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Over generations, human society has woven a rich tapestry of culture, art, architecture,
and history, personified in artifacts, monuments, and landmarks arrayed across the
globe. Individual communities are looking to exploit these local treasures for the benefit
of the travelers who come to see them. Hospitality, Travel, and Tourism: Concepts,
Methodologies, Tools, and Applications considers the effect of cultural heritage and
destinations of interest on the global economy from the viewpoints of both visitor and
host. This broadly-focused, multi-volume reference will provide unique insights for
travelers, business leaders, sightseers, cultural preservationists, and others interested
in the unique variety of human ingenuity and innovation around the world.
Drawing the attention of tourists to different destinations around the world assists in the
overall economic health of the targeted region by increasing revenue and attracting
investment opportunities, as well as increasing cultural awareness of the area’s
population. Strategic Branding Methodologies and Theory for Tourist Attraction
investigates international perspectives and promotional strategies in the topic area of
place branding. Highlighting theoretical concepts and marketing techniques being
utilized in the endorsement of various destinations, regions, and cities around the world,
this publication is a pivotal reference source for researchers, practitioners, policy
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makers, students, and professionals.
This timely and significant book explores the characteristics and complexities of Asian
urban tourism, considering the extent to which Western paradigms can be transferred
to Asian settings and the striking contrasts that exist within the region. In an era of
unprecedented urban expansion in Asian cities, this book comes at a time of great
urgency, illuminating the possible problems and opportunities that arise when a
destination emerges as a tourism hotspot. Split into three parts; introducing Asian urban
tourism and urbanization, the management and marketing of Asian cities, and emerging
trends and issues associated with Asian urban tourism, the book offers a range of
varying and vibrant perspectives from international and interdisciplinary experts in the
field. Chapters include studies on a wide range of destinations such as Hong Kong,
Macau, Cambodia, Phuket, Kolkata, Busan, Delhi, and Sri Lanka among many others,
and explore crucial contemporary themes such as overtourism, urbanization and
administrative challenges, world heritage, smart cities and the use of technologies such
as VR in urban tourism experience creation. It will be a vital resource for upper-level
students, researchers, and academics in tourism, city tourism, Asian studies,
development studies, cultural studies, and sustainability, as well as professionals in the
field of tourism management.
The authors of this book use regulation theory to bring theoretical focus and analytic
clarity to the study of urban tourism. Provides a unifying analytic framework for the
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study of urban tourism. Brings urban tourism into focus as an important political,
economic and cultural phenomenon. Presents original essays written by established
scholars, including studies of Venice, Mexico, Montreal, New York, Los Angeles,
London, Barcelona, Berlin, Amsterdam, Paris, and Australia's Gold Coast.
Tourism Marketing for Cities and Towns provides thorough and succinct coverage of
marketing theory specific to the tourism industry. It focuses on developing the branded
destination with special emphasis on promotional planning. In addition, it contains
numerous international examples, discussion questions, and strategic planning
worksheets.
Tourism is well established as an important part of the new service economy, and the
rewards it offers have stimulated intense competition in the tourism industry. Many
destinations compete to attract potential tourists, each place having to work hard to
distinguish itself from rivals offering similar or alternative attractions. This book,
originally published in 1990, explores how destinations invest increasing amounts of
time and money into developing and promoting their 'products'. The contributors, from
both academic institutes and the tourism industry, provide a multidisciplinary and
professional analysis of what can be done to sell tourism places. Using both theoretical
and empirical approaches, they give examples from different areas of the industry and
evaluate different strategies a destination can adopt for maintaining and increasing its
market share. All the contributors emphasize that selling tourism places must be a
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dynamic activity in which the place products are constantly monitored, so that they can
be revitalized, repositioned, or renewed in the market context.
Provides coverage of marketing theory specific to the tourism industry. This work
focuses on developing the branded destination with emphasis on promotional planning.
It contains international examples, discussion questions, and strategic planning
worksheets. Comienzo página.
Comparing the major Pacific Rim cities of Sydney, Hong Kong and Shanghai, this book
examines world city branding. Whilst all three cities compete on the world's stage for
events, tourists and investment, they are also at the centre of distinct film traditions and
their identities are thus strongly connected with a cinematic impression. Using an
interdisciplinary approach, this book not only analyses the city branding of these cities
from the more widely researched perspectives of tourism, marketing and regional
development, but also draws in cultural studies and psychology approaches which offer
fresh and useful insights to place branding and marketing in general. The authors
compare and contrast qualitative and quantitative original data as well as critically
analyzing current texts and debates on city branding. In conclusion, they argue that city
branding should contribute not only to regional development and identity, but also to
sustainable economic well-being and public happiness.

The marketing of a destination necessitates strategic planning, decision making,
and organization. Effective positioning will result in a strong brand that develops
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an emotional and productive two-way relationship. Notwithstanding, destination
managers should possess relevant knowledge and understanding on traditional
and contemporary marketing channels to better engage with prospective visitors.
Destination Management and Marketing: Breakthroughs in Research and
Practice focuses on utilizing destination branding and content marketing for
sustainable growth and competitive advantage within the tourism and hospitality
industry, including tools and techniques for travel branding and best practices for
better tourism management strategies. Highlighting a range of topics such as
service quality, sustainable tourism, and competitiveness model, this publication
is an ideal reference source for government officials, travel agencies, advertisers,
marketers, tour directors, hotel managers, restaurateurs, industry professionals
including those within the hotel, leisure, transportation, and theme park sectors,
policymakers, practitioners, academicians, researchers, and students.
Tourism is often a key driver of economic growth in many countries. The recent
upward trends of tourism and hospitality education in higher academic institutions
in Bangladesh suggests a growing tourism sector. Very little has been written on
Bangladesh’s tourism industry. This is the first edited volume published from an
international publisher which looks at this industry and how it has developed and
flourished. The book begins by looking at tourism policy planning and provides a
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comprehensive overview of topics from tourism products and services in
Bangladesh to how they are being marketed. It also discusses how private and
public tourism institutions can address future long term trends. This book will
appeal to those interested to learn more about developing tourism industry in
emerging economies and may provide invaluable lessons from Bangladesh’s
experience and success.
Branding is one of todays hottest and most misunderstood destination marketing
concepts. Baker provides much needed clarity and shows how to develop a
successful brand strategy for tourism and economic development. It is an
essential handbook for place marketers that demystifies branding, provides steps
to reveal a community brand, and uses real world examples, as well as proven
tools, templates, and checklists to launch a city brand that will generate broad
stakeholder support and resonate with customers.
This book aims to unite theory and practice in the field of destination marketing. It
attempts to reconcile the gap between the academic literature on urban
destination marketing and the manner in which it is actually undertaken by
destination marketing organisations (DMOs). While analysing and critically
assessing the current destination marketing paradigm, the author outlines the
basis for a paradigm change. The new theory accommodates the anomalies and
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counter-instances associated with the existing paradigm and addresses the
question of what in the future might best underpin urban DMO marketing
operations. The book contains 21 in-depth interviews with senior DMO
executives to allow practitioners to describe in their own words how they conduct
their destination marketing activities.
Tourism is an extremely challenging business. Some strategies work
phenomenally well sometimes and fail at others. You may be aware of the
increased fragmentation of the consumer market and of the important role
geography plays in tourist response but have difficulty finding a pattern to this
without doing a lot of research. Geography and Tourism Marketing will provide
you with diverse studies through which you will gain a better understanding of
what excites and entices all types of consumers along with new strategies in your
field to keep you up-to-date in the unpredictable business of tourism. Geography
and Tourism Marketing is a compilation of greatly varied and valuable case
studies and articles. In it you’ll explore thought-provoking topics such as these:
the World Wide Web as one of the most significant technological developments
in travel and tourism marketing the advantages of understanding the impact that
a tourist’s country of origin has on small island destinations pinpointing problems
in a specific business venture so you can avoid similar mistakes providing
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interactive maps to potential consumers through Geographic Information
Systems determining the effectiveness of brochures reformulating and promoting
a consistent image of a destination in order to better serve consumers the fastgrowing market of nature travelers and how they can be targeted more effectively
In this book, you will get current information on the link between geography and
tourism marketing, which is an important aspect in conquering market
segmentation and improving tourism marketing approaches. You will see the
necessity of acknowledging this connection and be prepared to respond to it
when you read Geography and Tourism Marketing.
The Routledge Handbook of Tourism Cities presents an up-to-date, critical and
comprehensive overview of established and emerging themes in urban tourism
and tourist cities. Offering socio-cultural perspectives and multidisciplinary
insights from leading scholars, the book explores contemporary issues,
challenges and trends. Organised into four parts, the handbook begins with an
introductory section that explores contemporary issues, challenges and trends
that tourism cities face today. A range of topics are explored, including
sustainable urban tourism, overtourism and urbanisation, the impact of terrorism,
visitor–host interactions, as well as reflections on present and future challenges
for tourism cities. In Part II the marketing, branding and markets for tourism cities
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are considered, exploring topics such as destination marketing and branding,
business travellers and exhibition hosting. This section combines academic
scholarship with real-life practice and case studies from cities. Part III discusses
product and technology developments for tourism cities, examining their supply
and impact on different travellers, from open-air markets to creative waterfronts,
from social media to smart cities. The final Part offers examples of how urban
tourism is developing in different parts of the world and how worldwide tourism
cities are adapting to the challenges ahead. It also explores emerging forms of
specialist tourism, including geology and ecology-based tourism, socialist
heritage and post-communist destination tourism. This handbook fills a notable
gap by offering a critical and detailed understanding of the diverse elements of
the tourist experience today. It contains useful suggestions for practitioners, as
well as examples for theoretical frameworks to students in the fields of urban
tourism and tourism cities. The handbook will be of interest to scholars and
students working in urban tourism, heritage studies, human geography, urban
studies and urban planning, sociology, psychology and business studies.
Inside City Tourism explores how European cities use tourism to bolster their
economies and image, appraising it in terms of history, measurement, structure,
operations and leadership. This book distinguishes itself from other texts through
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its pan-European perspective and by combining both theory and practice. New
and original case materials are used to exemplify mainstream approaches to city
marketing, identify recurrent problems and opportunities, and exemplify best
practice.
Destination marketing relies on planning, organisation, and successful strategies
and tactics. Tourism Planning and Destination Marketing provides an in-depth
understanding of the tourism marketing environment, including destination
branding, distribution channels, etourism, digital media, and sustainable and
responsible tourism practices.
This book critically explores the interconnections between tourism and the
contemporary city from a policy-oriented standpoint, combining tourism
perspectives with discussion of urban models, issues, and challenges. Researchbased analyses addressing managerial issues and evaluating policy implications
are described, and a comprehensive set of case studies is presented to
demonstrate practices and policies in various urban contexts. A key message is
that tourism policies should be conceived as integrated urban policies that
promote tourism performance as a means of fostering urban quality and the wellbeing of local communities, e.g., in terms of quality spaces, employment,
accessibility, innovation, and learning opportunities. In addition to highlighting the
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significance of urban tourism in relation to key urban challenges, the book
reflects on the risks and tensions associated with its development, including the
rise of anti-tourism movements as a reaction to touristification, cultural
commodification, and gentrification. Attention is drawn to asymmetries in the
costs and benefits of the city tourism phenomenon, and the supposedly
unavoidable trade-off between the interests of residents and tourists is critically
questioned.
"Tourism is an indispensable domain for many cities’ successful economic
development. For tourists who are exploring popular cities and major resorts,
there are a variety of mobile applications and websites can provide detailed
information and instructions. It is convenient for independent travelers to use
these tools to visit large and well-known cities. However, travel agencies, tourist
applications, or multi-lingual travel guides do not cover some lesser-known cities.
Although such cities may be underdeveloped in terms of economic conditions,
some of these cities have potential to become valuable tourist resorts. Many
lesser-known cities can’t provide professional travel agencies and/or multiple
language guides because of limited economic conditions and limited city
development. Some of these cities have potential to become well-developed
tourist resorts, appealing to travelers all over the world by the natural sceneries,
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rich history, unique customs, and low consumption level. This thesis project
explores the interaction, user interface, and experience design to develop a
mobile application for foreign travelers who will visit the city named Yixing
(pronounce as “yee shing” in Chinese) in China. In addition to assisting tourists,
this mobile application can serve the city government to support tourism
marketing and promotional strategies."--Abstract.
Today's headlines report cities going bankrupt, states running large deficits, and
nations stuck in high debt and stagnation. Philip Kotler, Donald Haider, and Irving
Rein argue that thousands of "places" -- cities, states, and nations -- are in crisis,
and can no longer rely on national industrial policies, such as federal matching
funds, as a promise of jobs and protection. When trouble strikes, places resort to
various palliatives such as chasing grants from state or federal sources, bidding
for smokestack industries, or building convention centers and exotic attractions.
The authors show instead that places must, like any market-driven business,
become attractive "products" by improving their industrial base and
communicating their special qualities more effectively to their target markets.
From studies of cities and nations throughout the world, Kotler, Haider, and Rein
offer a systematic analysis of why so many places have fallen on hard times, and
make recommendations on what can be done to revitalize a place's economy.
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They show how "place wars" -- battles for Japanese factories, government
projects, Olympic Games, baseball team franchises, convention business, and
other economic prizes -- are often misguided and end in wasted money and
effort. The hidden key to vigorous economic development, the authors argue, is
strategic marketing of places by rebuilding infrastructure, creating a skilled labor
force, stimulating local business entrepreneurship and expansion, developing
strong public/private partnerships, identifying and attracting "place compatible"
companies and industries, creating distinctive local attractions, building a servicefriendly culture, and promoting these advantages effectively. Strategic marketing
of places requires a deep understanding of how "place buyers" -- tourists, new
residents, factories, corporate headquarters, investors -- make their place
decisions. With this understanding, "place sellers" -- economic development
agencies, tourist promotion agencies, mayor's offices -- can take the necessary
steps to compete aggressively for place buyers. This straightforward guide for
effectively marketing places will be the framework for economic development in
the 1990s and beyond.
How will the travel and tourism industry respond to the terrorist attacks on
America? The recent terrorist attacks in the United States and their
repercussions for the travel and leisure industries have focused more attention
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on tourism safety and security issues than ever before. The impact on tourism
destinations and businesses, as well as on traveler behavior, will be significant.
Recent events require further analysis not only of how travel safety may be
improved but also how security issues may be seen in terms of tourism marketing
and management so that the industry is able to better respond to such
challenges. In this, an era of turbulent global relationships, the need for
destination marketing organizations to demonstrate that they are safe for tourists
has become increasingly important. Negative publicity, often unrelated to on-theground reality, may also serve to affect tourist perceptions. Safety and Security in
Tourism: Relationships, Management, and Marketing examines: the effects of the
September 11, 2001 attacks on the tourism industry and how the industry is
responding the importance of safety as a factor in destination or activity choice
case studies of destination and business responses to past political instability
and/or attacks against tourists safety, security and destination image the role of
the media in influencing consumer perceptions of travel safety consumer
awareness of travel advisories and their influence on behavior the role of
insurance in the travel industry consumer awareness and acceptance of security
measures in travel and tourism safety and security as a component in destination
marketing crisis and risk management in the tourism industry cross-border
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security and visa controls and their implications for tourism safety and security
measures for tourists in different sectors and in airports Tourism has often been
cited as a force for peace, yet tourism is typically one of the first industrial
casualties of war and political unrest. This book examines tourism safety and
security issues to give you a better knowledge base from which to respond to
future events.
World Tourism Cities: A Systematic Approach to Urban Tourism is a unique and
contemporary textbook that addresses the particular situation of urban tourism
destinations in the 2020s by reviewing key issues, trends, challenges and future
opportunities for urban tourism destinations worldwide, as well as city destination
management. The book is divided into four parts, with Part I providing
background chapters on world tourism cities. It begins by clearly defining world
tourism cities and explaining the impacts of globalisation and urbanisation on
these cities. The subsequent chapter explains the urban tourism phenomenon
and traces its growth. Part II presents city destination management, planning and
development and the marketing and branding of cities, offering practical solutions
and approaches. Part III discusses major issues and trends in world tourism
cities including resident well-being and quality of life, sustainability, smart
tourism, crises and the rise of tourism in Asian cities, and the final part identifies
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the future opportunities for city tourism. Written in a student-friendly tone, the
book is richly illustrated and contains several engaging features, including Sweet
tweets (snippets of information on cities) and Short breaks (detailed case studies
on cities). This will be essential reading for all tourism students.
With over 70 global case studies and vignettes, this textbook covers all the key
marketing principles applied to tourism and hospitality, showing how these
concepts work in practice and demonstrating the diverse range of tourism and
hospitality products on offer. Chapters are packed with pedagogical features that
will help readers consolidate their learning, including: - Chapter objectives - Key
terms - Discussion questions and exercises - Links to useful websites - Profiles of
successful individuals and organizations Tourism and Hospitality Marketing is
accompanied by a website that offers lecturers answers to the discussion
questions and exercises in the book, case study questions, a test bank,
PowerPoint slides and a list of additional teaching resources.
This book explores river tourism from a range of perspectives including river
uses, heritage, management, environmental concerns, and marketing. The book
has 15 chapters and an index. The intended readership includes researchers and
students of leisure and tourism.
Get the advantage you need to compete in the worldwide food and wine tourism
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marketplace! Wine, Food, and Tourism Marketing is an overview of contemporary
practices and trends in food and wine tourism marketing. International in scope,
the book draws on studies from Canada, England, France, New Zealand, South
Africa, and Scotland for analyses of contemporary practices and trends that help
you develop, implement, and maintain strategic competitive advantages. The
book looks at case studies of business operations, seasonality, destination
image, and the development of business networks. Equally valuable as a
professional resource for practitioners and as a textbook for upper-level and
graduate students in tourism, hospitality, and wine and food studies, Wine, Food,
and Tourism Marketing examines the importance of food and wine tourism to
rural regional development. The book presents destination management planning
and marketing initiatives for specific markets that can be easily adapted and
applied to a wider range of wine tourism settings. Tourism marketing researchers
and academics address vital issues such as the importance of collective
marketing strategies, viticulture, design factors for online tourism information, and
the use of food images in promotional material and positioning strategies. The
book includes: a 2001 research study on French public sector management of
wine tourism an examination of the cider industry in Somerset, England a look at
the implications of non resident tourist markets on British Columbia’s emerging
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wine tourism industry an analysis of the types of food images used in French
regional tourism brochures a national study of seasonality issues on wine tourism
in New Zealand a look at post-apartheid tourism trends on South Africa’s
Western Cape a survey of eight wineries on the Niagara Falls wine route with
implications for marketing strategies a study of the use of local and regional food
for destination marketing of South Africa a look at how food-related tourism in the
United Kingdom is being promoted using the World Wide Web Wine, Food, and
Tourism Marketing is an essential read for practitioners and educators involved in
tourism and hospitality, marketing, food and wine studies, and rural regional
development.
Tourism is one of the fastest growing industries in India, contributing enormously
to the Indian economy. Indian civilization and culture have followed the tradition
of Atithi Devo Bhava (treating Guest as God) from time immemorial. Tourism in
India is fairly rich and diverse in terms of its attractions and resources
nevertheless the body of knowledge of tourism as a discipline is relatively
unexplored in terms of scholarly research. The tourism industry in India has not
been able to perform to its most impeccable potential due to several obstructions.
Lack of efficient marketing and positioning of its tourism resources in the global
market is one of the prominent causes of this. The Indian tourism industry cannot
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achieve the desired growth and impetus unless it is backed by intense
promotional and marketing strategies abreast of the global business arena. In
this volume, an effort has been made to uncover a deeper understanding of
marketing perspectives of tourism in India using an interdisciplinary approach.
The chapters in this book reflect the prevailing scenario in the hospitality and
tourism business in India as posited by renowned global experts on this subject.
The book is an essential resource to students, researchers, and scholars
interested in examining the existing marketing strategies as well as exploring the
suggested strategies that can be adopted to promote tourism in India. The
chapters in this book were originally published as a special issue of Anatolia.
The planning, design, management and marketing of experiences for tourism
markets is a major challenge for tourism destinations and providers in a
globalized and highly competitive market. This book bridges the gap in
contemporary literature by carefully examining the management and marketing of
tourism experiences.
Understanding how places, particularly cities and towns, are marketed to and
consumed by tourists, is vital to anyone working in the tourism industry. By
creating and promoting a unique branded destination, the successful marketer
can attract new visitors to their city or tourism attraction. With the rise of social
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media, there is even more scope to explore how tourism marketers can use their
own and other social media sites to communicate with today’s tech connected
traveler. In a new updated volume, Tourism Marketing for Cities and Towns
provides thorough and succinct coverage of place marketing theory specific to
the tourism industry. It focuses on clearly explaining how to develop the branded
destination with special emphasis on product analysis, promoting authenticity
and, new to this edition, the use of social media to create the personalized
experiences desired by visitors. In addition, it contains a wide range of
international examples and perspectives from a large variety of different
stakeholders, alongside discussion questions and strategic planning worksheets.
This book provides both practical advice with real-world application and a
theoretical background to the field as a whole. Written in an engaging style, this
book will be valuable reading for upper level students and business practitioners
of Tourism, Marketing, Urban Studies, Business Management and Leisure
Studies.
Social Marketing is the utilisation of marketing principles and methods to
encourage individual and organisational behaviour change for the public good.
Traditionally the domain of government it is increasingly also utilised by nongovernment and non-profit organisations and other institutions of civil society as
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a non-regulatory means to achieve policy and public good goals. At a time when
concerns over tourism's contribution to undesirable environmental, economic and
social change is greater than ever, social marketing strategies are important for
encouraging more appropriate and desirable behaviours by tourists and the
tourism industry. Tourism and Social Marketing is the first book to
comprehensively detail the relevance of social marketing principles and practice
to tourism, destination management and marketing. By considering this
relationship and application of social marketing approaches to key issues facing
contemporary tourism development, such as the environment, this book provides
significant insights into how the behaviours of visitors and businesses may be
changed so as to develop more sustainable forms of tourism and improve the
quality of life of destination communities. It further provides a powerful impetus to
the development of tourism related forms of sustainable consumption and the
promotion of ethical tourism and marketing. This innovative book is
comprehensive in scope by considering a variety of relevant fields relevant to
tourism and social marketing practice including, health, non - profit organisations,
governance, the politics of marketing and consumption, consumer advocacy and
environmental and sustainable marketing. It integrates selected international
cases studies to help tourism students engage with the broader debates in social
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marketing, governance and the politics of behaviour change and shows the
relationship of theory to practice. Written by a leading authority in the field, topical
and integrative, this book will be valuable reading for students, scholars and
researchers in tourism.
This book offers a comprehensive understanding of the concept and scope of the
tourism industry in general and of destination marketing and management in
particular. Taking an integrated and comprehensive approach, it focuses on both
the macro and micro aspects of destination marketing and management. The
book consists of 27 chapters presented in seven parts with the following themes:
concept, scope and structure of destination marketing and management,
destination planning and policy, consumer decision-making processes,
destination marketing research, destination branding and positioning, destination
product development and distribution, the role of emerging technologies in
destination marketing, destination stakeholder management, destination safety,
disaster and crisis management, destination competitiveness and sustainability,
and challenges and opportunities for destination marketing and management.
The Encyclopedia of Tourism Management and Marketing is, quite simply, the
definitive reference work in the field. This is the largest tourism management and
marketing ontology that has ever been put together and offers a holistic
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examination of this interdisciplinary field. Bringing together a wealth of expertise,
a team of international authors from all parts of the world shed light on the current
state of tourism research and practice around the globe and provide unique
insights into the field. Carefully curated by leading tourism scholar Dimitrios
Buhalis, the Encyclopedia is an invaluable resource for academics, students and
practitioners and provides the ideal starting point for any research journey. The
concise entries present an accessible and condensed overview of each topic and
the selected references that follow each entry suggest directions for further
detailed exploration. Key Features: - Over 1000 entries - Entries organized
alphabetically for ease of navigation - Fully cross-referenced - Concise,
structured entries by the world's foremost scholars in tourism - Selected
references for further study - Inclusive global authorship team. Contact us for a
quote.
Examines how ICTs contribute to the development of city marketing strategies to
enhance local socio-economic development. Covers topics such as city branding,
export promotion, and industry marketing.
Destination Marketing offers the reader an integrated and comprehensive
overview of the key challenges and constraints facing destination marketing
organisations (DMOs) and how destination marketing can be planned,
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implemented and evaluated to achieve successful destination competitiveness.
This new second edition has been revised and updated to include: new slimline
15-chapter structure new chapters on Destination Competitiveness and
Technology new and updated case studies throughout, including emerging
markets new content on social media marketing in destination marketing
organisations and sustainable destination marketing additional online resources
for lecturers and students including PowerPoint slides, quizzes and discussion
questions. It is written in an engaging style and applies theory to a range of
tourism destinations at the consumer, business, national and international level
by using topical examples.
This book explores the fascinating phenomenon of place event marketing in the
Asia Pacific region. It examines procedures in the promotion and branding of
places that use events to shape their identities. It considers how events are used
in forming a branded image of a place and disseminate information about it. This
innovative book offers theoretical insights of the opportunities and challenges
related to place event marketing. With contributions from leading thinkers in the
field, chapters also draw on empirical examples to showcase a variety of events
across the Asia Pacific, such as MICE, sporting events, festivals, and religious
and cultural celebrations. The book explores the importance of such events for
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the socio-economic development of urban regions. Today, the Asia Pacific is one
of the world's fastest developing regions and its rising economic power is
accompanied by the growing importance of the tourism and event sector. The
book is a unique study relating to a very exceptional region of the world. The role
of events in tourism development and the rise of the region’s soft power is
presented through carefully selected examples of cities from different countries.
The book concludes with commentary on the future directions for research in this
area. Written in an accessible style, this book will be of great interest to students,
scholars, and practitioners working in events studies, urban studies, tourism,
place branding and promotion, business and management studies, geography,
sociology, and sport and leisure studies.
Marketing and Managing Tourism Destinations is a comprehensive and
integrated introductory textbook covering both destination marketing and
destination management in one volume. It focuses on how destination
management is planned, implemented and evaluated as well as the management
and operations of destination management organizations (DMOs), how they
conduct business, major opportunities, challenges and issues they face to
compete for the global leisure and business travel markets. This second edition
has been updated to include: • A new chapter on visitor management that
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includes a section on crisis and disaster management • New material on
destination leadership and coordination • New and revised content on digital
marketing • New and updated international case examples throughout to show
the practical realities and approaches to managing different destinations around
the world. It is illustrated in full colour and packed with features to encourage
reflection on main themes, spur critical thinking and show theory in practice.
Written by an author with many years of industry practice, university teaching and
professional training experience, this book is the essential guide to the subject for
tourism, hospitality and events students and industry practitioners alike.
Tourism Marketing for Developing Countries examines media strategies used by
destinations in Asia, the Middle East and Africa to battle stereotypes, negative
images and crises in order to attract tourists .
An investigation of tourism and its transforming impact on cities, by urban experts
from a variety of disciplines. They examine such tourist meccas as Las Vegas,
Orlando and Boston, and take up themes such as the marketing of cities and how
tourists perceive places.
Growing competition between countries and cities over attracting infrastructure,
investment, tourists, capital and national and international status mean that
today, a negative image is more harmful than ever. Whatever the cause of the
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negative image, places perceived as dangerous, frightening, or boring are at a
distinct disadvantage. Many decision makers and marketers stand by helplessly,
frustrated by their knowledge that in most cases, their city's negative image is not
based on well-grounded facts. Given that stereotypes are not easily changed or
dismissed, the challenge facing these decision makers is great. Analyses of
many case studies show interesting examples of places that tried to change a
negative image into a positive one, in order to bringing back tourists, investors
and residents. Although a great deal of knowledge about crisis communications
has accumulated in recent years, very little has been written about strategies to
improve places' negative images. The aim of "Media Strategies for Marketing
Places in Crisis" is to discuss the various dimensions of an image crisis and
different strategies to overcome it, both in practice and theory. "Media Strategies
for Marketing Places in Crisis" is based on the careful analysis of dozens of case
studies, advertisements, public relations campaigns, press releases, academic
articles, news articles, and the websites of cities, countries and tourist
destinations.
Copyright: abf5f6bfa20da28cc0a6ede696f6118c
Page 27/27

Copyright : sbc.ccef.org

