Lecture 5 – Brand Implementation

Brand promise- should be simple, concise, enduring and capable of providing a sense of direction

-Who? And what am I targeting?

Brand is a promise that will be fulfilled

Destination band promise is a series of carefully formulated statements that guide everything the DMO and destination do in building the brand including marketing and development decisions.  It should be 

-believable, differentiating, enduring, motivating, relevant and strategic

Challenges of Destination Branding
-destinations are not a single product but composite products consisting of a mix of different components (the destination mix)

-Destination marketers have little control over the destination mix they are branding

-There is a diverse range of organizations and partners involved in crafting and delivering on the brand

-Often there is a lack of enough funding for branding efforts

-Political influences may be felt

(much more accountability

Destination brand promise
-what happens if the destination does not deliver on the promise?

-Visitors reduce their length of stay, minimize their spending, decide not to retun, spread negative word of mouth

-Staff and partner consider it unimportant or ineffective and a downward spiral sets in that undermines the promise and the brand

-residents and local leaders reduce their support for the brand and the DMO to the extent that it may be years before enthusiasm for another similar effort can be considered

Stakeholders in implementation
-the successful implementation of the brand strategy will require actions by more than just the Chamber of commerce r CVB

-There are a number of brand partners, stakeholders, both local individuals and organizations

-Consistent and repated education and information is essential to maintain their focus: as a refresher and due to high staff turnover

-Stakeholders is responsible for communicating the brand:

-Local government, DMO, Chamber of Commerce, The tourism industry

-Media, developers, real estate agents, service staff, university

-individuals, including especially politicians, sports stars, business leaders, celebrities

Adoption
-Stakeholders need to:

-be informed about the brand strategy

-be informed about how they can support the brand strategy 

-be motivated

-totally understand the brand

The adoption goals are to encourage people:

-to understand the brand strategy, promise and identity

-to understand how they can support and correctly use the brand

-consider how they can help make the on-brand behaviour easier to others

-know how it affects their role and everyday responsibilities 

-deliver outstanding brand experiences

Place Improvement
-place marketing means designing a place to satisfy the needs of its target markets.  It succeeds when citizens and businesses are pleased with their communities and meet the expectations of visitors and investors

Urban design: place needs a sound design that enhances its attractiveness and more fully develops its aesthetic qualities and values

Infrastructure: Places need to develop and maintain a basic infrastructure that moves people and goods in ways compatible with the natural environment

Services: Place must provide basic services of quality that meet business and public needs

Attractions: Place needs a range of attractions for their over  an….and visitors

