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Why branding matters?

Brand 
Knowledge

Brand 
Trust

Brand 
Loyalty

For Tourists:  

Because they would choose a destination brand only when they can trust it.

For Destinations:  

Because a trusted brand brings about tourist loyalty.

Source: Brand Knowledge, Trust and Loyalty { A Conceptual Model of Destination Branding/ Cathy Hsu Liping - A. Caiy



FACT #1

“Countries are judged by what they 

do, as they have always been, and 

not by what they say‟‟.
Simon Anholt



FACT #2

Perception is more 

Powerful than Reality.



FACT #3

“No single national stakeholder has 

control over all of the factors that affect a 

country‟s reputation‟‟
Source: ETC/UNWTO Handbook on Tourism Destination Branding



Can you 

successfully brand 

an entire 

destination?



destination branding seems to 

be working within tourism

At least most of us agree on that:



The 

Challenge













more critical today than ever before. 

R.O.I.



What 

destinations 

should do?



back to the 

future

They need 

to go 



M A R K E T I N G
OT

D E S T I N A T I O N
F R O M

A N A G E M E N T
D E S T I N A T I O N

M



Not just  a good 

promoter..

aiming to achieve 

Service Excellence 



and become the 

stage manager



not just  a good 

promoter..



How?



Destinations will need to:

Do less and enable more

Develop and share the tools

Promote less, and attract more

Focus on partnerships, development, 

management and innovation

Need to make their declining marketing 

resources, used jointly and deliver more 

tourism spend



Destination Marketing is much more 

than just promoting a destination



Reputation Management
Visit Florida – „Florida Live‟‟



Reputation Management
Lower Manhattan

Major Campaign spotlighting the
area’s remarkable recovery in the
nine years since the 9/11 attacks

new tour itineraries, special

offers at local hotels,

multimedia advertisements,

and discounts at shops,

attractions, and the new

“Downtown Culture Pass”



Reputation Management
Iceland & the Volcano Ash Crisis

The campaign showed the rest of the world 
that Iceland is still a safe place to visit and 
since the volcano eruption began only a 
small percentage of the country has been 
affected by the ash.



Reputation Management
Vancouver – Stanley Cup Riots

A community blog called This is Our Vancouver was erected carrying the
message “The actions of a few aren’t a true reflection of our city”.
Developed by DDB Canada in partnership with Tourism Vancouver, the
portal aggregated photos, videos and stories from across the internet
and social media channels and encouraged people to contribute their
take on what best defines the city.

http://www.thisisourvancouver.com/
http://www.thisisourvancouver.com/
http://www.thisisourvancouver.com/
http://www.thisisourvancouver.com/
http://www.thisisourvancouver.com/
http://www.thisisourvancouver.com/
http://www.thisisourvancouver.com/
http://www.thisisourvancouver.com/


Integrating Online Marketing Tools into 

Reputation Management

The Case of Athens



more than just an 

economic crisis



social stability under 

threat



no public funds 

available



continuous 

negative exposure





Stage One: Identifying the Problem



however..



in every crisis lies 

opportunity.



Reputation Management
This Is My Athens



Stage One: 

Setting the Goal

‘‘to engage local people, showcase the everyday

life in Athens, promote a flavour of true experiences

and an alternative image of the city through the

integration of online/offline marketing

methods’’.



Stage Two: 

Plan & Develop the 

Program



PHASE ONE



PHASE TWO

Launch a volunteers visitor greeters 

program



Stage Three: 

Engage & Support



Listen to the (Athens) Locals



Engage Local Audience via paid, 

earned & owned channels



Provide Support via offline visitors 

services



PHASE THREE

Evaluate Results

5.000+ photos

350 Athens Locals so far..

Hundreds of Visitors Requests..

Monitor & Evaluate

Set KPIs
# of requests

# of Athens Locals 

# visitor satisfaction survey results

Web & SM Metrics 

media coverage



Stay Relevant

Breathtaking Athens –

Real Time Tourist 

Safety Information



To Sum Up..



We cannot control everything being 

said about the destination‟s  brand



but by actively listening to visitors & locals feedback

and the use of online channels for promoting and 

distributing positively charged content 



We can better manage the destination‟s 

reputation. 



„„The way to gain a good 

reputation is to endeavor to be 
what you desire to appear‟‟

Socrates



Thank You

www.aboutourism.com 

@about_tourism

www.aboutourism.wordpress.com


