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The appeal of England as a tourist destination deijgeon the
perception of Englishness outside the country.cimeept of
Englishness however is influenced by an endlesstyasf written and
audio-visual factors including classic and contemgoy fiction,
movies, magazine articles, music, television, napegs as well as
promotional materials and indeed education. Vistgenerally wish
to experience ‘the real’ England, but their owninatof what this
‘real England’ might be depends on their socio-atdt background,

education or previous travel experiences.
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The proposed paper presents the findings of a catipa analysis of

Englishness: using on both quantitative and qualéaesearch methods, the
perceptions of tourism students and students ofifngs a foreign language
are assessed. In addition to trying to identify filaces most strongly
associated with the concept of Englishness, theali€omponents of

England’s image - including colours, landscape elesy weather

characteristics and man-made constructions - aggepted in destination
marketing communication are also analysed. Furtbermthe perceived

milieu of England (Michalké and Réatz 2006) is dissed through studying
students’ agreements with a set of statement d@sgriEngland and the
English derived from travel literature, classic axhtemporary fiction, and

magazine articles.

Introduction

The appeal of England as a tourist destination i#pen the perception of
Englishness outside the country. The concept oflifimiess however is
influenced by an endless variety of written and iewisual factors
including classic and contemporary fiction, moviesagazine articles,
music, television, newspapers as well as promotiomaterials. Visitors
generally wish to experience ‘the real’ England, their own notion of what
this ‘real England’ might depend on their sociotatdl background,
education or previous travel experiences.

The paper presents the findings of a comparatiedysis of Englishness:
using both quantitative and qualitative researckhous, the perceptions of
tourism students and students of English as agoreinguage are assessed.
In addition to trying to identify the places mosiosgly associated with the
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concept of Englishness, the visual components ofldfnl’'s image -
including colours, landscape elements, weatherachenistics and man-
made constructions - are also analysed.

Theoretical Background

Englishness is a nexus of values, beliefs andudég which are offered as
unique to England and to those who identify asw@h to identify as,
English. From the point of view of the English, Eslness is a state of
mind: a belief in a national identity which is paftone’s sense of self, ad
which is based on a complex set of images, mythieative memories and
beliefs (Giles and Middleton 1995). For internatibriourists however,
Englishness is a set of geographical and cultucahd perceived as
(stereo)typically English, the construction of whis influenced by a range
of visual representations, writing or travel, amartgers. The construction
of Englishness is never complete, since it is ot disrupted by
competing or supplementary versions of national@ultlral identity.

The concept of Englishness is based on Englandg paltural memory
and national identity, where England itself is anptex notion including a
geographical territory, a culturally constructeckad or a specific set of
interrelated ideas, images and values. Debates wheat constitutes the
essence of Englishness have raged throughout Brigétory: the images of
England and Englishness have been constantly agngs products of
political, cultural or economic processes. Englaad been impersonated by
a variety of characters (Giles and Middleton 1995 beef-eating, ale-
drinking John Bull of the 8century, the public-school educated gentleman
of the 1¢' century, Churchill's cheerful Cockneys of World W3 or the
football hooligans and the party animals of th& 26ntury ranting havoc or
enjoying drunken stag parties throughout Europen(i2y Buckley and
Flanagan 2006).

Although the relationship between tourism and tlaeious levels of
identity is rather frequently discussed in therdtare (e.g. Desforges 2000,
Jeong and Santos 2004, Walton 2005, Burns and N@@£16), relatively
few studies examine the embodiment of nationaltitieand the ways in
which travellers experience identity through endeting sites of national
significance such as landscapes and buildings @&a2®05). Since tourism
is one of the defining activities of the moderntgbworld, it plays a key
role in shaping the ways in one understands selftla@ other. The issue of
identity creation and experience in connection wihbrism arises in two
different contexts: tourists search for experiertbes help them understand
their own national identity, as well as aim to fhamise themselves with the
visited foreign countries’ cultural roots.

Despite the fact that England is only one of théona, regions and
ethnic groups within Great Britain, there is a langdition to use English
and British as synonymous terms (Aslet 1997). Térecept of Englishness
has come to represent the uniform identity of thétédl Kingdom, to the
point where Scotland and Wales have felt compeledprotect the
iconography of Scottishness and Welshness (McCt888, Grenier 2006).
This ideology is present in the field of tourism wasgll, where English
markers of identity - such as Buckingham PaladgigBen - dominate.

Among the wide range of tourism products offered tive United
Kingdom, it is heritage tourism where the core congnt of the product is
strongly associated with the sense of EnglishnBssid, Butler and Airey
2003). However, in the increasingly globalised ismrmarket it is essential
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for most other kinds of UK leisure tourism produets well to include
features that are uniquely English, in order tdedéntiate themselves and
gain a competitive advantage. The tourism indust@ftempts to create
distinctively positioned products meet visitors'sites and expectations as
well, since cultural authenticity and the selectdbtination’s perceived
uniqueness feature highly among the main factolifamtors shaping tourist
behaviour (Swarbrooke 1996).

The concept of Englishness is mainly embodied imitdge sites
associated with historic events that contributedht® development of the
English as a nation and a shared national iderfikamples of such sites
include, for example, the Battle Abbey that repn¢sethe roots of the
English nation due to the Battle of Hastings in @@6ught on the fields
close to where the Abbey was subsequently builtr{@a2005).

Englishness refers to both national and culturahiitly, and while both
aspects are of paramount importance for heritagesta development, the
experiences and perceptions of fellow compatridfferdsignificantly from
those of curious outsiders. The heritage tourispeggnce is predominantly
based on the individual’s imagination, and visititgs that represent one’s
own heritage may contribute to the developmentaramon understanding
of national or cultural identity. Outsiders, on thtber hand, can only catch a
glimpse of this shared understanding, while tryimdind the ‘real’ England
in everyday encounters taking place in less-visitezhs (Yeoman, Brass and
McMahon-Beattie 2007).

The tourist experience is constructed around thaswwmption and
production of symbols (Urry 1990). Tourist sitese dspatial locations
distinguished from everyday life by their naturdistorical or cultural
extraordinariness’ (Urry in Bramham 2000:301). e tliterature, tourism
sites are often seen as a particular form of callfandscape (O’'Hare 1997),
which reflects the character of the destinatioa t®rtain extent. Landscapes
constitute the livelihood of tourism, the locatioh tourist activities; the
perceived attractiveness of the landscape afféetsraivel experience and
tourists’ willingness to return to a destinationi¢kblké 2007). Landscape
characteristics are closely related to the imageidentity of a destination
(MacKay and Fesenmaier 1997), which leads to eagitfjuestions in
tourism marketing: does the distinctiveness of atidation’s landscape
qualities influence tourist demand? To what exierthe tourist image of a
destination affected by the perception of its laage character and identity?
In the case of our research project, these quastioght be re-framed in the
following way: what are the inherent characteristf the perceived English
landscape? Is the notion of Englishness reflectadetiow in the character
of the landscape? And does the perceived Englishofdbe landscape affect
visitors’ destination choice and travel behaviour?

Just like heritage sites, tourist objects and @ackie. landscapes - also
have local insider meanings and broader outsideanings. The insider
meaning lays at the heart of the ‘genius loci’ (lemthal and Prince 1965),
the knowledge of which is generally restrictedhe tocal inhabitants, while
the outsider interpretation is represented by thwab construction of the
given destination’s tourist milieu (Michalké and tR&2006). However,
although insider meaning is place-bound, it dogsnmean that landscapes
have no meanings to those without local knowled§eu@iser, Soper and
Metro-Roland 2007): in the absence of insidedness, falls back on the
more general meaning of objects and places basgulemmnus experiences
(Zaring 1977).

Although the concept of Englishness is obviouslyencomplex than the
perception of cultural landscapes, as a consequaite spatial character
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of tourism consumption, relatively high importante attributed to the
‘reading of the landscape’ as a component of tegoviexperience process.
The photo-based landscape perception research dhatfenl in this project
was selected to further explore the connection éetwactual and future
travellers’ visual landscape perceptions and theirderstanding of
Englishness.

Daniels (1993) suggests that landscapes picturentt®on, and as
exemplars of moral order and aesthetic harmonyicpéar landscapes may
achieve the status of national icons. Accordingdeenthal (1991:213), the
landscape is of particular importance to the repregion of England: ‘One
icon of heritage has a distinctly English cast.tlikdhe landscape. Nowhere
else does the term suggest not simply scenery amdeg de vie, but
quintessential national virtues.’

The traditional concept of Englishness and Engiddgntity has been
strongly connected to rurality and rural life. Rurlandscapes are
acknowledged as crucial in the way England wasupéct in the first half of
the 20" century, especially in the period between the \Warld Wars (Brace
1999). As Miller (1995:90) points out, Stanley Bald’'s remark that
‘England is the country and the country is Englamdalted the rural
condition ‘to a level of spirituality and purityand debased the urban,
industrial world to ’passing ephemera trapped byetiand of ultimate
insignificance’. Consequently, the standard tounstge of England has also
been traditionally dominated by bucolic, semi-rurajuintessentially
southern Englishness. In the interwar years, aerasfgcultural products,
such as travel books, landscape art, popular $e=aton rural life, and
academic studies, contributed to the creation ofiralist discourse, each
stressing the integrity of rural life and the Esblilandscape (Gruffudd
1994). A recent examination of England's touristnpotional materials also
confirmed that the visual messages conveyed byetmeaterials largely
conform to the above-mentioned traditional ruralagm (Prieto Arranz
2006). Although the image currently emphasised ammoted by Enjoy
England, the official tourist board for EnglanddaviisitBritain, the British
national tourism agency, is more inclusive and emmasses all things
modern: rock music, blockbuster movies, trendy giesand fashion, or
thrilling motor sports, finding the optimal represation of British values in
tourism marketing has proved to be a challenge. I8%¥ ‘Cool Britannia’
campaign was aimed to replace ‘Rule Britanniaptesent the country as a
destination at the leading edge of popular culamnd taste, selling the cool
and trendy image of the vibrant cosmopolitan horhéBdtart’, ‘Britpop’
and ‘street cred’ (McLaughlin 2002). However, thempaign that
emphasised the need to release Great Britain fnenséntimental, outmoded
attachments to tradition, eventually failed, sintewas considered too
narrow and limited, not realising that British cult was something
amorphous, changing, and complex, defined by anenof external
influences. The subsequent ‘UK OK’ campaign launchy the British
Tourism Authority in 2002 sought to re-traditiors&ithe country’s image by
highlighting its royal heritage and playing on fbea that it is impossible to
imagine a Britain without the eternal representatiof cultural heritage
such as historic houses, castles and gardens. Thoan Britain became
once more surrounded and contextualised by ‘gradrpkeasant land’.

Tourism is a powerful medium to project a culturdéntity which is
recognised by both political authorities and placarketing organisations
(Light 2007). The variety of rituals, practices, tatéalities and discourses
which feed the intangible notion of Englishnessmslely assumed as a
major attraction for international visitors. Nat&dnand destination-level

14



Practice and Theory in Systems of Education, Vol@nNumber 2 2008

marketing organisations generally seek to preseatian or a destination to
the rest of the world in a way that flatters anfirmf national or local
identity (Lanfant 1995). However, besides the intpaof official
promotional materials that can be read as expmss@d political and
cultural identity, visitors’ perceptions of natidnadentities are also
influenced by their own travel experiences whictyroantradict the image-
formation and identity-building endeavours of destion marketing
organisations.

The construction of Englishness has been fundarhenmtdluenced by
British literature, including fiction (e.g. KazusHiguro’sThe Remains of the
Day (1989), Peter Ackroyd’'&nglish Music(1992) or Hanif Kureishi'S'he
Black Album (1995). From our study’'s point of view, a partemy
interesting contribution has been made by Juliam&=a(1998) in his novel
England, Englandhat describes in great detail a project aimingudd an
essence-of-England theme park on the Isle of Wiglitile the idea seems
absurd at first, the rebuilding of famous monumentghe context of a
tourist attraction is not without precedent (agsitated, for example, by the
case of The Venetian in Las Vegas - see Davis aanvi 2004), although
the complex audiovisual and sensual stimuli ofdéstination milieu cannot
be reproduced yet by artificial or virtual realiffRatz and Michalko
forthcoming). The novel incorporates a host of tBeetraces of the English
cultural past, including many myths and legendstaposes competing
versions of and discourses about Englishness, aoddes highly self-
conscious reflections upon both the invention dfucal traditions and the
questionable notion of historical authenticity (Mimg 2001). In the novel’s
fictional ‘England, ‘England’ theme park, all thBhgland has ever been
renowned for, such as Big Ben, Buckingham PalacEasrods, is rebuilt,
capitalizing on the late 30century British obsession with national heritage
(Lyth 2006). This successful replica of Englanddspopular with tourists
that it gradually replaces ‘Old England’, i.e. thauntry itself: an alarming
trend suggested by many scholars to actually tédeepn modern tourism
(Kennedy and Kingcome 1998). The tourist schemth@fmovel provides a
realistic framework both for a thorough examinatairthe many aspects of
Englishness and for the way in which versions ofglEhness are
constructed in order to serve the needs of theepte§he design of the
theme park is based on an eccentric list of theintgasences’ of
Englishness: 50 typically English geographical aisforic sites, buildings,
personalities, institutions, social concepts, anisgls, including the Royal
Family, Shakespeare, Devonshire cream tea, marmalktdf upper lip,
Alice in Wonderland or warm beer. The satiric pietthe novel paints of
tourism development motivated by a search for teeestypes of the ‘real’
England is partly mirrored by the findings of otuidy.

Research design

In this section, we will discuss the aims of thevey, describe the
participants as well as the techniques and maderiad used for data
gathering. The issues of processing and data asailyi also be addressed
below.

Aims of the survey

The research project aims to explore the percepubnEngland and
Englishness outside the country, and understanadhgibution of higher
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education programmes in the field of tourism andjlish studies to the
development of England’s image. In order to achithige aim, 8 research
questions were formulated on the basis of the densfions in the previous
sections. These are the following:
1. What are the most often mentioned places (gebgral places,
towns and places of interest) relating to Englamdi Bnglishness by
students?
2. What are the most often mentioned activitieatirej to England
and Englishness by students?
3. Which colours do students regard as charadtetisEngland and
Englishness?
4. Which dishes do students regard as charactetistEngland and
Englishness?
5. Which behaviours do students regard as charstateio England
and Englishness?
6. Can the students distinguish between photostekEngland and
elsewhere?
7. Is there a relationship between students’ majok their responses
to the above questions?
8. Is there a relationship between students’ pa#svwo England and
their responses to the above questions?

Participants

The target group of the survey were Hungarian stisdat Kodolanyi Janos
University College. Students in two study prograrmmBA in English
studies and BSc in Tourism were chosen. This isumse it was assumed
that they possess a relatively well-informed opinédoout England and what
it means to be English based upon their studies @obable personal
experiences. At the same time, it was also assuiradthere might be a
difference in the opinions between the represamsitdf the two majors. Yet
another hypothesis was that past visits to Englaight have also formed
students’ opinions thus creating a difference imiops between those who
had been to England and those who had not.

The study programme in both cases is 4 years iatidm: An attempt
was made to involve respondents from all the 4 /ddowever, since that
administering of the survey was carried out in J@087, the final year
students were not available at that time due tar fveparations for their
final examinations. The other 3 years are inclugethe survey. Student
groups were selected randomly in the cases ofrbajbrs.

Techniques and materials

It was decided to carry out a survey to collecada¢cessary in order to
answer the research questions. The data were wmaldry means of a
questionnaire (see Appendix 1). The questionnaidided into three parts.
Section 1 is concerned with personal data suchasrnyear of study, and
experience relating to respondents’ past visit(s)Enhgland. Section 2
focuses on beliefs about England and Englishnesssking students to list
items that belong to various categories (i.e. [@aaetivities, colours, dishes
and behaviours). In the case of each categoryestsdvere asked to name
(1) items that came to their mind first, (2) itethey would prefer to see, and
(3) items that represented Englishness for thems Hection of the
questionnaire contains open questions. From tha pbiview of the survey,
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it was regarded as important not to influence redpats in any way. The

inclusion of open questions made this possibleti®@e@ consists of 25

photos, 12 of which were taken in England, the iamg 13 elsewhere. (For

list of photos see Appendix 2.) Students were shitnerphotos and asked to
indicate whether, according to their assumptiohsy thad been taken in
England. Respondents were also asked to explaindheices. The photo-

based research method did not seek to assesstaelsthéscape quality, but
aimed to identify certain traits of the landscapat influence the perception
of its identity, in order to discover if there arertain positive or negative
characteristics that respondents are likely to @as®with Englishness and
the English landscape. Apart from the questionnpaii@ding sheet was also
developed for data analysis purposes.

Procedures and data analysis

The questionnaire was administered in June 200@ddétaly chosen student
groups were asked to answer the questions witkifréimework of seminars
and lectures. This procedure was done by the twhoesiof this paper. This
made it possible to explain the purposes of theesuand to answer any
questions that were asked by the students durangdministration phase.

When the questionnaires were completed the date amyanised using
the coding schemes. Microsoft Office Excel 2003 wesed for data
organisation, and SPSS 12.0.1 for Windows was usedn the statistics.
Various techniques were applied for data analyBisscriptive statistics
consisted of looking at frequencies, rank order @erdentage.

Results and discussion

This section looks at the results of the survey addresses the research
questions we listed in Section 3.1 above. In 4.8, will discuss personal
information relating to responding students.

Background information on students and their pastsvto England

Section 1 of the questionnaire dealt with persamarmation, and focused
attention was given to factual data in connectidth wtudents’ past travel
experience in England.

Question 1 sought information about the major of tespondents.
Results show that approximately half of the resjpundtudents (49.6%)
major in English Studies, and almost the same numbstudents (50.4%)
study Tourism at the university college (see Tdble

Table 1 Proportion of students according to major

Major Frequency Percent
English Studies 65 49.6
Tourism 66 50.4
Total 131 100.0

In question 2, information was also sought aboat students’ year of
studies. The study period in the case of the Em@isidies programme lasts
for 3 academic years, whereas students majorifigoumism are required to
carry out their studies for a period of 4 acadeyeiars. The results show that
all respondents were in theif 12" or 3% year of studies. Approximately
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50% of the respondents were in their 3rd year afliss. Most of the
remaining English major students were in th&fy2ar, while, in the case of
Tourism, a large number of remaining students weréheir ' year of

studies (see Table 2).

Table 2 Students’ year of studies according to majo

Year of Studies English Studies Tourismyi  Total
1* year 9 30 39
2" year 26 5 31
3% year 30 31 61
Total 65 66 131

Question 3 investigated whether students had egéed England. The
overall results show that only one third of thepmwing students had
already been to England at the time of filling ve questionnaire (see Table
3). This is quite a small number, takigig into cdesation that a large
number of the respondents were in théft &nd ¥ year of studies. It is
important to note, however, that it is beyond tbepe of the present study to
investigate whether students have travelled elsewhEherefore, relating
information was not sought within the frameworklodé survey either.

Table 3 Proportion of students having visited Engla

Past visits to England Frequency Percept
Yes 39 29.8

No 92 70.2

Total 131 100.0

Table 4 shows that there is a significant diffeeebhetween the number of
students who have visited England according ta timajor. Almost half of
the responding students with an English major #8§.@aimed that they had
already been to England. At the same time, the deyuee is much smaller
in the case of Tourism students, approximately bd¥hem stated that they
had already visited England. A possible reasorttferdifference is that it is
more likely that a larger number of students wjtkdal interest towards the
English language, culture and history will choosaglBnd as their
destination than students who are especially istedein Tourism. In the
case of the latter, it is more likely that studestisose from a large number
of cultures and destinations.

Table 4 Proportion of students having visited Endlaccording to major

Major Past visits to England No past visits to Engl | Total

English Studie$ 30 (46.2%) 35 (53.8%) 65 (100.0%)

Tourism 9 (13.6%) 57 (86.4%) 66 (100.0%

Total 39 (29.8%) 92 (70.2%) 131 (100.0%)

Questions 4, 5 and 6 focused on students’ pastsvisi England.
Therefore, these questions were answered only by rd of the
respondents (n= 39), who had such experience inlitee Question 4 asked
about the number of visits to England. Results shbat most of the
responding students visited England only once lootthe case of English
and Tourism majors. Only 3 students claimed thay thad already visited
England 3 or more times, and all of these studmiajsred in English. As for
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the Tourism students, with one exception, all resjeots stated that they
had only one visit to England (see Table 5).

Table 5 Number of visits to England according tgana

Number of visits English Studies Tourism  Total
Once 21 8 29
Twice 6 1 7
Three or more times| 3 0 3
Total 30 9 39

As for the number of days spent in England (Quadiip the majority of
students claimed that they had spent time up tonooreth there. Only 5 of
the respondents were in England over a month, wiricbhne case, refers to
3 years. Half of the remaining respondents spem tip to a month there,
and the other half spent a few days up to a weekuls show that English
major students spent a somewhat longer time in &lthat Tourism
majors (see Table 6).

Table 6 Total number of days spent in England atiogrto major

Number of days English Studies Tourism Total
1-7 12 5 17
8-30 14 3 17
More than a month| 4 1 5
Total 30 9 39

Question 5 investigated the purposes why studerggiqusly visited
England. Results indicate that there are 3 maipgaes why students travel
to England. These are the following in rank ord@): as a tourist, (2) to
study, (3) to work. Table 7 shows that the largashber of the students
visited England as tourists, whereas study and veportunities are less
frequently used. Comparison between the majors shioat a larger
proportion of students majoring in English travel England as a tourist.
Four respondents gave other reasons for theirsyisliese related to
participation in different sports events and contioeis.

Table 7 Purposes for visiting England accordingrtajor

Reasons for visit| English Studies Tourism Total
As a tourist 19 5 24

To study 4 2 6

To work 5 0 5
Other 2 2 4
Total 30 9 39

Images of England and Englishness

This section looks at the images respondents hamitaBngland and
Englishness. Based on the questions in Section tReofjuestionnaire, we
were particularly interested in which geographig@ces, towns, places of
interest, activities, colours, dishes and behavieere regarded as the most
English by the students. Below, we will give a deth account of the
findings.
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Geographical places, towns and places of inteneShgland:
Associations, preferences and perceived Englishness

In questions 7, 8 and 10, they were asked to &sgoaphical places, towns
and places of interest in England according to folewing criteria: (1)
places that come to their mind first, in other wotleir associations, (2)
places they would like to visit, and (3) placesythegard as very English.

The analysis of data revealed that some respondesgsciated the
mountains in Wales, the Highlands in Scotland er @ant’'s Causeway in
Northern Ireland with England and Englishness tdhis points at an
important feature of how the Hungarian way of tlmgkand the Hungarian
language relate to England. In Hungarian, Engl&eat Britain and the
United Kingdom are treated as synonyms as welhastljectives ‘English’
and ‘British’. In fact, England is the most oftesed term to refer to a
country which, in reality, is made up of Englandiofand, Wales and
Northern Ireland, and is called the United Kingdofhis explains why
places elsewhere in the UK were mentioned too. Hewetaking into
consideration the aims of the survey, these regsongre not taken into
account.

Statistical analysis revealed that there were wgmifitant differences
between the various target groups of the surveusTh is not possible to
differentiate between students majoring in Engistdies and in Tourism in
terms of which places they name in relation to Bndl more frequently.
Also, this is the case with those who have visiEgjland and those who
have not. As a result, the tables below give anralvesummary of
preferences regarding students’ associations, nerefes and mention of
‘real English’ places. No indication will be givéo respondents’ major and
their past visits to England.

As for geographical places in England, the openstmes made it
possible for the students to name anything thatectomtheir mind. As a
result, specific places were mentioned as well @segal morphological
features of the country. Table 8 shows, in rankegrthe most frequently
mentioned geographical places. Given the fact that responses were
extremely varied and many of the places were meatidby a few students
only, it was decided to take into consideratiorcetawhich were mentioned
by at least 10 students or more. The most freqassuciation and preference
here is Stonehenge, and it ranked third in the adsEnglishness too.
Despite the fact that Stonehenge is part of outurll heritage, and,
therefore, is not regarded as a geographical plaee, took it into
consideration for two reasons. Firstly, it rankegtyhigh in all categories,
and secondly, it was mentioned by considerably festigdents as a place of
interest, which means that it was not possible hows the inevitable
importance of Stonehenge in Table 10 below.

Results also show that respondents associate Ehglgh water very
strongly. They also want to visit places where e¢hisrwater and they think
that water is a significant characteristic featofé=ngland and Englishness.
Both fresh water and the sea ranked very highlithalthree categories. An
important difference is that while Stonehenge piesewater in the case of
associations and preferences, the seaside in g@amerséhe river Thames are
regarded as more important features of EnglishinegssStonehenge.
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Table 8 Rank order of geographical places in Endlancording to associations,
preferences and perceived Englishness

Rank Associations* Preferences* Englishnegs*
1 Stonehenge Stonehenge Seaside
2 River Thames Seaside River Thames
3 English Channel River Thames Stonehenge
*Also mentioned: lakes, hills, rivers, mountainigtpaus, white rocks of Dover, the Lake
District

Results regarding towns students related to Englamdost often can be
found in Table 9. Data analysis revealed thathie tespect, there are no
significant differences between the three categorile all cases, London
ranked the highest. This is the town that camdudents’ mind first, this is
the town they would like to visit most, and Lond@presents Englishness
very strongly for virtually all the respondents.

Three other towns can be found at the top of timk.réin the case of
associations and Englishness, these are Manclaatedxford. Manchester
precedes Oxford in terms of associations, whiledider is reversed in the
case of Englishness. Oxford is referred to as drandt traditional university
town by the students, and as such it has playetinportant role in the
English culture for long centuries. Manchester ssogiated with football,
and therefore, with modern times. It can explamibpularity regarding both
associations and preferences, and it can alsoiexplay it is regarded as
‘less English’ than Oxford. As for preferences, leeer, Oxford is left out of
the top 3 of the rank. Here Liverpool is the thimdthe list, which students
associate with the Beatles (i.e. music) and fobthab very popular types of
entertainment for young adults. These results stgdbat, for the
respondents, there is a slight difference betwegiochntowns they regard as
very English and which towns they would like toitvis

Table 9 Rank order of towns in England accordinggeociations, preferences and
perceived Englishness

Rank | Associationg Preferences Englishness
1 London London London

2 Manchester | Manchester Oxford

3 Oxford Liverpool Manchester|

Table 10 shows the places of interest students iom=ut the most
frequently in relation to England. Results showt th@spondents relate
English places of interest to London much strortglgn to other parts of
England, with one exception only: In the top of thek, Stonehenge is the
only place of interest mentioned outside Londonrdbked the second
highest in term of preferences for visit, whiletlle cases of associations and
perceived Englishness, Buckingham Palace beconé®ipthe list instead
of Stonehenge. In all categories, Big Ben is thst fin the rank, which
indicates that, in the case of the students, ittfans very effectively as a
representation of England. The other powerful regméation is the Tower,
which appears in all the three lists ranking sedarttie case of associations
and third in the other two cases. It is also imgairtto note that both the
Tower and Buckingham Palace refer to the form efgtate: kingdom. This
seems to imply that the fact that England has lzekimgdom for almost a
thousand years plays an important part in the inmnagpondents have about
it.

21



SARDI, Cs. & RATz, T.: The Perception of Englishness..., p. 11-30.

Table 10 Rank order of places of interest in Endlancording to associations,
preferences and perceived Englishness

Rank Associations Preferences Englishness

1 Big Ben Big Ben Big Ben

2 Tower Stonehenge Buckingham Palace
3 Buckingham Palacg Tower Tower

Activities: Preferences and Perceived Englishness

Questions 9 and 11 of the questionnaire investigtte activities students
wanted to take part in when in England as welhasactivities they regarded
as necessary to engage in if they wish to meeftré¢haé England’ (see Table
11).

Table 11 Rank order of activities in England acéogdto preferences and

Englishness
Rank | Preferences Englishness*
1 Sightseeing Sightseeing
2 Visiting pubs Visiting pubs
3 Going to football matches Drinking ted

*Also mentioned: making excursions, going to foditb@atches, eating English dishes,
talking to local people

Results show that sightseeing and visiting pubgding drinking beer
in a number of cases) are the most preferred @esvin both categories.
According to the responses, sightseeing makes ssiple to visit places
which represent England’s history and culture, mhiog insights mainly
into its past with the help of architecture. Visgipubs offers insights into a
way of life in England nowadays. Students’ commexniggest that visiting
pubs are important for them partly because theigwelthat they can engage
in conversations with local people there.

According to the results, there is one differencswieen preferred
activities and those relating to Englishness. Whilest respondents claim
that drinking tea represents more significantly iihaneans to be English,
going to football matches ranked much higher inmterof preferred
activities. This is despite the fact that some eitsl also commented on the
possible danger created by the violence of sontieeofootball fans.

Colours, dishes and behaviours: perceived Englshne

Question 7 also investigated which colours, dishes behaviours students
regarded as typically English (see Table 12).

Table 12 Most common associations regarding colfagd and behaviour
according to students

Rank | Colour | Dish Behaviour
1 Red Fish and chipg Reserved
2 Green | Pudding Cold

3 Blue Ham and eggg  Unfriendly
4 Grey Beefsteak Polite

5 White | Tea Serious
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As far as colours are concerned, red, blue andewtiie three colours of
the national (i.e. British) flag ranked high. Whtlee English flag includes
the colours red and white, some of the studentgiorexd blue as a colour of
the flag too. Blue was also associated with watewst notably the sea.
Green ranked the second highest. This is becausst maspondents
associated England with green grass. Grey is nufidogron the list. This
colour is linked to the believed characteristiddeas of weather in England,
which is cloudy, foggy, rainy and gloomy, and tHere, grey.

The following dishes ranked the highest according résponding
students: fish and chips, pudding, ham and eggsistemk and tea. The
latter, although not a dish, was not removed frbm data because of the
large number of respondents who mentioned it. Aer@sting feature of the
four dishes listed above is that their English nauahe not have a Hungarian
equivalent, we use the English term to refer torthi is important to point
out that it is very likely, that what Hungarian ég¢mts meant by pudding is
not what the English mean by it. In general, thedvpudding’ is used as a
synonym of ‘dessert’ in English, while in Hungariae use the same word
to mean ‘custard’, which is a popular dessert imdtary with a name of
English origin. To follow this line of thought, stents maybe included
‘pudding’ in their list of dishes because this plapHungarian dessert has
an English name.

As for typical behaviours associated with the Estglthe picture is rather
grey. 4 of the 5 behaviours at the top of the ranggest that students
believe the English like to create a distance betwhemselves and others.
It is interesting to note, that the first three &aburs in the list suggest this
and have a negative connotation at the same titme fiflst positive feature,
politeness, ranked only fourth, followed by yet t@o characteristic feature
which indicates some kind of distance. The abow&llte suggest that
respondents believe that it might be difficult tecbme acquainted with
English people and develop a closer, friendly retesthip with them.

Englishness in photos

Section 3 of the questionnaire consisted of 25ghtaken partly in England
and partly elsewhere. Respondents were shown theplone by one and
were asked to write down their opinion about whethe photos showed a
place in England. They were also asked to explagir decision.

Table 13 Rank order of correct guesses of photkantén England according to

major
English Studies Tourism
Rank Number of | Frequency| Percent Number pFrequency Percent]
photo photo

1 13. 55 85% 5. 63 95%
2 4. 54 83% 4. 59 89%
3 3. 53 82% 1. 57 86%
4 5. 46 71% 3. 55 83%
5 1. 43 66% 13. 54 82%
Total 65 100% 66 100%

Table 13 and 14 show the results of data analgsigrding to major. The
tables indicate the rank order focusing on the &tghwhich were guessed
correctly by most of the students. There is a sinty between the results
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shown in the two tables in that they contain thebers of the same photos
in each case. Differences, however, can be foutiteimank order of photos.

First, we will take a look at the results in Taldl8. As for students
majoring in English, picture 13 ranked first wh&%% of the guesses were
correct, whereas picture 5 with 95% of the guessése first in the case of
Tourism students. Picture 5 was guessed corregtly71% of students
majoring in English. Picture 13, which ranked finstthe case of English
major students, ranked"Sor Tourism students. It is important to note,
however, that the percentage of correct guessalnisst the same. 82% of
the Tourism students realised that the photo wlasntén England. These
data also show that students in Tourism studiesrhaie correct guesses
than those in English Studies despite the fact thatlatter have a much
deeper focus on England in their study programnhgo fa larger percentage
of the English major students visited England ie ftast than those in
Tourism.

Table 14 Rank order of correct guesses of photkantén England according to
past visits to England

Past visits to England No past visits to England
Rank| Number of | Frequency| Percent Number gf Frequency| Percent
visits visits

1 13 33 85% 4 81 88%
2 3 32 82% 5 79 86%
3 4 32 82% 3 76 83%
4 5 31 79% 13 76 83%
5 1 29 74% 1 71 77%

Total n=39 100% n=92 100%

Table 14 shows that picture 13 ranked first (85f&6thie case of students
who visited England in the past too, whereas thmeespicture ranked'%
together with picture 3 in the case of those whibrdit visit England in the
past (83%). It is very interesting, however, tha¢ percentage of correct
guesses in almost the same. In fact, it is visibben the results that a
slightly larger percent of the student populationtheut a personal
experience of England guessed correctly at phdtas were taken in
England. Similarly to the results in the case ofifem students (see Table
13), pictures 4 and 5 ranked at the top regardaspandents without past
visits to England.

Table 15 and 16 focus on the results concerningoghaken elsewhere.
The rank orders of correct guesses are shown dngotd majors and
students’ past visits to England.

Table 15 Rank order of correct guesses of photoant@&lsewhere according to

major
English Studies Tourism
Rank| Number of | Frequency| Percent  Number ofFrequency| Percent
studies studies

1 25 55 85 21 63 95%
2 9 54 83 20 62 94%
3 21 51 78 12 57 86%
4 12 47 72 25 57 86%
5 10 46 71 10 54 82%

Total n=65 100% n=66 100%
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Table 15 reveals that the pattern pointed out éncidise of pictures taken
in England is very similar here as well concerniing major of students. In
general, a larger percent of Tourism students laackct guesses that those
majoring in English Studies. In the case of th&elatpicture 25 ranked first
with 85% of the guesses. While this picture is4fieén the rank in the case
of Tourism majors, a slightly higher number, 86% tbe respondents
guessed correctly here. Also, at the top of theriSourank is picture 21
with 95% of the guesses. It is important to pount, ehat there is one picture
in the case of both majors which is not part ofthgerank in the case of the
other group. 83% of the English major respondenissged correctly that
picture 9 was taken elsewhere. At the same tim& Pdrcent, a very large
number of Tourism students were right in saying gheture 20 was taken in
another country.

Table 16 Rank order of correct guesses of photcsnt@lsewhere according to past
visits to England

Past visits to England No past visits to England
Rank| Number of | Frequency| Percent Number ofFrequency| Percent
visits visits

1 21 35 90% 25 81 88%
2 25 34 87% 21 79 86%
3 16 31 79% 20 78 85%
4 9 30 7% 12 76 83%
5 10, 12 28 72% 10 72 78%

Total n=39 100% n=92 100%

Table 16 shows results according to past visitsEmgland. The
comparison of results of the two target groups shdwat in both cases
pictures 21 and 25 ranked the highest in the Irstre the percents of correct
guesses are also very similar. In the case of twbeehad visited England in
the past, pictures 16 and 9 are also part of thk while these pictures are
not present in the case of the other group. Astrae time, however, picture
20 received a high number of correct guesses frmset who had not been
to England while it is not the case for those reslemts who had visited
England in the past. It is very interesting, the percent of correct guesses
is somewhat higher in the case of no past visitEmgland in the case of
photos taken elsewhere too. (For a comparisoraele 14.)

Summary

To summarize, results on students’ background stimat the sample is
evenly divided between students majoring in Engsstddies and Tourism,
where most of the respondents are in their higkarsyof studies. There is a
significant difference between the characteristatdres of visits to England
according to students’ major in that a much higmember of students in
English major had been to England. Also, the oVeralount of time spent
in England was higher in the case of English msjodents than in the case
of those in Tourism. As for the purposes for vigjtEngland, travelling as a
tourist was the most frequently mentioned one & ¢hse of both majors,
followed by studying and working in England. Trdwej as a tourist was a
far more popular purpose for English major studémas for those studying
Tourism.

As for the results of Section 2 of the questiommdior a high percent of
the respondents, the following relate very strongty England and
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Englishness: (1) water, which includes the sea&rsivand lakes in general as
well as the English Channel and the river Thamgsaiticular. (2) London,
(3) Big Ben, and (4) Stonehenge. London is far thest frequently
mentioned English town and a very large numberhef glaces of interest
mentioned are in London as well, Big Ben being riiest frequently listed
one. One notable exception is Stonehenge, whichalgasgiven a very high
priority. In general, it seems that the capitay @s well as places of interest
that indicate that England is a kingdom play anadrgmt role in how
students form an overall picture about what Engksis means to them. (5)
Sightseeing and (6) visiting pubs are the mostaftentioned activities that
are associated with both being in England and gisdly activities to do in
order to find the ‘real England’.

The most frequently mentioned colours, (7) red gi&en, (9) blue, relate
either to the national flag (in this case most oftee British flag) or to
natural phenomena, i.e. water, grass and charsitctefieatures of the
weather. The most often mentioned English dishl®) fish and chips,
where the name of the dish does not have a Humgagaivalent. The way
Hungarian students see the English is rather datkat most respondents
regarded them as (11) reserved and (12) cold, pesipd like to keep their
distance from others.

Results of data analysis regarding Section 3 shiomt there is no
significant difference between the photos studgnessed correctly and the
rank order of correct guesses according to majdraaeording to past visits
to England. With a few exception, the same photoslze found in the top
five places of the rank in each case. Regardingpanisons according to
major, an important result is that Tourism studdrdd a larger percent of
correct guesses than English major respondentsibdtie case of photos
taken in England and those taken elsewhere. Mopgising is that the same
tendency is true in the case of students who hadrnasited England in the
past compared to those who had been to England.

Conclusions

Visual impressions are particularly important ire thourist experience,
destination marketing, etc. Tourism and hospitaiiycation emphasises the
use of visual material in education from the verggibning, while
traditionally, language programmes focus on vednal written information
- which may explain Tourism students’ higher susa@se in identifying the
selected destinations’ origin simply on the basisvisual information
conveyed by photographs.

The perceived image of a destination is influentgda variety of
external factors. Prior to actually visiting a dieation, images are affected
by stereotypical messages to a higher extent, dimeemedia is likely to
communicate a relatively narrow range of informatiglespite a vigorous
effort not to do so). Consequently, while pre-wipe’s destination image is
mostly based on repeated stereotypes, post-tripgdmia significantly
influenced by the visitor's own experiences of destination’s reality which
might be rather different than the partly clichédtyre. This change in
perceptions however may have also affected theegyparticipants’ ability
to correctly identify the selected landscapes’ ¢tuaf origin.

The findings of the research suggest a ratherdigoieal knowledge of
England and the English, with mainly positive asstoans. Particularly the
identified physical components of Englishness hsag historic monuments,
heritage architecture, and scenic landscapes -atiagimost unequivocally
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as pull factors in tourism. However, the percegiohthe English people’s
character and hospitality are more ambiguous, wkile photo-based
analysis suggests an almost homogenously unfavieuraiiage of the
climate in England, which might have a negative actpon respondents’
willingness to travel to England in the framewofkadeisure trip, since the
climate and the weather are among the key factffiecting tourism

destination choice.

The lack of significant relationship between studemerceptions of
Englishness and their educational programmes lgigtdithe importance of
further investigations in this field with respeotaarlier influencing factors
such as the media, primary and secondary educatmmlization, or travel
intensity. Since the contents of both Tourism andligh studies are directly
connected to the issues examined within the framewbthis research, it
would probably be useful to explore the charadiessof England’s image
as a tourist destination among students with differmajors, such as e.g.
German studies or Management, in an attempt tohduriclarify the
contribution of higher education orientation to fferception of Englishness
and the consequent UK image.

Due to the conceptual complexity of our topic,hie subsequent stages in
the project we aim to test a variety of quantiwtand qualitative research
methods and research approaches in order to beabteeto deepen our
knowledge of the interrelationship between natioikdntity, destination
marketing and travel behaviour.
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Appendix 1
Questions for the Englishness questionnaire
Section 1

1. Which Bachelor study programme do you attend?
2. Which year are you in?

3. Have you ever been to England?

If you have not been to England go to Question 7.

4. How many times did you visit England in the ffast

5. For what purpose(s) did you travel to England?

6. How many days have you spent in England alt@y@th

Section 2

7. In each of the following categories, name 3 g€ehat you associate with
England and being English:

Geographical places

Towns

Places of interest

Colours

Dishes

Behaviours

8. If you had the chance to travel to England, Whitaces would you like to
visit most? Name 3 places in each category anchexplhy:

Geographical places

Towns

Places of interest

9. How would you spend your time during your vieiEngland? What
would you like to do most? Name 3 activities anglax why.

10. In your opinion, which places should be visitedrder to see theal
England and meet threal English culture? Name 3 places in each category
and explain why:

Geographical places

Towns

Places of interest

11. In your opinion, how should one spend theietimorder to become
acquainted with theeal England and meet threal English culture? Name 3
activities and explain why:

Section 3

12. You will be shown 25 photos. Which ones wekemain England and

which ones were taken elsewhere? Write down yocisibe and give an
explanation.
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Appendix 2
List of photos
Number Country Place Description

1 England Cirencester Cirencester is an old Roman t
in England. If you drive a short
way out of the city, you'll be
rewarded with this view.

2 England Totnes Flowers and gardens abound ir]
England; every house seems to
have some flowers no matter hoy
small the plot is. This housefront
caught my eye and seems typica
English to me.

3 England Gloustershire This is a scene at théhsend of
the Cotswolds that caught my eys
There is nothing particularly
special about it other than the
serenity of the setting itself.

4 England Oxford | found this scene in Oxford by
leaving the main thoroughfares
and exploring some of the back
streets. Part of the fun of
photography is found in exploring
especially great old cities like
Oxford.

5 England Oxford | found this scene off the main
streets of Oxford, but very close
its famous schools.

6 England Garden B&B garden

7 England Evesham Avon River

8 France Chateau-I'Eveque

9 Italy Siena Baptistery

10 Italy Volterra

11 England Keswick A beautiful lake at Keswick, the
English Lake District

12 Spain Galicia Near O Grove

13 England Whitsands Bay

14 England Ribble Valley Longridge Fell

15 Italy Bellaggio

16 Italy Merano

17 Finland Lake Naakajaryi

18 England North Norfolk

19 England North Norfolk Cromer Pier

20 Switzerland Alpes

21 Switzerland Alpes

22 Finland

23 Italy Gardaland Theme park detail

24 Italy Stra Villa Pisani

25 Iceland Reykjavik

The photos can be found at:

http://www.constantlight.com/travel/england/englasdml
http://www.travelphoto.net
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