Destination a place to which tourists are attracted and a palce where residents conduct their daily lives
Destination Management goals midterm

-contributing to the longer-term prosperity and development of the local communities (job, income, etc.)

-ensuring satisfactory visitor experiences

-improving the profitability of the business sector

-optimizing the economic, social and environmental impacts of the tourism activity in the area (ensuring sustainability)

-delivering destination competiveness, success, performance and sustainability

stakeholder, local communities, tourists, business goals (should be everyones)

challeneges (similar to thesis)

-lots of stakeholders

-need for partnering

-manageing expectations, equal say 

-keeping up to date with technology 

-competition

-lack of finances and human resources (funding)

-finding new measures of success, the right benchmarks

Goals

-attracting visitors

-longer-term prosperity and development of local communities

-profitability

-sustainability

-competiveness, success and performance

Management
Leadership-strategic direction

Planning 

Organizing

Controlling-performance measurement

Strategy Levels (Fabricius) 3rd diagram consider for midterm
-Macro (long-term) strategy---- Destination Policy (SWOT)

Business Strategy (medium –term) -----DMO Marketing/ Development Plan – Branding
-development trategy, HR, attractions, quality standards, infrastructure, etc.

marketing strategy

Operational Strategy (short-term)-----DMO Annual Business plans

-measure environment on a micro and macro level

Comparative advantage vs. competivitve

Comparative – resource endowments –the one with more resources (compare them)

-say Russia vs. Singapore, - Russia

Competitive Advantage- resource deployment –how effective you are with using your resource , in this respect Singapore is better- really cater to business tourists, the culture, the transportation, the safety

-destination provides not only products or services but tourst/visitor experiences

-need for a critical mass of destination experiences that provide a competitive destination

Services vs. manufactured goods:

-Intangibility: lack a physical form

-heterogeneity: services are not standardized

-Inseparability: services are consumed in the process of their production

Perishability: services cannot be stored

-The staff involved in producing and delivering the product are part of the product itself

-The surroundings of the service delivery process are a feature of the service

-The customers themselves are involved in the product or process

Destination Product: Experience (*very important to remember*)

-begins with anticipation

-planning

-visit

-journey to and from

-time spent

Tourism Carrying capacity-midterm or exam
All 3 points

-the level of human activity an area can accommodate without the areas deteriorating,

-the resident community being adversely affected or the quality of visitors experience declining

Destination Brand
Brand- name, term, sign, sumbol or design or combination

Identify and to Differentiate
From competitors

Exam give these 4 points

Destination Brand –identify and differentiate

Promise of a memorable travel experience – unique to destination
Reinforce the recollection of pleasurable memories (this is for loyal visitors and word of mouth)

