and international travel, countries in every corner of
the world are benefiting from tourism, especially where there is relative peace
and stability. In Africa alone, according to the World Bank's 2013 report on
tourism, the number of tourists traveling to sub-Saharan African countries
grew over 300 percent since 1990, and in 2012 the highest number of tour-
ists, 33.8 million, visited the region (World Bank, 2013). However, African

countries still need to effectively integrate tourism into their economies in
order to compete with places such as Asia. During the twenty years at the
tail end of the last millennium (1980 to 2000), the Asia-Pacific region saw
an increase from 8 percent to 22 percent of global tourist numbers, leading to
tremendous economic growth and improved livelihoods. In the thirty years
since 1980, Africa's share of global tourism was between 3 percent (1980)
and 5 percent (2010).

As a result of this increase in the number of tourists, albeit modest, more
and more African countries are beginning to compete with other regions of
the world for tourist dollars. Ethiopia, for example, aims to triple its number
of foreign visitors (from the current 750,000) to more than 2.5 million by
2020 (Maasho, 2015). In comparison to that of Egypt, where 9.9 million
tourists visited in 2014-2015, the threefold target in five years is still modest.
In terms of tourist dollars, in 2012, the continent generated income totaling

over US $36 billion from tourism-related activities and sectors such as ho-

tels, tours, and various kinds of attractions. This figure amounted to a little

over 2.8 percent of the continent's GDP (World Bank, 2013). Some (see, for
instance, Rogerson, 2007; Sharpley, 2015; Srinivasan, 2015) argue that while
the growth in the GDP as a result of tourism is relatively small, it is steadily
growing, and the impact on the region's economy is significant.

African Cultural Heritage

There are no shortages of World Heritage Sites in Africa recognized by
UNESCO and potentially attractive to tourists from both inside and outside

the continent. They range from the Royal Palaces of Abomey in Benin and

the ruins of the ancient Aksumite Civilization in Ethiopia to the Great Pyra-

mid of Giza in Egypt and the Great Zimbabwe National Monument, to men-
tion a few. However, challenges remain when it comes to attracting tourists to

Africa. These include: lack of security/safety, underdeveloped infrastructure,

poor or nonexistent publicity, and lack of proper marketing strategies. Many
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popular tourist spots in Africa were rocked by terror attacks in recent years.
In Egypt, Kenya, and Tanzania's island of Zanzibar, for example, various
terrorist groups systematically targeted the countries' tourism industry. Some
of these countries were removed from international tour operators' programs,
resulting in a drop of more than 22 percent in international tourism.

In addition to lack of security and safety as well as high crime rates, ac-
cording to the World Bank (2013), other constraints such as access to finance

for investors, taxes on tourism investments, low levels of tourism skills

among Africa's population, and bureaucratic processes are present in vary-
ing degrees in sub-Saharan African countries. Many countries took signifi-

cant measures to overcome most of the above-mentioned obstacles through

increased security, infrastructure development, aggressive marketing, and
promotion efforts.

African countries with a successful track record in terms of tourism and
those with thriving tourism-based economies have a variety of factors in

their favor. For instance, tourists flock to places such as Egypt because of its
rich and ancient history, sites such as the pyramids, and other artifacts. Other
African countries such as South Africa, Kenya, Botswana, and Tanzania are
able to attract tourists due to their game parks and safari expeditions, while
others such as Morocco and Tunisia are reaping benefits from their attractive
beaches as well as their relative proximity to Europe.

Other African countries, while they have not been as attractive to tourists
as those mentioned above, should be as attractive, if not more attractive, be-

cause they also possess rich cultural heritage. For instance, countries such as

Ethiopia are some of the few places in the world where tourists can experi-

ence centuries-old rock-hewn churches as well as exclusive cultural and re-
ligious celebrations such as the UNESCO-honored Meskel festival (Finding
of the True Cross of Christ) (Sahle, 2015), which has survived for thousands
of years. Ethiopia's rich cultural heritage also consists of ancient architecture
that shows the high level of skill and civilization of ancient African societies
and kingdoms such as the Axum Kingdom (UNESCO, 2015), which is com-
parable to the world's great empires of China, Persia, and Rome.

Despite breathtaking, tangible, and intangible heritage, among the main
reasons why countries such as Ethiopia have not been one of the top tourist
destinations until recently is that they have not invested in promotion and
marketing, taken steps to enhance their image, and provided incentives to
investors in the tourism and other sectors. In addition, countries working to
deepen their success need to diversify their tourism offerings, address season-
ality, and manage growth strategically (World Bank, 2013).

What is more, tourists learn about the existence of a cultural heritage, and
whether it is worth their effort and money to visit and travel sometimes tens
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of thousands of miles (or kilometers), through a source of information about
the cultural heritage. These days, such sources of information are postings on
social media sites/outlets such as Twitter.

The Promise and Power of Social Media

As more and more people around the world get connected to the Internet,
and with the explosive proliferation of mobile devices in the workplace and
personal and social lives of even those in the remote parts of the globe, the
number of social media users is increasing astronomically. The scale of the
growth in the number of social media users is particularly evident on Twitter
where about a billion tweets are posted by close to 650 million registered us-
ers in less than a week (Bhattacharya, Yang, Srinivasan, and Boynton, 2015).
With this increase, come greater opportunities for interactions and informa-
tion sharing, not to mention the power to influence and effect action.

Social media have been used to, among other things, organize protests,
create and maintain a community, rally support for a cause, encourage and
publicize participation in events and activities, keep in contact/touch with
friends and family, exchange ideas and share information, influence public
policy, advertise products, and promote services. Over the past few years,
social media tools such as Twitter have opened new avenues for individu-
als, businesses, governments, and others to conduct marketing campaigns
practically for free, dramatically changing the media landscape. According to
Hirschhorn (2015), by the end of the decade, many traditional networks will
be shocked to find that they have been supplanted in the minds of many mil-
lennials and generation Zs. In the end, it should come as no surprise that there
have been threats that have gone unseen or under-addressed by the major and
minor media networks.

The United Nations World Tourism Organization (UNWTO), in its 2014
report (http://www.e-unwto.org/doi/pdf/10.18111/9789284416899), predicts
that tourism arrivals in Africa will reach 134 million by 2030. In this regard,
the importance of infrastructure to tourism development and growth in the
continent cannot be overemphasized. African governments recognize the
potential contribution of tourism to the transformation of the continent, given
that Africa is endowed with rich and diverse cultures and landscapes. What
is more, tourism is one of the strategic areas for the New Partnership for Af-

rica's Development (NEPAD). To foster the development of tourism on the

continent, the NEPAD Tourism Action Plan (TAP) was formulated under the
guidance of African ministers of tourism, who convene annually under the

auspices of the World Tourism Organization (WTO) Commission for Africa
(African Development Bank Group, 2014).
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If they are to bolster their tourism sectors, African countries need to con-

stantly find ways to promote their cultural heritage sites using, among other
tools, social media. Although existing cultural heritage and unique resources
can be a big draw for tourists, Africa is also a continent with a long, rich, fasci-

nating, and mysterious history known only to the locals or curious wanderers.

However, several African historical sites remain hidden from the outside world.
Tools such as Twitter offer countries and their cultural heritage institutions

new platforms for connecting their resources with potential users, customers,
and/or visitors in a more personal way. Tourists' or visitors' tweets about
their experiences at a hotel, a cultural heritage institution and/or site visits

could positively or negatively affect the host countries' or institutions' im-
ages, future reputations, and abilities to attract more visitors. With the help

of the power of social media such as Twitter and tourists who share their
experiences about African cultural heritage, the cultural heritage could be

brought to the attention of not just other tourists, but also organizations such

as UNESCO that have the authority to designate them World Heritage Sites,

thereby preserving them for the future.

METHODS

The purpose of this study is to understand the characteristics of tweet mes-
sages in connection with African cultural heritage and visitors' experiences

as expressed in the tweeter universe. Who is tweeting about African cultural
heritage, what is the nature of the tweet content, and what is the information
flow network are some of the questions this study set out to answer. In view
of the goal of the study, it is important to collect all tweets that are posted
on the Twitter platform. Tweets were acquired via twitter API (https://dev.
twitter.com/rest/tools/console) and Apigee (https://apigee.com/console) ser-
vices using combinations of broad search terms such as Africa and cultural
heritage, Africa and museum, Africa and safari, Africa and tourism, and Af-
rica and holiday destinations. Also included in the search are combinations
of hashtags such as: #VisitAfrica, #MuseumAfrica, #TravelAfrica, #Afri-
caTravel, #Africatourism, #AfricaSafari, #SafariAfrica. The tweet datasets
were prepared and organized into categorical variables to reflect the actual

tweet messages, tweet usernames, hashtags, retweet counts, location, and user
mentions. Without any cutoff date, a little over twenty thousand tweet mes-
sages were downloaded and saved as textual documents.

Using statistical and linguistic text-analysis software called T-LAB (http://
tlab.it/en), the textual document is transformed into corpus files for processing.
The corpus files are then converted into lexical units (words and multi-words)
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that are organized in data tables (matrices) for further analysis. This study heav-
ily relied on sequence and thematic analysis tools; key analytic tools in T-LAB
used to characterize, explore, and measure the occurrences and relationships
between key terms; understanding emerging themes; and performing sequence

analysis of key terms. These tools are suitable to characterize the nature of
tweets and their relationships in the domain of African cultural heritage and
tourism (in general), and of course help answer the research questions.

RESULTS AND DISCUSSION

1. Identify the Source and Location of Tweets about African Cultural
Heritage

In very few countries, such as South Africa, Kenya, Tanzania, Egypt,
Tunisia, Namibia, and the Seychelles, tourism ministries, tourism boards,
and sport, art, and culture departments tweet promotional content regarding
events and celebrations having to do with their respective country's cultural
heritage sites and artifacts. However, the bulk of the sources of tweet mes-
sages comes from international media outlets such as CNN, the BBC, Bloom-

berg Media, the New York Times, and international organizations such as
UNESCO and UNwebcast (UN Web TV), GermanForeignOffice, and local
tour operators. The tweets from international media sources and international

organizations are dominated by current events that endanger the destruction

of cultural heritage sites due to conflict and war. Considering the fact that

UNESCO is the world-leading institution with a mission to protect and sup-

port world heritage sites, and the word "UNESCO" appearing as the most

frequently occurring term across the tweet documents, the word-association

diagram in figure 11.1 presents the results to illustrate what other words are
associated with it. In addition, there are extensive tweet message and images
being cross-posted on Facebook and Instagram.

True to its mission, UNESCO is communicating via its tweet feed about

African countries and world heritage sites, and about the protection, looting,

and safeguard measures around cultural heritage sites. Also shown in the
word association diagrams are places of cultural heritage sites such as Mali,
Timbuktu, Egypt, Ethiopia, Libya, and Nigeria.

2. Determine the Most Influential Twitter Users with Respect to African
Cultural Heritage

One of the categorical variables used to prepare the tweet corpus is the @
username. Travel enthusiasts, explorers, bloggers, writers, photographers,
adventurers, cultural heritage advocates, local tour operators, and culture,
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Figure 11.1. Word Association, UNESCO, as Source of Tweet Messages

tourism, and art ministries and departments are the most influential twitter
users in the tweet landscape surrounding the topic of "African cultural heri-
tage," and "African tourism" in general. Based on the number of tweets they
periodically post and the number of followers they have, table 11.1 presents

the top fifteen influential twitter users.
As can be seen from table 11.1, the most influential twitter users come

from South Africa. Given the country's enormous potential in tourism and

the level of infrastructure development in South Africa, this could be an obvi-

ous finding. The lesson, however, is that other African countries can emulate
what South Africa is doing due to the ubiquity of smartphones and popularity

of social media.

3. Characterize Visitors Who Tweet about African Cultural Heritage and
Their Information Flow Network
To better understand the characteristics of tweets and the information flow

network, we needed to generate a network graph. In T-LAB, the appropriate
tool available to achieve a network graph is through sequence analysis where,
based on selected key terms, graphs will be generated that present other re-
lated key terms that succeed and precede the selected key terms. The sequence
analysis graphs are then exported as graph markup XML (GraphML) files,
which are then opened with and external graph editor. In our case, we used a
tool called yEd (http://www.yworks.com/en/products/yfiles/yed) to create a
fully interconnected graph between and among the selected key terms.
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Table 11.1. Most Influential Twitter Users, Selected List

Account Name Username Bio, Profile

AWHF

Velma Corcoran

Sasibai Kimis

SAN Parks

Moja Heritage

Bella Bride Africa

Radio Mbao

Christine Lundy

Laura Kate Gibson

Wanderluster vacation.
co.za
Max Magazine

SouthAfrican Tourism

Visit South Africa

Atta Africa

Hon. Phyllis Kandie

@AfricanWHFund

VelCorcoran

@sasibai

@SAN Parks

@mojaheritage

@Bella_Bride

@radiombao

@ChristineLundy

@DigitisationSA

@VacationZA

@magazinemax1

@GoToSouthAfrica

@SouthAfrica

@attatourism

@Kandie_Phyllis

The African World Heritage Fund-a Category II Centre under the auspices of UNESCO that
works with protection of Africa's natural and cultural heritage

Head of Marketing @capetowntourism. People-watcher, traveler, runner & mom who believes
life is best when accompanied by bubbles

Founder of @earthheir-global nomad-sustainability-faith at work-triple bottom line-Africa
enthusiast-cultural heritage advocate

SANParks manages a system of parks which represents the indigenous fauna, flora, landscapes
and associated cultural heritage of South Africa

Awesome natural, historical, and cultural places to visit around South Africa, local food,
amazing people doing amazing creative things, and inspiring SA design

Preserving African Heritage in the form of Weddings, Fashion, Culture! Wedding Planning,
Inspiration & Wedding Vendors! follow on IG @bellabrideafrica

Official Twitter for Radio Mbao-The Africa Online radio station. We celebrate Africa Music,
heritage and Culture. Email: Radiombao@gmail.com

French in South Africa-Passionate about stories and design-columnist @AMACUCULTURE
focus on #culture #Art #Wines #Food #Design. ...

PhD candidate at KCL doing research in democratizing cultural heritage collections in South
Africa. Former Digitization & Collections Manager....

Online Tourism and Destination Marketing Portal for Southern Africa and surrounds-we
promote the beauty, natural heritage and products of. ...

Max Magazine promotes African culture & heritage, celebrity, Music, Fashion, Art Awards, we
give publicity to artistes IG: maxmagng / maxmagng@gmail.com

The official Twitter account for South African Tourism

This is the Official Twitter page of South African Tourism for North America. Leave Ordinary
Behind and join the adventure! #visitsouthafrica

The Voice of African Tourism. Atta promotes tourism to Africa from all corners of the world
through membership of elite buyers and suppliers of tourism product

Cabinet Secretary Ministry of East African Affairs, Commerce and Tourism. Official handle for
East African Affairs Commerce and Tourism of Kenya
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Related to the research question, we chose to generate a sequence analysis
around "cultural heritage" and "Africa." The key terms in the corpus text
sorted by number of occurrences reveal the fact that "CulturalHeritage" and
"Africa" are the top two most frequently occurring lexical units (keywords).

For the purpose of selecting the other key terms to add to the network graph,
we chose a threshold of forty, the minimum number of occurrences, as crite-

ria for adding to the graph. This is done so as not to clutter the graph so much
that reading would be difficult. This method resulted in 140 nodes and 232
edges. In the network graph, the nodes are the most significant key terms, and
the edges establish the level of association between succeeding and preceding

key terms surrounding the selected nodes.
As stated above, to find a plausible answer to this research question, we

chose to investigate the measure of association through a network graph by
selecting "cultural heritage" and "Africa." Figure 11.2 presents the network
graph for 'Cultural Heritage." As shown in the graph (figure 11.2), a reason-
able interpretation can be made that the network graph is dominated by a

flow network that represents the celebration and promotion of rich cultural

and natural heritage in the African continent, with South Africa and major
cities in South Africa such as Johannesburg, Durban, and the KwaZulu-Natal
province cited as destinations for tourists, as well as celebrating national
heritage days. The second major observation in the graph pertains to the other

Figure 11.2. Network Graph around the First Most Occurring Key Term,
"Cultural Heritage"
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African countries visibly shown in connection with cultural heritage and tour-
ism sites, including Kenya, Mali/Timbuktu, Tanzania, Egypt, Benin, Nigeria,
and Uganda. Third, we also observe from the graph that media outlets such
as CNN world, the BBC, and the New York Times are tweeting about the risk
African cultural heritage faces from conflict and looting.

In figure 11.3, because "Africa" is the second most frequently occurring
key term after to "cultural heritage," the graph presents a more or less similar
result with a similar information flow network as in figure 11.2. Again, we
observe "Africa" closely related to travel destinations, attractions, adventure,
and cultural heritage sites and treasures.

4. Identify Trending Topics, Most Popular Subjects, and Places Discussed
with Respect to African Cultural Heritage

Word association, concept mapping, and thematic analysis are available
tools in T-LAB that provide adequate explanations to identify trending top-
ics and subjects. Again focusing on the key terms relevant to this study (i.e.,
"cultural heritage," "adventure travel," "museum," "UNESCO," and 'tour-
ism"), we ran word-association analyses. Therefore, by selecting one of these
key terms, we were able to determine the relationships and local meaning or
context within which these selected words occur. Figures 11.4 and 11.5 pres-
ent results of the word-association analysis for the most frequently occurring
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lexical unit/keyword, "adventuretravel" (figure 11.4), and co-occurrence

graph for Tourism (figure 11.5). In figure 11.4, we can see that the central
theme, adventuretravel, occurs within the local context of travel, wildlife,
park, beach, getaway, honeymoon, and culture, largely in the context of South

African tourism.
In figure 11.5, the co-occurrence analysis reveals what other key terms oc-

cur when the word "tourism" is mentioned in the African context. Taking 60
percent as the cutoff point for the co-occurrence threshold, the following key
themes and topics emerge alongside "Tourism": African countries' tourism
ministries agree to promote the sector; the downturn in tourism, and often
the sector defying the slump; tourism industry as a source of revenue; the
threat on the sector due to export of elephant tusks; and how war and conflict
threatens the tourism industry.

Also shown in figure 11.4, is that there are some indications either (1) of
where the travelers are from or (2) that those tweeting about adventure travel
and related activities in Africa have some connection in America, Asia, Latin
America, and South America.

ADVENTURETRAVEL
(A SSOCIATONS)

rINDIAN OCEAN

TOUROPERATOR

PHOTOGR

SOUTHAFR

LANDSCAPE
SOUTHAFRICA

EXPEDITION x -
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~APH AFRCA \ if' ~' NATURE
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Figure 11.4. Word Association around "Adventure Travel," as One Trending Topic
in the Tweet Corpus
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Figure 11.5. Sequence of Keywords around AdventureAfrica

In figure 11.5, selecting tourism as one trending word, the co-occurrence
analysis graph shows what other key terms are mentioned in 60 percent to 100
percent of the cases. The co-occurrence analysis clearly shows which other
themes and topics emerge across the tweet corpus related to African tourism.

5. Identify Sentiments of Tweets about African Cultural Heritage
Sentiments in the Twitter corpus can be detected by keywords that convey

negative or positive messages and/or experiences as a result of visits and trav-
els by those who tweet about African cultural heritage. In T-LAB, each tweet
message is recorded as a document with its own record ID. One of the tools

used to understand the sentiment of the tweet message is the application called
"modeling emerging themes" in the thematic analysis category of tools. This

application is used to discover, examine, and model the themes that emerge

from the tweet corpus/text. Using the naive Bayes classifier algorithm, we

classified the elementary contexts of the documents (tweet messages). The
maximum number of themes the application allows to be selected is fifty.

To reproduce the fifty themes with all of their context requires much more

space. We only chose pertinent themes, such as African_Cultural_Heritage,
UNESCO, Timbuktu, Rich_Cultural _Heritage, and Preserve_Cultural_Heri-

tage. Table 11.2 presents samples of positive and negative sentiments that are

present in the tweet corpus for the themes-"rich cultural heritage" and one

famous heritage site, Timbuktu.
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Table 11.2. Select Positive and Negative Sentiments Expressed about African Cultural Heritage

Theme

RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE

RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE
RICH_
CULTURAL_
HERITAGE

Theme Score Context, Negative

_o _.._ r _..,.._. .,...,...

Score Context, Positive

0.444 Full of scenic-beauty & rich in culture-and
heritage, #Cape Town, #Africa is an ideal
place-to-plan a pleasant_vacation_

0.422 On a rich American's party, Peru and the
Bangwa Queen

0.422 > Africa's stolen art heritage. On a rich
American's party, Peru and the Bangwa
Queen

0.415 As mentioned before, South_Africa has a rich
and very diverse-culturalheritage

0.415 The Drakensberg Is Rich In cultural-heritage.
It Is Home To 35% Of SouthAfrica's San
Rock Art Sites

0.415 Never known a beautiful continent like
#Africa? What a rich cultural musical_
heritage?

0.415 CelebrateSouthAfrica's rich and diverse_
cultural-heritage

0.415 Divas are back to CelebrateSouthAfrica's
rich cultural_heritage_.

0.415 The stateis_lof Africa's richest storesof_
artworks

0.415 A great event that raised awareness towards
the rich cultural #heritage of West #Africa:
the Griot Summit

TIMBUKTU 0.86 Jihadis On March in Africa-Pt 6: Mali Urges
UN Action After Timbuktu Attacks - -

Islamists Attack cultural-heritage
TIMBUKTU 0.713 Mali: Experts at UN Forum Adopt Plan to

Safeguard Mali's cultural-heritage : UN
News I International exper .

TIMBUKTU 0.713 BBC_News-Timbuktu's Sidi Yahia mosque
attacked by Mali militants

TIMBUKTU 0.69 Sad. http:// nation. co.ke/News/africa/Mali+
Islamists + bulldoze + independence
+ monument + in + Timbuktu /-
/1066/1 60521 0/-/7shh0j/-/index.

TIMBUKTU 0.69 Timbuktu's Destruction: Why Islamists Are
Wrecking Mali's cultural-heritage

TIMBUKTU 0.69 Mali Islamists Destroy More Holy Timbuktu
sites-http ://nyti.

TIMBUKTU 0.69 Truly a sad week for humanity: Mali Islamists
destroy Timbuktu shrines

TIMBUKTU 0.628 Mali: UN, European Union team up to restore
Timbuktu's culturalheritage: The United
Nations and the E.

TIMBUKTU 0.628 More centuries-old cultural-heritage smashed
as conflict continues in Mali- BBCNews:
Timbuktu mausoleums destroyed

TIMBUKTU 0.628 RT @ajenglish : Fighter in Mali destroy more
Timbuktu tombs
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Characteristics of Tweets about African Cultural Heritage

Table 11.2 presents a partial view of only the top ten document classifica-

tions via thematic analysis. As can be seen from table 11.2, on one side, we
have positive sentiments about the riches and celebrations of African cultural
heritage, and on the other, we have negative sentiments that dominated the

situation in Mali, especially the damage and destruction of Timbuktu shrines
caused by Islamists in 2012 and 2013. Looking at the sequence of themes sur-
rounding Timbuktu, we can also get a better view of the analysis, as shown
in figures 11.6 and 11.7. The two figures show the result of the sequence
analysis (figure 11.6 for predecessors, and figure 11.7 for successors).

CONCLUSION AND
RECOMMENDATIONS FOR FUTURE WORK

Countries around the world have benefited from tourism as international
global arrivals have grown. Visitor numbers in Africa have risen (up to 10
percent a year) for the past decade, albeit from a very low base. Considering
the global middle-income population increases, progress is still needed to
promote greater regional integration. About two-thirds of African countries
still demand visas from Africans traveling outside their native lands. Greater
cooperation is needed between governments to facilitate the intra-African

or trans-border movement of persons within Africa. With the right policies
and strategies, African countries can make tourism a pillar of their growing
economies (African Development Bank Group, 2014).

There is a clear indication that Twitter has proven to be a strong platform
for individuals and institutions both inside and outside Africa to disseminate
information about African cultural heritage and the tourism industry in general.
Tweets are posted from government tourism ministries, art and culture depart-
ments, tour operators, and travel enthusiasts, as well as international organiza-
tions such as UNESCO and media outlets. The most influential Twitter users
are from South Africa or have some connection with South Africa. Trending
topics and subjects include: the rich cultural heritages of Africa, the preserva-
tion of African cultural heritage, adventure travel and getaways, promotion of
the tourism industry, a downturn in the tourism sector, tourism as a source of
revenue and as an economic engine, and, most importantly, conflict and war
that has brought destruction to cultural heritage sites, as well as the export of
elephant tusks threatening the tourism industry. Looking at the information
flow network and generating a network graph around African cultural heri-
tage, we observe characteristics that visitors and Twitter users express around
the same topics and themes. Oftentimes, the tweet centers around individual
African countries such as Mali, Egypt, South Africa, Ethiopia, Kenya, and the
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Seychelles. Other relevant nodes in the network graph relate to cultural artifacts
such as art, food, music, and museum.

We also looked at the sentiments expressed via the Twitter universe re-
volving around African cultural heritage. Looking at the positive and nega-
tive messages expressed via the Twitter platform, we see on the positive side
tweets and messages exalting the riches of African cultural heritage and natu-
ral beauty. On the negative side, we observe war, conflict, and destruction
causing incalculable damage to African cultural heritage, especially cultural
heritage in Mali and Timbuktu.

As we have outlined from the outset, one of the main challenges faced
by African countries to attract more tourists and thus benefit economically
from tourism is lack of marketing. Those countries that are able to use both
traditional and social media tools such as Twitter are able to brand not only

their cultural heritage as well as other attractions but also improve their own
perceptions and images. Therefore, in order to create an overall awareness
of their cultural heritage and build a positive image, African countries need
to embark on marketing campaigns using twenty-first-century tools. After
all, communications channels such as Twitter are ideal for individuals, com-
panies, governments, and others on the continent because Twitter users and
users of social media have a multiplier effect when it comes to publicity for a
brand or service or product or, in this case, cultural heritage site.

Tourists' tweets are indeed the most influential words and powerful mar-
keting tools in the tourism industry because it is the customers themselves
who rate or endorse tourist destinations based on their overall experience.
With the growing presence of world-class airlines, international chain ho-
tels, and global groups operating in Sub-Saharan Africa, some individual
countries have already provided successes (in terms of addressing existing
infrastructure constraints, ranging from improved air transport facilities to
decent accommodations) that have created positive experiences for their
visitors.

Finally, we acknowledge that we can gain further understanding of the
nature of tweets about African cultural heritage through methods and ap-
proaches other than ours. We also do not claim our work to be the definitive

and final work on the topic. Additional research, using longitudinal data,

needs to be conducted in order to have a continued and fuller picture of the

characteristics of social media posts in general, and tweets in particular,

about African cultural heritage-the bedrock of tourism on the continent.

Moreover, one can look beyond simply the nature of the text in the tweets

and information flow network of the users and analyze the hyperlinks in the

tweets to see what they reveal about, among others things, the topic or subject

of the tweet as well as the target audience of the tweets.
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With full recognition of the complexities of the tourism sector in today's
globalized market, the authors would like to reiterate that tourism is a power-
ful engine for economic growth. By creating job opportunities, generating
foreign direct investments and foreign currency, and contributing to image
building, the tourism sector can indeed energize the economy and lead the
African Renaissance in the twenty-first century.
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