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Detroit City's been undergoing a re-branding 
and not just getting a new slogan and logo, 
although that’s part of it. Tourism officials have 
been overhauling the way they sell Detroit to 
the rest of the world.

Last year, they settled on an industrial looking 
D, and a "Detroit: Cars, Culture, Gaming, 
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D, and a "Detroit: Cars, Culture, Gaming, 
Music, Sports" theme. They wanted a Detroit 
story that was urban, edgy and über cool to 
appeal to the under 40 crowd, or the crowd 
that lives like they are under 40. 
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Destination branding is describing the experience of the place to the 
consumers and the formation of the experience in terms of the 
facilities, amenities and other resources that the area can provide.

(Malcolm Allen, Locum Consulting, UK).

Destination branding is a continuing process to create unique tourist 
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Destination branding is a continuing process to create unique tourist 
experiences and build a sustained image that emotionally bonds with 
the host community stakeholders and resonates with its targeted 
markets.

(Professor Cai Liping, Purdue University, USA).



Destination branding is about packaging and marketing a set of 
images to promote a particular destination. 

There are however consequences that extend beyond 
marketing… the brand vision can become an instrument for 
transforming the place and social engineering local cultures. 
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transforming the place and social engineering local cultures. 

(Professor Can Seng Ooi, Copenhagen          Business 
School, Denmark).



What do you think of when you think 

of Spain?
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Architecture?

Culture?
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Fine Wines & Cuisine?

Images of a dynamic, 
sophisticated country.



What if I had asked you the same question, 30 years ago?

Cheap package holidays;

English pubs and drunken 
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English pubs and drunken 
behaviour;

Poor quality hotels and crowded 
beaches;

In short, an under developed 
country.



Why have our perceptions changed so radically?

Spain itself has changed dramatically since the Franco 

regime (1939-1975), especially since his death in 

the mid-1980s;
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And… there have been three decades of consistent 

country branding centred on Miro’s vibrant Espańa 
painting (opposite), together with heavy investment in 

hallmark events, the country’s infrastructure, tourism 

product and signature buildings.
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Is this brand ‘owned’ by all the stakeholders in the Croatian tourism 

industry?
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Destination brands aren’t like cans of beans

A country’s place brand can profoundly 

shape its economic, political and cultural 

destiny;

If successful re-branding can have a 
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If successful re-branding can have a 

positive impact on how places ‘see’ 

themselves;

You can’t simply create an identity or logo 

and ‘brand’ a country.



The Eight Destination Brand Rules:

• Recognize what tourism brings

• Plan for success

• Understand what branding really means

• Value authenticity
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• Value authenticity

• Aesthetics are about more than appearances

• Quality counts

• Ensure consistent funding

• Value skills and training



Essential steps in the branding process:

• The CEO of the DMO must take the lead and drive the process, with 

political backing.

• Canvas the views of stakeholders, constituents and communities
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• Residents, businesses, communities, political and opinion leaders will all have 

a view – they must be involved in the brand task force

• It is essential to adopt a holistic or 360o approach to this process - a 

destination brand cannot be built behind closed doors.



The long-term reputation of a destination depends on 

how well the DMO manages five things:

• Brand leadership and the stakeholders
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• Brand management

• Brand communications

• Experience management

• Monitoring and evaluation



Challenging Times for Tourism

• This century has been one of crisis for the tourism industry.

• Lowest consumer confidence since the 1930s, rising unemployment and 
major corporations are going bankrupt around the world.

18

• The coming years promise to be tough ones for the tourism industry as 
with nations facing a global credit crisis, fluctuating stock markets, 
erratic fuel prices and a worldwide recession, individuals and businesses 
are all cutting back on travel. 



Thank youThank youThank youThank you
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