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Role of tourist destination development in building its brand image: A conceptual modelEl papel del desarrollo del
destino turÃstico en la construcciÃ³n de su.

Tourist destination brand image is a function of tourist image resulting from their own experience and
destination image promoted by the marketers. The same authors also point out that word-of-mouth
recommendations are the primary source in forming the destination image; consequently, offering a satisfying
experience to the tourist is of great importance. Experience has served as a key construct in travel and tourism
research as well as destination positioning. Furthermore, tourism marketers and developers need to promote
their destination in order to create an image that attracts the targeted segments of visitors Laws,  The task of
tourism marketers therefore is not simply to build a brand image to attract tourists but to improve the
sustainability of tourism. First of all tourist destination development is a function of natural and cultural
resources the destination is endowed with, its history and heritage, as well as the political and legal system of
the country, which could positively or negatively influence the development of a destination including the
infrastructure. Marzuki identifies various positive as well as negative economic impacts of tourism but overall
concludes that the economic benefits of tourism are greater than its economic costs. We have built up an
influential and strong community of leading youth travel buyers from around the globe and can help your
industry build valuable relationships. This arrival of new residents leads to alterations in the original
tourist-community relationship and may cause frictions with the local job-seeking people. Central to
McConnell's concept of tourist experience, is the tourist's quest for an authentic experience and tourism
destinations are viewed as a means to stage the authenticity that cannot be found in the tourist's daily life.
Tourism marketing therefore needs to be carried out keeping in mind the long term consequences of tourism
on various dimensions as identified in Ritchie  WYSE Travel Confederation can also support industry
associations with lobbying efforts as part of the programme. Tourism and economic development have
reciprocity in their relationship, with each influencing the other overall favorably. WYSE Travel
Confederation has decades of experience designing and delivering successful industry capacity building
programmes and based on the priorities and objectives of your destination, we will create a development
framework that will enhance and equip industry stakeholders, enabling them to leverage the international
youth travel market and help showcase the overall destination. Social influences therefore are important in the
pre-consumption stage in formation of the brand image along with the marketing communications. The point
is that tourism has both positive and negative repercussions on a variety of areas. Baloglu and McCleary found
that the greater the variety of information sources used to advertise the destination, the more positive is the
contribution to the shaped image. In the Conceptual Model Figure 1 developed in our research we identify
three components of the Tourist destination brand image corresponding to the three stages of consumption.
Consequently, destination developers should not only consider the economic aspects of tourism, but also
attempt to match it with all other social, political and cultural dimensions. In tourism industry, the destination
can thus be viewed as a product. Searching for self identity as a tourist was an early classification criterion in
the phenomenology of tourist experiences Cohen,  The development of the tourist destinations should be
carried out such that it creates a memorable tourist experience and a favorable brand image which in turn will
result in positive word of mouth and repeat business for a particular tourist destination and at the same time
improves the sustainability of tourist destination. This description highlights the fact that when putting
destination development into practice, one should acknowledge that development is a multidimensional
concept. The question therefore is keeping in mind these multidisciplinary impacts of tourism, how can a
marketer help increase the positive impacts and minimize the negative ones. We also acknowledge that federal
policy influences and in some cases, restricts the development of the youth travel industry and believe that by
championing a more favourable policy environment, industry capacity strengthens, youth travel mobility
improves and as a result successful and sustainable destinations are created. Each of these three components of
Tourist destination brand image is relevant for all the stakeholders in the tourism industry. Clarke and Godfrey
also used a three-step scheme to follow for tourism development: first the marketers and developers have to
find out what tourism resources are present in the destination, than the type of tourists they want to attract has
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to be identified and finally the marketers and developers have to decide how to reach the targeted tourists and
achieve the desired result. This is not an easy task and requires an understanding of the processes and
influences which are responsible for formation of the destination brand image. Furthermore, local government
faces an increasing and changing resident population as tourism potential of the destination attracts managers
and employees for the newly created job opportunities. WYSE research is based on primary sources and helps
destinations to understand the characteristics, motivations and needs of young travellers and the industry that
supports them.


