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The objective of this study is to analyze how the consumer perceives the affective image of the
destination Porto de Galinhas from the ebranding applications in their official social media. The
theoretical basis used for this research consists in addressing the function of destination ebranding,
the relevance of social media and the importance of the affective image of tourist destinations. This
study adopts a mixed approach, being both qualitative and quantitative, with an exploratory and
descriptive character. As for the procedures and/or research strategy, we chose the case study. The
data collection will be done through a semi-structured interview with those responsible for the OGD
of Porto de Galinhas and through a survey. In this survey, a scale adapted from Russel and Pratt
(1980) will be used, which measures the affective quality of places. It was found, therefore, that the
consumers perceive Porto de Galinhas destination image such as it is projected by the DMO — with

some differences that are explained throughout the results analysis.
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