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Destination positioning

e Examples of some successful destinations

Destination

USP (unique selling

Emotional promise

proposition)

Personal discover Personal escape
Canada |’ OVElY P

Keep Exploring
India Spiritiual discovery and diversity | Adventure, spiritualism,

“Incredible India” mistical environment

. The best of cultural Asia Cultural horisons

Malaysia |, |

Malaysia Truly Asia
N Pure, autentic nature & lifestyle Back to nature as it used

ew X

“100% pure New Zealand” to be

Zealand










Some practical examples of
successful branding






Destination positioning

 Winners in branding are destinations which are rich
in emotional communication and have message
with convincing values and maintain high
expectations with potential visitors

e Message is, that strong destination brands “sing
the song” of difference and uniqness and convey
the message that it is worth to visit them...









Destination brand - Goriska

» Callenging process, because:
* Product is not homogenious
 Destination marketing is not able to control

distribution system & pricing, brand “depends” on
promotion and publicity...

e Difficult to define one brand, which would be
Interesting for all market segments...
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Changing customers...new trends...new
challenges
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...Stay relevant !












Destination management

Competitive with:

=» Vision and

Regional/Collective
brand name

=» Goal orientation
and

=» Organisational
structure




Instead of conclusion

e Questions are part of our every day life...

JAnswers are not...
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