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 Different definations and approaches.. 
 Pyhsical space a tourist spends at least one 

overnight which includes tourism products; 
support services and attractions, tourist 
resources 

 
 

Physical and administrative boundaries  
◦ A continent 
 A country,  

 A region,  
 A city 
 A center 

 Perceptional boundries 



Destination appeal and experiences offered and shaped by 

Attractions

Public 

and 

Private 

Amenities 

Accessibility 

Image 

and 

character 

Price Human 

Resource 



Built ; e.g. heritage 
monument, Eiffel tower, 
religous buildings, sport 
facilities 

Natural; e.g. 
Beaches, 
mountains, 
parks, 
weather 

Cultural; cultural events, 
museums,art galleries, 
theatres 

ATTRACTIONS 



      Public transportation 

 

 

 

AMENITIES 

Support the visitors’ stay;   

Basic Infrustructure  

Roads 

Accommodation Visitor 
İnformation 

Direct Services  

Catering,  guides,  receration  
               shopping 



 

Accessibility 

Should be accessible via; 
 
Air passenger services 
 

Railways 

Cruise ships 

Visa 
requirement 

Ports of entry and special 
entry conditions 



 

IMAGE AND CHARACTER 

Unique image is needed 
 
Various means can be 
used to promote such as: 
 
• Marketing and branding 
• Travel media 
• e-marketing   

The image includes; 
• Uniquness 
• Sights 
• Scenes 
• Environmental quality 
• Safety 
• Service levels 
• Friendliness of people 



 



 

PRICING 

Important in competition  
 
Related to cost of; 
 
• Transport to and from 
destination, 
• Accommodation, 
• Attractions, 
• Food,  
• Tour services 
 
 
 

Other economic features 
such as currency exchange 
 



HUMAN RESOURCE 

Well trained tourism workforce and 

citizens are indispensible elements of 

tourism destination delivery and need 

to be managed in accordance with the 

destination strategy. 



 Choose one destination (where you from or one 
that you can describe best) 

 5 minutes to prepare and 3 minutes to present 
your destination which includes: 
 

 What are the attractions? (natural, built, cultural) 
 How are the amenities (basic infrustructure, 

hotels, visitor info, guides, catering etc.) 
 How is the accessibility? (road, air, rail, cruise, 

visa?) 
 Human resource?  
 Image?  (how, what media used etc.) 
 Price?  



 DM is the co-ordinated management of all 
the elements that make up a destination 
(attractions, amenities, access, marketing and 
pricing) 

 

  It takes a strategic approach 

 

 Joined up management  



 Dep.of single public authority 
 Partnership of public authorities, serviced by 

partners 
 Partnership of public authorities, serviced by 

a joint management unit 
 Public authority(ies) outsourcing delivery to 

private companies 
 Public-private partnership for certain 

functions – often as a non-profit company 
 Association or company funded purely by a 

private sector partnership and/or trading 



 Destination management calls for a coalition 
of many organisations and interests working 
towards a common goal. 

 

 DMO’s role should be to lead and coordinate 
activities under a coherent strategy 

 



 No control of activities of partners but bring 
together resources and expertise, 

 

 DMOs must develop a high skill in developing 
and managing partnerships. 

 

 



 

Beside marketing activities, DMOs to act as a 
strategic leader in destination development: 

 
• Statistical Strengthening and Development of a Tourism Satellite Account 

(TSA) 

• Product Development and Diversification 

• Marketing and Promotion Plan  

• Value Chain Analysis and Local Economic Development 

• Institutional Strengthening and Public-Private Partnership 

• Tourism Legislation and Regulation  

• Tourism Physical Planning and Resort Development  

• Tourism Development Master Plans and Strategic Development Plans 

• Tourism Policy 

 

 

 

 



 National Tourism Authorities (NTAs) or 
Organisations (NTOs) 

 

 Regional, provincal or state DMOs (RTOs) 

 

 Local DMOs 

 



 National Level: New Zealand Tourism 
www.newzeland.com/int/  

 

 Regional Level: Destination Fiordland 
www.fiordland.org.nz/  

 

 Local Level: Wellington 
www.wellingtonnz.com  
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Elements of dest. 
Attractions 
Amenities 

Accessibility 
Human resource 

Image  
Price 

 
 

Creating a suitable environment: 
Policy, legislation, regulations, 

taxation 

 
DMO 

Leading and co-
ordinating 

 
 

Marketing  
Getting people to visit 

 

Delivery on the ground 
Exceeding expectations 



 Right social, economic and physical 
environment: 
◦ Planning and infrastucture 

◦ Human resource development 

◦ Product development 

◦ Technology and systems development 

◦ Related industries and procurement 

 



 Promote most 
attractive. Keys are: 
◦ Dest. promotion, incl. 

branding and image 

◦ Campaings to drive 
business esp. SMMEs 

◦ Unbiased information 
services 

◦ Operation/facilitation of 
booking 

◦ CRM (Customer Rel.Mng.) 

 

 



 Ensure quality of every aspects of visitor’s 
experience: 
◦ Destination coordination and mng.for visitor 

“quality of experience” 

◦ Product “start-ups” 

◦ Events development and management 

◦ Attractions development and management 

◦ Training and education 

◦ Business advice 

◦ Strategy, research and development 

 





 

 Could there be a destination management 
beyond the political or administrative 
boundries? 

 





National/Regional Objectives and 
Strategies 

Relationships between 
stakeholders 

Destination 
Arrangment and coordination 
of structural elements 
•DMO 
•Financial resources 
•Infrastructure 
•Natural and cultural attractiveness 
•Environmental concerns 
•Image, safety and positioning 
•Human resources 

Impacts of Big 
Tourism 
Comp. 
•Capital 
•Economic support 
•Create business 
•Education 
•Expertise 
•Technology 
•Product diversificat. 
•Increase in quality 
•Distribution channel 
•Reputation 
•Customer focused 
•Market arrangement 

Cooperation with 
tourist sending 
countries 
•Airlines 
•Hotels 
•Tour operators 

Defining Targets 
•Increase in tourist exp. 
•Increase in tourist 
arrivals 

Defining the current 
development of dest. 
•Development 
•Consolidation 
•Stagnation 

Defining target markets 
•Niche markets 
•Mass tourism markets 

Defining product 
development targets 
• Products and sectors to 
be developed  

Marketing and positining 
strategies 
•Competition 
•Destination image- 
attractions 
•Media 
•Distribution channels 

 



 





 Without proper planning and management 
tourism; 
◦ Can damage destination’s environment, 

◦ Cause social and cultural conflict 

◦ Alienate the communities that host tourism   

 



 Sustainable tourism development manages; 
◦ Impacts of tourism on destination environment,  

◦ Economy  and community 

◦ Destinations resources for the present and future 
needs 

 Balance to protect and enhance resources 
while meeting the needs of all stakeholders ! 

 

 



 



 VICE model presents  
destination 
management as the 
interaction between:  
◦ Visitors,  

◦ Industry,  

◦ Community, and 

◦ Environment 

   

 



According to this model, it is the role of 
destination managers to work through 
partnerships and a joint dest.mngt.plan to: 

 Welcome, involve and satisfy Visitors; 

 Achieve a profitable and prosperous Industry 

 Engage and benefit host Communities; 

 Protect and enhance the local Environment 

and culture 



 Model can be used as a check of the 
sustainability of a proposed plan or action. 

 Four questions should be asked: 
◦ How will this decision affect the visitors? 

◦ What are the implications for the industry? 

◦ How does this affect the community? 

◦ What will be the impact on the destination’s 
environment and culture? 

 Positive answers to all four questions = right 
balance 
 

 



 

 

 

 http://sdt.unwto.org/content/10yfp-
sustainable-tourism-programme  

 

 www.icrtourism.org 
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Do not return or 
recommend 

 

Return or recommend 

 

1. DREAM 

2. PLAN 

3. BOOK 

5. REMEMBER 

4. EXPERIENCE 

BAD 
   
GOOD 



www.bonjourquebec.com 

http://www.bonjourquebec.com/
http://www.bonjourquebec.com/
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http://www.google.com.tr/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiynaqPtuTSAhUJnRQKHUYdDX0QjRwIBw&url=http://www.mbaskool.com/business-concepts/marketing-and-strategy-terms/2516-porter-value-chain.html&psig=AFQjCNFW-aRifMrY31ce8vcdgeVcVdz_hw&ust=1490076600745614




 



 







 







 Apply Destination Strategy Development 
Model to a destination 

 

 

 Delivery time: As scheduled… 

 

Good Luck !! 



 

Market and 
competitive 
research and 
analysis 

SWOT analysis:  
Strenghts 
Weaknesses 
Opportunities 
Threats 

Development of 
Destination Vision, 
goals and actions 



 Macro Environment 

 Destination Resources 

 Destination Markets 

 Supporting Industries 

 Industry Structure 



 



 



 

Strenghts            Weaknesses 

 

 

 

 

 

 

Opportunities          Threats 

 



 

 Weaknesses 
 
* Relatively inaccessible 
* Unsatisfactory built 

infrastructure  
* Reputation for poor 

weather 
* Poor market intelligence 
* Relatively small operator 

tourism base 

 

Strenghts 
 
* Excellent outdoor all-year 
product 
* Iconic feature 
* Part of wider strong brand 
* Active business leaders 
* Excellent natural assets 



  

Opportunities 
 

*Outdoor activities market 
* Well-being niche market 
opportunity 
* Secondary vacations 
* Event tourism 
* Partnership marketing 

Threats 
 
* Declining market share 
* Local unconcern 
* Inability to change 
* Wrong decision-making 
* Lack of investment 



Compared to us 
1 = Extremely different 
5 = Extremely similar 

Potential Competitor Destinations 

A B C D E F 

1. Top 10 source market 5 3 2 4 2 4 

2. Distance from our key 
source markets 

2 4 4 2 2 5 

3. Products and 
experiences promoted 

2 4 2 3 2 4 

4. Market segments 
targeted 

2 3 2 4 3 4 

5. Average annual 
growth past 5 years 

5 4 4 3 3 2 

6. Peak tourism months 1 4 5 2 2 5 

Average 2.8 3.7 3.2 3.0 2.3 4.0 



 Supplier and Buyer Power 
The influence of major hotel 
groups, airlines and tour operators 
– their price and cost 
structure,quality, diversity 

DESTINATION 

Complementors 
Regional and local joint 
marketing agreements with 
other destinations, economic 
sector (e.g. Film industry) and 
suppliers can expand the 
lenght and depth of your 
product. 

Threat of Entry 
Be aware of new up and coming 
destination and their comparative 
cost and quality. Ensure 
destination remains ahead of 
newcomers. Consider options for 
differentiation. 

Current Competitors 
Who are they? Their resources and 
performance compared with yours. 
Be aware of their positioning and 
branding strategies 



 Destination vision should be a shared dream 
of a future destination, based on desired 
position. 

 The vision should be: 
◦ Inspiring, imaginative and speak to aspirations of 

stakeholders; 

◦ Achievable and consistent; 

◦ Formulated with broad participation, using 
partipicatory methods 



 The goal should: 
◦ Break the vision into defined outcomes; 

◦ Be medium /long term focused; 

◦ Address key levers identified in competitive and 
macro analysis; 

◦ Be a realistic and consistent guide to action; 

◦ Build upon the destination’s strenghts and take the 
best of the available growth opportunites; 

◦ Eliminate the weaknesses whilst also guarding 
against the threats in the external environment; 

 



◦ Adhere to SMART principle: 

 Specific. Objectives should specify what exactly you 
want to achieve; 

 Measurable. You should be able to measure if you met 
your objectives; 

 Achievable. Are the objectives you set achievable? 

 Realistic. Can you realistically achieve them with the 
resources you have? 

 Timebound. In what time-scale do you want to achieve 
the objectives? 





 Introduction 



 



 



Driving 

safety 

Engineering 

Reliability 

Styling 



 

Market leadership 

  Market heritage 

    Being the latest 

     Offering a full range of products 

   How the product is made 



 
 
 
 
 
 

“Competion is not a battle of products or 
services, it is a battle of perceptions in the 
customer’s mind” 

     Jack Trout 
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Customer decisions are increasingly 
influenced by; 

 
Emotional reactions 

Triggers 



 If potential tourists have empathy with your 
destination and its values 

 You win ! 

 USP ? 

 Unique Selling Proposition  

  becoming 

 UEP ? 

 Unique Emotional Proposition 

 



 A single proposition as emotional trigger 

 Not offered by, or unable to be offered by, 
competition 

 Something which the destination has the 
credentials to deliver on and to exceed client 
expectations 

 Strong enough to convert “lookers” to 
“bookers” 

 The cornerstone of your competitive strategy 
and communucation  



 The ultimate in personal 

exploration  

 “Keep Exploring” 
https://www.youtube.com/watch?v=HfTkZmKK1b0  

CANADA 

      Personal immersion and 

escapism 

UNIQUE SELLING PROPOSITION 

EMOTIONAL PROMISE 
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Incredible spritual discovery and 

diversity  

 “Incredible India” 
https://www.youtube.com/watch?v=ulE2CbvCCG0  

      Adventure, spritualism and 

mystique 

UNIQUE SELLING PROPOSITION 

EMOTIONAL PROMISE 

INDIA 
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     The best of Asian culture  

     “Malaysia Truly Asia” 
https://www.youtube.com/watch?v=uZ3tB1UO1

hM   MALAYSIA 

   Broadening cultural horizons 

EMOTIONAL PROMISE 

UNIQUE SELLING PROPOSITION 
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     Most unspoilt/authentic nature/lifestyle 

          “100% Pure New Zealand”  
https://www.youtube.com/watch?v=kWOwe_n-2Gw  

NEW ZEALAND 

      Back to nature the way it was 

EMOTIONAL PROMISE 

UNIQUE SELLING PROPOSITION 
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 Destination awereness and demand creation 

 Customer loyalty 

 Customer value 

 A base from which to co-ordinate private 
sector efforts 

 A basis for establishing “seamlessness” 
between communication tools 

 Image enhacement wider than tourism 



 Brand credibility 

 Deliverable 

 Differentiating 

 Conveying powerful ideas 

 Enthusing for trade partners 

 Resonating for the consumer 

 



 



 Focus on key target markets 

 Market research on needs and wants 
◦ Tangible : accommodation, attractions etc. 

◦ Intangible: fun, relaxation, adventure etc. 

 People are motivated by emotion more than 
reason  

 Find out why visitors want by understanding 
emotional factors 



 



 



 



 



 



 



 



 



 



 There are several reasons to segment a 
market: 
◦ Only a small percentage of the world’s population 

takes an international trip in any one year 

◦ Demand for tourism goods and cervices is not 
randomly or equally distrubuted throughout a 
population 

◦ To develop the products according to the 
customer’s needs, wands and desire 

◦ Segmentation helps inform which marketing 
channels and media are the right ones  



 Idetify groups of people (segments) who are, 
or will be, in the market for an international 
trip 

 Decide whether these are the people who, if 
they visited, wold help fulfil the destination’s 
tourism objectives 

 Establish the destination has the appropriate 
products and services to meet their needs 



 Assess whether people in these segments are 
realistically likely to consider the destination 

 Establish their motivation/triggers, buying 
habits etc. 

 Persuade them to visit using appropriate and 
targeted marketing messages and channels 

 Evaluate and review the impact of the 
marketing on the segments that have been 
targeted 



 No ideal number of segments.  

 Choice depends on the reason for 
segmenting 
◦ Demographics/lifestage 

◦ Geo-demograpichs (i.e. Based on common 
characterstics of people living in the same area) 

◦ Transport preferences 

◦ Loyalty/purchase behavior 

◦ Needs/activities 

◦ Values/beliefs/attitudes 



1 Konya Mevlana Müzesi 2.480.433 

2 İstanbul Topkapı Sarayı Müzesi 1.932.726 

3 İstanbul Ayasofya Müzesi 1.892.250 

4 Nevşehir Hacıbektaş Müzesi 498.880 

5 Ankara Cumhuriyet Müzesi 360.879 

6 İstanbul Topkapı Sarayı - Harem Dairesi 353.285 

7 İstanbul Arkeoloji Müzeleri 299.616 

8 
Antalya Aziz (St.) Nikolaos Müzesi 

 287.581 

9 Ankara Anadolu Medeniyetleri Müzesi 189.246 

10 
Gaziantep Zeugma Mozaik Müzesi 

 167.958 

 Barcelona FC Staduim ? 
 2 million visitors ! 

2017 Yılında En Çok Ziyaret Edilen 10 Müze 
 
 

 


