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Why branding matters?

» »

For Tourists:
Because they would choose a destination brand only when they can trus

For Destinations:
Because a trusted brand brings about tourist loyalty.

Source: Brand Knowledge, Trust and Loyalty { A Conceptual Model of Destination Branding/ ChtpingisA. Caiy
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NCount r jjudged ba what they
‘ do as they have always been, and

not by what they say0 0 .
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FACT #3

NNo single national stakeholder has
control over all of the factors that affect a
C OuUNTtreputati®n 60 0

Source ETC/UNWTO Handbook on Tourism DestinatByanding



Can you
successfully brand
an entire
destination?
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At least most'of uS agree onthat:
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Visit Britain fears Olympic
tourism could be
jeopardised after 34%
budget cut

TOM HALL , 20 October 2010
{ ) Be the first to comment on this article

&
Visit Britain is to review its Olympic
tourism strategy after the Government

reduced its four-vear Olvmnic budoet by 3404
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Che New {Jork Times

A Tourism Office Falls Victim to Hard Times

ﬁ Destinations v Flights v Cruises v Hotels v Travel Advice v Photos

States cut back on efforts to draw tourists

By Roger Yu, USA TODAY
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Fewer state and local governments are urging Americans to "come and visit us" — just as
more people say they're hitting the road or are ready to go.

About 20 states have cut spending in the past year on
advertising and other promotion and support to try to lure
tourists and their vacation dollars, the U.S. Travel
Association says.

That includes states that depend heavily on tourists' dollars
such as Hawaii, Washington, New York, South Carolina
and Arizona.

One state — Washington — has shut down its tourism
promotion office after lawmakers couldn't come up with the
$2 million they usually spent to attract visitors.







