· Lecture 4 Brand Design

· 2 articles to read

Brand
-sum of what the market thinks when they hear the name

-what they expect

-most have multiple sub-brands

-business chamber, the visotrs and convention council, economic development councils and the gov. all reaching out with both similar and different agendas

Brand essence
Destination branding is about: 

1) Purpose

2) Distinct

3) Consistently communicating a persona

4) Promise

-Model on the brand essence pyramid

-attributes, benefits, emotional rewards, values, personality traits

e.g. personal tv in economic class on airline

Car with looks/shape, sits close to the road, airbags

-consumer as not as concerned with attributes, but more concerned with benefits

shape ---benefit: sense of style, emotional: distinctive, innovative---values-individualism

personality- extrovert

sits close to the road---benefits: high performance car, emotional: exciting---value—freedom, personality--openminded

airbags---benefit: safety----emotional: security, confident, value—mature, personality –responsible

Bahamas

Attributes: sun, sea, sand, culture, different islands, 

Benefits: relaxing, escape stresses from everyday life, experience, serenity

Emotional rewards: excitement, understanding, intellectual  

Values: Freedom, Learning, Cultural immersion, Authentic

Personality Traits: Adventerous, Explorer, Open-minded, Extroverted, Innovative, confident

Ireland:

Attributes: culture, landscape, enterainment

Benefits: learning, escape, aesthetic satisfaction

Emotional Training: accomplishment, enjoyment, serenity

Values: education, freedom, spirituality

Personality: achiever, outgoing, experience

-could be for anywhere, not as original as some other ones

Wales
-spirit of the people
-modern, but not Americanized, individualistic

-relaxed

-castles – heritage and culture 

Diagram: Interbrand Brand blueprint

Midterm Review:

-Destination – definitions, characterisits

know- dimensions of a destinations slide- prime attractors, built env. , etc.

be able to define – tourism destination management
· Know!……..destination management goals, not doing everything for a destination, but also customer satisfaction and satisfactory visitor experience…., profitability of business sector*

(99% going to be there)

know destination management organization
-challenges and things to do

know – 4 parts of management
remember – strategy levels , carter and fabricius ---distinguish among 3
know- old and new tourism , especially in technology, how tourism demands have been changing in recent years

difference be!!! Between comparative and competitive advantage
-what is a product

the difference between services and manufactured goods

the destination product is the experience, and 4 or 5 factors that affect this
-Remember: carrying capacity in human activity or number of people, remember that it is the maximum of human activity in a destination, so that it won’t deteriorate, and that visitor experience does not suffer from it

-community being adversely affected

Butlers tourist area life cycle 
product life cycle as well
Lecture 2:

Dmo- know it

Challenges that managements face - * know 6 challenges*

know the definition of brand
benefits and functions of brand
what branding is, 

what destination image is

what brand personality is

Lecture 3:

know-Market segmentation and targeting

-*Why* as well

· The different methods for market segmentation

know what Vals stands for
-targeting strategies

-the purchase decision process

-the difference between the low and high involvement process

-Maslows hierarchy of needs 

· CTC – India market, different things they wanted to know about consumers in India, if I ask you what types of q’s would you like to know about your target market, I would like you to be able to give me some questions

-ages, what they do, why they visit,

-from the destination perspective, what would you like to know about people who come or don’t come to you city

Lecture 4 Destination Audit 

-3 levels of products – core, actual , augmented!!!!!

-for manufactured good and tourism as well

-Know Premier ranked tourist destination framework- that ministry of tourism in Ontario came up with ( and who came up with it ? )

-know what convention tourism is ,

-what information you need to do the audit, what information about the brand

Today

-know the pryramid!!!

-Short statement that conveys what the brand is , is the PROMISE……

