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Introduction: Tourism Marketing
for Developing Countries

This book focuses on tourism marketing for countries in the developing
world. According to the World Bank, the term “developing world” is
used to describe low- and middle-income economies, in which the gross
national income (GNI) per capita in 2014 was under $12,746 (World
Bank, 2014b). However, the term “developing country” is not only a
financial indicator; it points to a complex system of ties between histori-
cal, economic, political and social factors (Todaro, 1992). In many devel-
oping countries, this system results in a long list of challenges, including
poverty, limited effectiveness of public services, safety and security issues,
public health issues, inadequate access to technology, poor public edu-
cation services and low level of environmental sustainability (Blowfield
and Frynas, 2005; Mansfeld and Pizam, 2006; Avgerou, 2008; Olken and
Pande, 2012). Even in the context of tourism, although developing
countries aim to generate revenues and promote development through
tourism, it is considerably different from tourism planning, developing
and marketing in developed countries (Reid, 2003).

Overview: the challenges in attracting
tourism for developing countries

Countries in the developing world are facing many difficulties. Suffering
from a challenging reality, many of these countries tend to experience
crisis events related to crime, terrorism, political unrest, natural disas-
ters, epidemics and accidents, and in some places such occurrences are
almost a part of everyday life. Having a long-lasting series of crises poses
a significant threat to the destination’s public image and to its ability to
attract tourists and visitors in particular (Beirman, 2003). The threat to
the destination’s public image is reinforced because developing countries
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have insufficient resources available for crisis percussion, prevention and
management (Glaesser, 2006). When a destination image is threatened
by repeated crises, developing countries must constantly communicate
with crisis-related messages in order to protect their image and maintain
their position in the global tourism arena. Consequently, the use of cri-
sis communication strategies and techniques must be an integral part of
tourism marketing in developing countries; it is an important channel
for these countries in presenting their place, communicating their val-
ues, managing their images and battling negative stereotypes.

The growing international interest in place and destination brand-
ing since the early 1990s has been researched and published in many
academic and professional publications. While providing much-needed
knowledge on tourism marketing and promotion, these publications
have been less relevant for destinations with continuous negative images.
For places suffering from prolonged negative stereotypes, generaliza-
tions, prejudices and perceptions of being “underdeveloped”, “unsafe”,
“boring” or “backward”, there is a considerable need for a different tour-
ism marketing approach, one that would refer to the place’s negative
stereotypes, battle them and alter the image. We believe that destina-
tions that suffer from negative images in general, and developing coun-
tries in particular, must adopt a special set of tourism marketing tools,
different from those available in the existing literature. Furthermore,
decision-makers in these destinations are often helpless against the pro-
longed negative stereotypes, generalizations and prejudices associated
with these places; such negative perceptions have been constructed over
many years, and cultivated among the public by superficial and reckless
media coverage.

During the last two decades many developing countries have joined
the global tourism market as part of globalization processes and the fall
of the Iron Curtain. These countries had suffered from negative public
and media image which made it challenging for them to compete over
tourists with countries with strong and familiar brands. In this global
era, a problematic image is a major obstacle in attracting tourists,
high-quality residents and investors. However, in the case of destina-
tions suffering from prolonged image crises, it seems almost unrealistic
to expect any target audience to visit a destination and “put aside” these
long-lasting negative images and stereotypes, just because of an adver-
tising campaign or other promotional effort. Tackling prolonged nega-
tive place images is crucial for developing tourism in Africa, the Middle
East, Latin America, East Europe and Asia. Although theses destinations
differ greatly, in the eyes of many potential tourists they all suffer from
weak place images, negative stereotypes and problematic perceptions.
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In an economic reality where international tourism provides approxi-
mately 10 percent of global Gross Domestic Product (GDP) and 8 percent
of employment (UNWTO, 2015), there is a widespread demand for a
book that will deal with the tourism challenges of developing nations
and destinations. The number of visitors to developing countries in
recent years is increasing and this growing trend suggests a change in
how potential audiences recognize the developed world as a preferred
destination and also in the attractiveness of these areas (UNWTO, 2014c).
On the other hand, tourist destinations in the developing world are
far from fulfilling their tourism potential and there is still a long way
to go; we believe that one of the main obstacles against realizing
this tourism potential is the problematic image of the developing world.

Scholars in the field of image repair distinguish between two types
of negative destination image. First, there is a negative image caused
by a short-term, unexpected crisis, such as terror attacks, sudden epi-
demics or natural disasters (Mansfeld, 1994; Ritchie, 2009; Walters and
Mair, 2012). Second, there is a prolonged negative image generated by
long-lasting issues, such as high crime rates, poverty, continuous war
or political instability (Avraham and Ketter, 2013; Avraham, 2014b).
When analyzing image crises in the developing world, these two types
of images are less distinct than in areas of the developed world. This is
because destinations in the developing world are relatively unfamiliar
to the Western audience; and their prolonged negative image, which is
deeply rooted in the past, plays a significant role even in sudden crises.
Thus, when a short-term or unexpected crisis is reported in the media,
the audience experiences a feeling of déja vu as negative stereotypes and
generalizations that have been stored for years, possibly sub-consciously,
come to the surface. As a result, the use of well-known crisis commu-
nications strategies that may be highly effective in restoring an image
crisis in the developed world may not bear fruit when experienced by
developing destinations.

The current book: goal, layout, uniqueness,
target audience

Despite the definite differences that exist among developing countries,
the goal of this book is to examine whether there is a common toolbox
used by marketers of destinations in developing countries that suffer
from prolonged negative images. Based on the existing literature, we
know that marketers of “regular” places (those that do not suffer from
a negative image) use similar marketing strategies (Kotler et al., 1993,
1999), but the aim here is to study the solutions found by marketers of
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developing countries in order to deal with their problematic public and
media image. “Tourism Marketing for Developing Countries” is aimed
at providing tools and strategies for altering the image of developing
destinations and attracting international tourists and visitors, despite
the challenges that stem from negative images. The book is based on a
wide-scale analysis of the different marketing and communication strat-
egies used by developing countries, in relation to the theoretical and
practical knowledge that has accumulated in the field.

The book pays special attention to E-Tourism and E-Marketing. The
internet is a prime tool for promoting tourism and in recent years
has become a leading instrument for delivering campaign messages
(Neuhofer et al., 2012). For developing countries, the use of official tour-
ism websites, social media and other online platforms is becoming a
highly effective persuasion tool and an inexpensive platform for deliver-
ing a variety of messages to international audiences (Ketter and Avraham,
2012). Many of the case studies in the book, therefore, relate to the des-
tinations’ official tourism websites, Facebook pages, YouTube channels,
Twitter accounts, Instagram accounts and other means of online activity.

“Tourism Marketing for Developing Countries” is an academic yet
practical book that provides a professional toolbox and knowledge for
the marketing and branding of emerging destinations. The book outlines
academic tools, models and techniques for destination marketing in a sim-
ple and easy-to-use mannet, illustrated with dozens of real-life case stud-
ies taken from developing countries and other worldwide destinations.
It meets the growing interest in the field of tourism destination market-
ing, offering an international perspective, in-depth research and valid
conclusions both for scholars and professionals. The target audiences of
this book include destination marketers, tourism boards, national tour-
ism offices, destination management organizations (DMOs), spokesper-
sons, public relations officers, tourism policy-makers at local, regional
and national levels, crisis communications experts and other tourism
stakeholders. On the academic side, this book serves researchers and
scholars in related fields such as tourism, geography, marketing, public
relations, media and communication, image repair and advertising.

How does this book differ from other books? A careful survey of the
market will find many books in the fields of destination branding, place
promotion, tourism marketing, image repair and crisis communication,
but only a small number of them combine these fields while focusing
primarily on marketing strategies for places which face the challenge of
prolonged negative images. This book’s emphasis on handling an imme-
diate image crisis, the problem of negative images and how to repair



Introduction 5

them makes it unique and much-needed. It is important to say that this
book, like our earlier one (Avraham and Ketter, 2008a), is also based
on the strategic approach to advertising, branding and public relations,
stating that a change of image is an ongoing, holistic, interactive and
wide-scale process, requiring much more than a quick change of logo
or slogan.

Research design: research questions,
methodology, data analysis

The leading research question underlying this book is, “How do devel-
oping countries market themselves, combat stereotypes and negative
images, and attract tourists during crises?” This question is based on two
fundamental assumptions: firstly, global tourism is a highly competitive
arena and if destinations wish to attract tourists and visitors, they must be
involved in destination marketing practices (Kozak and Baloglu, 2011).
Secondly, destinations in developing countries suffer from stereotypes
and image constraints that impact their marketing for tourism (Ketter and
Avraham, 2010; Avraham, 2013). The book’s main research question can
be elaborated into three sub-questions:

RQ1: How are developing countries using media strategies to over-
come long-term and accumulated image problems?

RQ2: How are developing countries using crisis communication tech-
niques in order to manage their image and overcome crisis events?

RQ3: How are developing countries battling stereotypes, generali-
zations and negative perceptions that are associated with the
developing world?

Together, these questions provide us with a comprehensive perspective
on how developing countries market themselves in order to attract
tourists and visitors, and how they overcome the unique challenges of
tourism marketing in the developing world, with a specific focus on
long-term issues, short-term crises and stereotypes of developing coun-
tries. In order to answer these questions we use qualitative content anal-
ysis of a variety of tools and resources.

Qualitative content analysis

Qualitative content analysis has been advocated as an effective method
of analyzing the content of promotional information and used exten-
sively in the research of advertising and other promotional content.
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The qualitative approach is especially useful for studies attempting to
explain social interaction in general, as it makes use of inductive rea-
soning, generalizing from the social reality to a more comprehensive
theory (Tuchman, 1991). The method, based on a thorough understand-
ing of the units analyzed, examines the “common signifying process.”
Researchers using it believe that texts reveal general discourse patterns
(Pauly, 1991) through motifs, labels, definitions, logos, symbols, visu-
als, slogans and generalizations in the advertisements, and that these
patterns exclusively characterize a specific social group, social status or
destination (Van Dijk, 1988). Similarly, Barthes (1977) notes that adver-
tisements can be analyzed both through language and visual means.

The current study is based on a qualitative content analysis of four
types of data: (1) advertising components (slogans, visuals and text);
(2) media interviews with developing countries’ officials and marketers;
(3) official media policy adopted by governmental decision-makers; and
(4) marketing initiatives employed by developing countries. These tools
were located in four sources: (1) official internet websites of destinations
and online social networks’ content published on YouTube, Facebook,
Twitter and Instagram; (2) news reports from international media outlets
such as BBC News, the New York Times and other newspapers, these
are media outlets that focus on foreign news and tend to criticize insti-
tutions; (3) official marketing materials such as brochures and catalogs,
collected from travel agents and at tourism fairs; and (4) global tourism
news websites such as eTurbonews (http://eturbonews.com/), which was
established in October 2007 and is now considered one of the main
websites covering global tourism; these items contain information
on the marketing strategies of developing countries, interviews, cam-
paigns and marketing initiatives taken over the years. In addition we
used many case studies analyzed in academic publications. The central
model adopted in this book is the “multi-step model for altering place
image” (Avraham and Ketter, 2008a, p. 188) — a comprehensive model
describing the process of restoring destination images (see more details
in Chapter 4). Several studies have used this model, or parts of it, to ana-
lyze the marketing efforts of destinations around the world (Stock, 2009;
Walters and Mair, 2012; Avraham, 2013, 2015).

The book’s layout

The book is divided into two parts. The first part has four chapters that
summarize the existing knowledge accumulated in the fields of destina-
tion management, public and media images, place marketing/branding,



Introduction 7

crisis communication management and image repair. Chapter 1 deals
with public image, perceptions and stereotypes of the developing world;
Chapter 2 discusses the factors affecting the media image of developing
countries in the international media; Chapter 3 focuses on the existing
knowledge in place marketing and destination branding; and Chapter
4 deals with tourism marketing for destinations with negative images.

The second part of the book also has four chapters: Chapter 5 analyzes
marketing recovery strategies used by Middle Eastern marketers; Chapter 6
concentrates on media strategies used by African marketers; Chapter 7
deals with media strategies used by Asian countries; and Chapter 8 pre-
sents final insights and conclusions. The book’s recommendations are
summarized in a concluding model: the strategic model for marketing
tourism for developing countries.



1

Perceptions, Stereotypes
and Media Image of the
Developing World

The image of a country can affect the decisions made by a wide range of
audiences, such as foreign investors, tourists, consumers, students, entre-
preneurs, trading partners, officials of other countries, potential donors
and multilateral agencies (Anholt, 2009; Martinez and Alvarez, 2010;
White and Radic, 2014). In the field of tourism, we know that the public
image and the media image of a country are crucial for many decisions
and behaviors made by tourists, including whether and where to visit or
travel in that country, what will be the aim and content of the visit, and
what will be the length of the stay. This is why analyzing, understanding
and measuring the projected image is a necessary step for every marketer
and is crucial for every marketing initiative (Khan, 2013).

Advertising has many aims (Morrison, 2002); one of them is to con-
vince members of the target audience about the positive experience
they will have if they use a product, and the dreams and needs (real
or socially constructed) that they hope to fulfill. In achieving these
dreams and needs, a product image has a central role (Matize and Oni,
2014). Before analyzing strategies chosen by developing countries to
market themselves and to restore a positive image, there is a need
to deal with the coverage patterns of these countries in the interna-
tional media and their image among Western audiences. Such audi-
ences have been the focus of the developing countries’ marketers for
many years, although the search for other target audiences beyond the
Western countries has been quite extensive over the last decade. This
chapter will focus on the public and media image of destinations in
the developing world, the factors shaping the public image of develop-
ing countries and the reasons for the problematic perception of these
countries, mainly in the West.
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The public and media images of a destination

What is the essence of an image? The answer to this has been investi-
gated by researchers from various countries and disciplines and it is nat-
ural to assume a variety of focuses in the definitions offered. In the fields
of communications and media, Daniel Boorstin (1961) in his classic
book The Image defines it as: “An image . . . is not simply a trademark, a
design, a slogan or an easily remembered picture. It is a studiously crafted
personality profile of an individual, institution, corporation, product or
service” (Campbell et al., 2006, p. 425). In the field of branding, it is
important to monitor and evaluate the perception of a country’s current
image and manage it effectively (Anholt, 2009). Dinnie (2010) empha-
sizes the practical side of image management. In the field of reputation
and crisis communication, the need to use strategic management stands
in the center of the image’s definition; as Aula and Mantere (2009) state,
their reputation is a key resource for companies, so they have to strive to
manage this resource strategically.

Place image has always been a central concept, even back in the days
when European superpowers were trying to convince their citizens to
emigrate to the new colonies they had conquered. This was also the case
when the American government was trying to attract inhabitants to the
new areas in the West during the 19th century. Shani and Wang (2011)
claimed that in the mid-1970s the idea of a destination’s image became
one of the most important concepts in tourism destination market-
ing (Stepchenkova and Li, 2014). The discussion over a place’s image
is essential, as almost every new public relations and advertising cam-
paign depends on the attempts to take an existing image and reinforce,
stretch, spin, expand or improve it in order to attract more tourists to
the destination, to visit a variety of attractions there or to convince
them to extend the length of their stay (Morgan and Pritchard, 2001;
Baker, 2007).

When discussing a destination’s image, it is important to distinguish
between the image among a specific target audience (the “public image”)
and the destination’s image in the mass media (the “media image”).
Local and national leaders, decision-makers, marketers and PR profes-
sionals tend to think that these two types are closely linked; therefore
they spend resources, time and effort in creating a positive media image
in the hope that it will result in a positive image among the target audi-
ence (Fahmy, 2010; Martinez and Alvarez, 2010; Khan, 2013; Matize
and Oni, 2014; Stepchenkova and Li, 2014; White and Radic, 2014).
The converse also applies: a negative media image will result in a
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negative image of the destination among the target audience as well as
perceptions that it is not worth visiting the place because it is dangerous,
unsafe or boring (White and Radic, 2014). Galician and Vestra (1987)
found that bad news has a strong effect on the image of the place; there
is, therefore, a correlation between the coverage patterns of that particu-
lar place and the way in which it is perceived among the target audience
(Stepchenkova and Eales, 2011; Khan, 2013).

Destination’s public image

Academics and scholars from various disciplines have attempted to define
the image of a place. According to Stepchenkova and Li (2014), a destina-
tion image includes the attributes of a destination and the perceptions that
characterize it. This definition is similar to that of Kotler et al. (1993) who
defined the image of a place as “the sum of beliefs, ideals, and impres-
sions that people have of a place” (p. 141). These researchers argued that
an image is the simplification of numerous associations and pieces of
information related to a place, and the cognitive product of the attempt
to process large amounts of information. In a more updated definition,
Kotler and Gertner (2002) add: “Images are a product of the mind try-
ing to process and pick out essential information from huge amounts of
data about a place” (p. 251). Boulding (1956, cited in Elizur, 1987) takes
a similar view, defining an image as the sum of the cognitive, affective
and evaluative characteristics of the place, or an inherent perspective of
itself. Boulding distinguishes the image of the place’s residents from that
of outsiders. He implies that the image is composed of four components:
(a) Cognitive (what one believes and knows about a place with focus on
its physical attributes); (b) Affective (how one feels about what he/she
knows about a certain place); (c) Evaluative (how one evaluates the place
and/or its residents); and (d) Behavioral (whether one considers immi-
grating to/working in/visiting/investing in a certain place).

It's important to mention that isolating Boulding’s components is
possible only through academic analysis, as they are all interrelated
and affect one another. If, for example, a certain person feels affection
for a place, he/she will also presumably find it attractive, its residents
friendly, as well as interesting and a fun place for visitors. Shani and
Wang (2011) also claimed that the effective image component has been
found to have a crucial impact on tourists’ assessments and selection of
destination. While Boulding chose to divide the image into several com-
ponents, Elizur (1987) offered a more comprehensive definition, stating
that an image of a place is the sum of all the facts and characteristics that
come to mind when one thinks of the place.
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Since the beginning of the 2000s there has been a tendency to expand
the concept of a “public image” and to distinguish between the over-
all image of a country and its tourist destination image (Echtner, 2002;
Martinez and Alvarez, 2010; Khan, 2013). Echtner (2002), for example,
states that this is the case regarding countries in the developing world
where many of them are perceived as an exotic paradise from the tour-
ist’s point of view but, on the other hand, such places are also perceived
as poor, dangerous and barbaric. Martinez and Alvarez (2010) found
that, in the case of Turkey, there is a gap between the country’s image
and its destination image. According to these authors, a country’s image
is influenced by various types of information and sources over the years,
and the destination’s image is constructed from the promotional indus-
try, campaigns, brochures and photographs. However, it is quite possi-
ble that with regard to developing countries, Western individuals might
hold a negative image, in general, together with a positive attractive
image of the country as a tourist destination.

In the last few years, with the growing popularity of branding in desti-
nation marketing, researchers have been largely discussing the concept
of “reputation”. According to Aula and Mantere (2009), the concept of
a corporate reputation has been used simply as a substitute for the ear-
lier term, “public image”. Passow et al. (2005) developed the Country
Reputation Index (CRI), which is a 20-item scale based on 6 dimensions:
the appeal of the emotional, physical, financial, leadership, cultural and
social aspects of the country.

Types of destination’s public image

From the theoretical-academic point of view as well as through its emo-
tional appeal, a destination image is a complex concept. Gallarza et al.
(2002) mentioned four main characteristics of a destination image that
we need to take into account when we deal with images: (1) Complex
(controversial concept); (2) Multiple (consists of manifold features that
represent its identity); (3) Relativistic (subjective and tends to change
from person to person); and (4) Dynamic (not static and likely to change
over time). The “complexity” of a destination image has created a dis-
cussion over the types of image that exist.

Kotler et al. (1993) argue that a destination’s image can be positive
and attractive, negative, weak (as in the case of peripheral locations
that are not well known), mixed (when the image includes both pos-
itive and negative elements), or contradictory (when the place has a
favorable image according to one population and a negative one with
another). Destination images can also be classified as “rich” or “poor”.
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“Rich” means that we have a great deal of knowledge and information
about the destination, usually from a variety of sources as well as from
personal visits; “poor” means that we know very little about the place,
and what we do know usually comes from only one source of informa-
tion (Elizur, 1987), which, in many cases, is the media (Khan, 2013).

Scott (cited in Elizur, 1987) refers to rich/poor images and offers a
graphic star-shaped model, aggregating different attributions. According
to the star model, each cognitive trait forms a straight line, intersecting
with all the other traits of the same place. The sum of all different traits
creates the shape of a star; the more lines a star has, the richer the image
it represents. But not all traits have the same effect: some lines in the
graphic model are salient while others are almost invisible (Elizur, 1987;
Avraham and Ketter, 2008a). Nevertheless, the model emphasizes that a
place image is a dynamic thing. The star model clearly illustrates that by
marketing different perspectives of a place, a poor image can be turned
into a rich one. The star model also suggests a way to handle stereotypes
and negative perceptions: the more dimensions a place has, the less the
audience will focus on its problematic aspects. Intensive marketing of an
attractive facet can become the dominant part in the place’s image and
thus overcome the previous perception where the attractive aspect was
not particularly salient. According to Dinnie (2010), a country’s image
can sometimes be strongly positive but only in one dimension and this
is a problematic situation that may limit that nation’s potential scope
of activity.

A third way to classify a destination image is along the continuum
between “open” and “closed”. “Open images” allow the addition of
more characteristics whereas “closed images” are unlikely to have new
characteristics added, at least not those that differ from the core image.
Such closed images are also known as “stereotypes”, that is, simplified
attitudes or beliefs that are not questioned and are difficult to change
(Gold, 1980; Elizur, 1987; Khan, 2013). Once a stereotype is formed it
is very difficult to change it as much effort is required to make the tar-
get population amenable to a new and different image (Kunczik, 1997).
According to Anholt (2005), people tend to be attached to their preju-
dices regarding places. Gertner and Kotler (2004) claimed that stereo-
types may be dated, based upon exceptions rather than patterns, and
could develop from impressions rather than facts. In the context of
developing nations, Fair (1993) notes that African leaders still have to
combat stereotypes persisting from the colonial period concerning their
way of life. Similarly, Quist-Adade (2000) claimed that contemporary
Western news media images have not shifted far away from the colonial
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representation of Africa as a place where drought, disease, pestilence and
a host of other tragedies occur.

Factors influencing a destination’s public image

Many different factors influence a destination’s image held by potential
tourists and visitors. People construct images of destinations over the
years and use a variety of sources in this process (Fair, 1993). The con-
struction of a country’s image is a lengthy socialization process with
diverse socialization agents, such as the home environment, school text-
books, theater, music, films, religion, literature and the media.

Researchers (see, Fair, 1993; Kunczik, 1997; Echtner, 2002; Dinnie, 2010;
Martinez and Alvarez, 2010) have listed numerous factors involved in
the construction of a destination image among the target audience.
These include: location (in the world’s core or its periphery, near or far);
resources (natural resources, a rich or poor country); size (a large coun-
try or a small one); world status; political power; form of government
(democracy or dictatorship) and political maturity; the economic system
(free or centralized), strength of the economic system, level of develop-
ment or industrialization; technology (hi-tech superpower or low-tech);
military strength; number and character of international/regional insti-
tutions located in the country (e.g., prestigious universities, headquar-
ters of international organizations); historical background (colonialism
and post-colonial relations); promotional activities, advertisements and
brochures about the country, movies and television series filmed in the
country; type of media coverage the country has received and news sto-
ries published about that country (war, internal conflicts, epidemics or
mainly positive news such as cultural events, entertainment options and
diversity of various tourist sites); crises in its history (prolonged terror
attacks, natural distress, wars); social-political-cultural proximity between
the target audience and the country; and many other factors (see lists
of factors in Kunczik, 1997; Avraham and Ketter, 2008a; Golan, 2010;
Martinez and Alvarez, 2010; Dinnie, 2011). The large number of these fac-
tors prevents discussion of all of them but there is no doubt that destina-
tion marketers should be interested in gaining a profound understanding
of the specific factors that affect their destination’s image. This analysis
will be very valuable for marketers who try to understand the destina-
tion’s negative image, choose strategies to improve it and engage in mar-
keting initiatives to restore the positive image (Khan, 2013).

Evaluating a destination’s public image

There are several methods for evaluating a destination’s image among
specific target audiences but the most popular are attitude surveys, focus
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groups and in-depth interviews (Kotler et al., 1993, 1999; Avraham
and Ketter, 2008a). In their efforts to analyze a destination’s image,
researchers and marketers use qualitative and quantitative methods.
Reviewing 142 articles dealing with destination images in academic
journals, Pike (2002) found that most did not use any qualitative
methods. Nevertheless, many researchers believe that the integra-
tion of qualitative and quantitative methods provides a comprehen-
sive image and could be useful for marketers who need to assess these
images. There are three common methods to evaluate destination
images:

1. Attitude surveys — A survey that enables us to understand popular
attitudes toward a destination at a certain time. Surveys can be con-
ducted in diverse ways, such as online networks, regular mail, elec-
tronic mail, telephone questionnaires and face-to-face interviews.
The two major kinds of surveys are the unstructured and the structured:
(a) Unstructured Surveys (open-ended) ask open-ended questions

that elicit free and unbiased answers (“free elicitation”), without
forcing the respondent to choose a ready-made answer, for exam-
ple, “What goes through your mind when you hear the word
‘Egypt’?” (see e.g., Khan, 2013);

(b) Structured Surveys (closed-ended) are those where respond-
ents are asked to choose from a pool of ready-made answers. A
closed-ended survey can include questions evaluating the level
of awareness of a destination, its characteristics, satisfaction with
its functioning, and its expectations. For example, a question-
naire conducted by a tourist destination among a specific target
audience can be distributed to people who intend to visit the
destination, and to past and current visitors. The target audi-
ence can be asked whether they agree or disagree (with differ-
ent levels of agreement or disagreement on a Likert Scale) with
various statements, such as “Do you think that Cairo is safe?” or
“Morocco is a romantic destination.” This survey can also include
questions about the functioning of tourism services, the level of
cultural attractions or entertainment, and whether the cost of
the visit was worth the experience. Through such questions, the
destination’s marketers try to assess the perceptual/cognitive and
affective components of the place and the overall perceptions
(positive or negative). One can find many authors who used sur-
veys to research destination images in the academic literature
(Stepchenkova and Morrison, 2006; Martinez and Alvarez, 2010;
Morakabati et al., 2014).
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2. Focus groups — This is a popular method in the advertising industry
for assessing a product’s image in general and specifically for assessing
a destination’s image among various target audiences. A focus group
is a group of 8-15 people from the target audience who are asked
to discuss in depth a certain subject, with the guidance of a discus-
sion leader. The discussion is usually recorded and filmed and used
to gain an in-depth understanding of the content and components
of a destination’s image, the factors constructing its image, the way
in which the tourism services function, the motives which should be
emphasized during the marketing campaign, the main messages of
a planned campaign and whether they are clear, and so on (Echtner
and Ritchie, 1993). The technique of focus groups can best be sup-
ported by in-depth interviews with selected representatives of the tar-
get audience.

3. In-depth interviews — In parallel to surveys and focus groups, one
can interview various experts, key stakeholders, current and previ-
ous spokespersons, investors, the journalists covering the destination,
industrialists, tour operators, tour agents, hoteliers, marketing and pub-
lic relations professionals, urban designers and other decision-makers.
These interviews can serve as a major source of data regarding the
ways in which the destination is perceived, their disadvantages and
how they can be removed. Informants can enrich the interviewer
with their experience in marketing the destination, in the difficulties
they had faced with different audiences, the solutions they tried, and
different partners with whom they had cooperated in order to pro-
mote the destination. Examples of place marketers who interviewed
experts as part of their marketing process can be found in Byrom
(2006) and in Gould and Skinner (2007), who interviewed experts
with the aim of marketing Northern Ireland. Face-to-face interviews
can also be used to analyze values that a target audience associates
with a certain tourism brand (Stepchenkova and Li, 2014).

The above methods can be used separately or together, not only to meas-
ure a destination image directly but also to assess the functioning of the
whole tourism industry. For example, Oman’s Ministry of Tourism had
launched an email survey that included 400 questions collected from
150 tourism-related organizations in order to understand how to handle
the main challenges (such as a lack of interest among nationals in work-
ing in the tourism industry, unprofessional taxi drivers and difficulties
encountered at immigration checkpoints) facing the growth of tourism
in the Sultanate (¢TN, 9 August 2014).
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Developing countries’ public image

Dealing with images of developing countries is quite a challenge for
marketers. Wang and Lamb (1983) claimed that consumers treat and
evaluate products from developing countries differently from those
in the developed world; global consumers have less positive attitudes
toward products from developing countries. Martinez and Alvarez (2010)
wondered whether this negative perception toward the developing
countries affects their image as tourist destinations. With regard to the
developing countries there are generalizations, condescending descrip-
tions, stereotypes and negative perceptions that are generally similar and
might be barriers in attracting tourism; the composition and content of
the negative perceptions might differ from continent to continent or
from country to country, but they are similar. In the following we would
like to present the negative image components of developing countries:

1. Stereotypes — Negative stereotypes regarding the developing world
portray it as a place that is dangerous, primitive, not hygienic and
suffers from pollution, traffic, crime and epidemics; such places
are also regarded as being over-crowded, dirty, violent, populated
by uneducated inhabitants, among many other negative aspects.
These stereotypes turn into generalizations and many Westerners
believe that these negative traits and perceptions are true for most
of the developing countries and their inhabitants (Hachten, 1981;
Khan, 2013; Matize and Oni, 2014).

2. Generalizations — There is a tendency to generalize regarding the
characteristics of continents and areas. Such generalizations can be
the result of either biased media presentations or geographical igno-
rance (Taylor, 2006). Thus each reported monsoon, war, epidemic or
earthquake reminds Westerners of the existing “low quality of life”
and “danger” in these continents. When an event involving vio-
lence occurs in one of the countries, there is a tendency to perceive
the entire continent or region as dangerous (Mansfeld, 1996; Sonmez,
1998; Taylor, 2006; Avraham, 2015).

3. Negative Occurrences as Part of “Nature” — The international media
tend to cover the negative events in the developing word super-
ficially, without describing the causes underlying the crises that are
reported. As a result, many Westerners do not understand the rea-
sons for the negative events occurring in the developing world and
tend to lay the blame on the governments and residents of that place
“who do not know how to run their place successfully”. The negative
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occurrences in the developing countries are thus perceived as part of
the “nature” of developing nations (Hachten, 1981).

4. “Us” vs. “Them” — Because of the negative stereotypes and generali-
zations of the developing world, the residents of these countries are
perceived as being fundamentally different from the residents of the
developed world; while the residents of the developed world are seen
as educated, rational and advanced, the residents of the developing
world are totally the opposite: barbarians, irrational, uneducated and
so on (Dahlgren and Chakrapani, 1982; Fair, 1993). Strauss (1961) and
Gould and White (1986) argue that a place’s image can be examined
only through comparison with other places. Comparisons of different
places are based on (more or less) quantitative measures. When the
media use the metaphor of “development,” the places described are in
the context of the point they have reached in the life cycle. “They” are
less (or more) modern or less (or more) advanced than “we” are.

Destination’s image in the mass media

As mentioned, there is a need to distinguish between destination, pub-
lic and media images. A thorough understanding of the role of the
mass media in shaping and constructing the images of a destination
is essential to grasp the strategies applied by destination marketers to
improve and restore the image of the place. Tourists construct images
and cognitive maps according to the information they receive from vari-
ous sources; many marketers believe that accurate information results in
more precise perceptions (Kariel and Rosenvall, 1978; Gold, 1980) and,
eventually, more tourists. The role of the mass media in this process is
crucial (Anholt, 2005; Khan, 2013). While people usually become aware
of occurrences in their immediate environment from direct contact with
the events, they learn about events that occur in remote places primar-
ily from the media. Information about a faraway place is not consid-
ered crucial to most people so they do not attempt to locate firsthand
sources to verify what “really” happens there (Kunczik, 1997). Hence the
“reality” that the media “describes” from distant places is conceptual-
ized as the “objective” or “true” reality by those who do not live there
(Gold, 1980; Burgess and Gold, 1985). Fair (1993) claimed that the mass
media as modern day storytellers are central to the framing of events
that potential visitors may not personally experience.

A close analysis of how places are presented in the media reveals four
types of images (Manheim and Albritton, 1984): (1) Places that receive
much negative coverage; (2) Those ignored by the media except in a
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negative context, such as war, terror, natural disasters; (3) Places that
get much positive coverage such as festivals, cultural events, tourists’
activities and investments; and (4) Those largely ignored by the media
but, when noticed, they receive primarily positive coverage. Naturally,
decision-makers would prefer the third kind of media coverage for their
country, winning a good amount of positive media attention. As a result,
many national and local leaders of developing destinations are indeed
willing to spend much time, resources and effort on achieving positive
media coverage (Anholt, 2005; Matize and Oni, 2014).

Dealing with destination images in the media, Elizur (1987) sug-
gested distinguishing between a “multi-dimensional image” and a “one-
dimensional image” of a destination. Similar to our discussion of
different kinds of public images, destinations with a multi-dimensional
image in the news media are those that receive coverage for a wide
variety of topics such as tourism, politics, economics, social events and
cultural developments. Places with a one-dimensional media image are
those that receive coverage only when events of a certain nature take
place, such as violence, crime or disasters. When a place is labeled by
the media as one in which only a certain type of activity or event occurs,
it becomes a symbol of such events and other activities and events do
not get covered (Strauss, 1961; Shields, 1992). For example, stories from
developing countries in the international media are presented with a
very narrow focus and it seems that news stories must include three
elements: events, crisis and conflict (Hachten, 1981; Fair, 1993).

In addition to the mass media, the popular media can also exert a simi-
lar effect on a place’s image. One very common form of popular media
that shapes the image of places is films. A prime example is the movie
Midnight Express (1978), in which a young American, caught trying to
smuggle drugs out of Turkey, is thrown into a frightening, barbaric prison.
The film caused grave, long-term damage to Turkey’s image, portraying
the country as violent, terrifying, poor and dirty, with no respect for
basic human rights (Kotler et al., 1993). On the other hand, films can
result in a very favorable image. For example, the New Zealand Tourism
Board estimates the worldwide effect of the first The Lord of the Rings
film as the equivalent of a $41 million promotional campaign. In addi-
tion to promoting the country’s image, the trilogy’s great commercial
success has resulted in an increase of ten percent in tourism every year
since 1998 (Hudson and Ritchie, 2006); all the other films in this series
likewise affected New Zealand tourism tremendously. Among the many
places that gained or increased their international reputation as a result
of films are the Montmartre Quarter in Paris, due to Amelie; Alnwick
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Castle in northeast England following the Harry Potter films; Australia
because of Crocodile Dundee (1986); the islands of Phi-Phi and Phuket in
Thailand due to The Beach (2000); Lake Como in Italy because of Ocean’s
Twelve (2004); and the city of Boston due to Good Will Hunting (1997).
This is also the case regarding television series such as “Jersey Shore”
(New Jersey), “Providence” (Providence, Rhode Island) and “The Drew
Carey Show” (Cleveland, Ohio).

Measuring images of destinations in the news media

How can marketers assess or judge the image of a destination in the
news media? Researchers dealing with this issue look at the subject in
two dimensions: nature and quantity (Manheim and Albriton, 1984;
Avraham, 2003b; Lahav and Avraham, 2008; Lahav et al., 2013):

1. The Quantity Dimension refers to the amount and visibility of cov-
erage received in the news media. Factors examined include details
such as the number of reports or photographs of the destination,
on which page or in which section the articles appear, the size of
the article (in the press) or the length of the report (on television)
and so forth. It is only natural that spokespersons and public rela-
tions experts want the place they are promoting to be the first item
in the newscast, or the newspaper headline, together with flattering
pictures to catch the reader’s eye. This dimension can be used to also
record the number of social media appearances such as exposure to
Facebook posts published by the place (Khan, 2013). But as we know,
not only is the amount of media coverage important but so is its
content: this aspect is illustrated by the nature of the media coverage
(Tuchman, 1991).

2. The Nature Dimension refers to the quality of the news coverage in
addition to the data that can be measured, and to several other factors.
These include the subjects which are most frequently covered from the
place (such as war, acts of terror, violence or tourism and community
events, culture and sports); the ways in which the place is described in
the reports; who is represented as responsible for the events covered;
who is quoted and who is the source of the information reported; and
the frame or the tone of the stories or the photographs and their cap-
tions (Dominick, 1977; Graber, 1989). In this dimension there are stud-
ies that treat the nature of coverage “beyond the numbers”. This body
of research focuses on more subtle levels in which the spirit behind
each news item or article is monitored. Such studies look for stere-
otypes, generalizations, descriptions and myths that appear in the
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coverage of certain places and embrace a more general theme regard-
ing the place’s identity (Van Dijk, 1988; Shields, 1992; Avraham,
2003b). Examples of such statements are: “This is the country with
the biggest culinary variety in Africa” and “This country is the des-
tination for those looking for a romantic weekend in Asia”. Because
of the potentially powerful effect of statements such as these, many
researchers try to focus on and exploit such themes. Another case is
the use of generalizations, where a notion about one country is pro-
jected to other countries, or even the entire continent; for instance:
“In Sierra Leone, as in most countries in Africa, traveling might be
dangerous for women on their own”. In examples such as this, many
countries get tagged with a negative stereotype extrapolated from
one single case. In a quantity study, information on the nature of
the media coverage may get lost, information that in some cases is
much more meaningful than the number of news items published in
a given time period. In addition, it is advisable to analyze the place’s
image over a long time period and try to monitor the changes in the
place’s media representation, especially the negative ones.

Constructing the developing world as “other”
in the international media

The discussion about the developing world’s coverage usually deals
primarily with the nature and quantity of coverage patterns in the
international news media. First we would like to concentrate on the
lack of balance in the news exchange between developed and devel-
oping nations that began after World War II (Kim and Barnett, 1996).
This imbalance is reflected in the low coverage of developing coun-
tries in the international media and the coverage content. When these
countries are mentioned in the media, the coverage tends to focus on
negative issues and on crisis events such as wars, outbreaks of diseases,
earthquakes and floods (Fair, 1993). This tendency can be named “The
natural disasters and revolutions syndrome” and, according to Goren
(1986), characterizes the coverage of the developing world. African
countries, for example, get international news coverage mainly when
they suffer from natural disasters or experience revolutions.

The coverage patterns of developing countries are quite different from
those of the developed countries. The latter usually receive positive cov-
erage in the international media that focuses on aspects such as culture,
tourism, the economy and political news. The international media, as
has been shown many times, cover world events from a Western per-
spective, and therefore are less interested in positive daily happenings in
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the developing world and are more interested in crises, revolutions and
natural disasters, as mentioned (Hachten, 1981; Fair, 1993; Hachten and
Scotton, 2002; Golan, 2008). In order to emphasize the Western point of
view, there is a need to mention that events in the developing countries
are reported in the international media mainly if they have an effect on
the developed world.

With regard to a country’s image in the media, “symbol,” “stereo-
type,” “label” and “reputation” are some of the terms frequently used
by researchers. When a country is labeled as a place where certain
types of events and activities occur, it becomes a symbol of these
activities. As a result, other events in this location are less likely to be
covered (Shields, 1992). Strauss (1961) argues that the tendency to speak
stereotypically about places persists so that even if changes in the real-
life situation of these countries do take place, the changes are not always
reflected in their media coverage patterns (Elizur, 1987; Graber, 1989).
Thus, when the economic indicators of a certain developing country
change for the better, or there are definite improvements in a visitor’s
personal security, or significant changes have taken place in the infra-
structure and tourism services offered to tourists, these changes are rarely
reflected in the coverage patterns reported in the international media.

Chapter summary

The first chapter discusses the media and public images of the developing
world, along with essence of their stereotypes, generalizations and nega-
tive perception toward them, especially among the Western audience.
Several studies have suggested that international coverage has a direct
effect on public opinion (see list in Fahmy, 2010). Wanta et al. (cited in
Fahmy, 2010), for example, found that the more negative coverage that
a country receives in the international media, the more likely people
will think negatively about this country.

The purpose of this chapter was to analyze the challenges for develop-
ing world marketers before we discuss the tools available for them, and
before we analyze their efforts and campaigns run by them in order to
change the image of their countries and to repair their image after a crisis.
Such an analysis is fundamental because entirely different campaigns
are required to alter different kinds of images (Matize and Oni, 2014).
For example, destinations with a negative public image, such as lack
of safety, must focus their efforts on changing this perception, while
unknown destinations that suffer from a weak image must concentrate
on gaining awareness among the target audience and then creating a
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positive public image (Manheim and Albritton, 1984). In any event,
many decisions such as choosing a slogan, visuals, format of advertise-
ment, channels for delivering the message and communication strategies
are based on the destination’s current image as well as the desired image.
This is why it is crucial to deal with the destination’s current image
before making any decision regarding marketing or branding a country.
The next chapter deals with the seven factors that characterize the media
image of developing countries in the international media.
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Factors Influencing the Media
Image of Developing Countries

The purpose of this chapter is to develop the discussion about the prob-
lematic image of the developing countries in the international media
and to try to understand why the coverage patterns of these countries
are characterized by low visibility, stereotypes and generalization, as we
saw in the previous chapter. After a brief discussion regarding relations
between global communications and the global system, this chapter will
examine the seven factors that influence construction of the image of
developing countries in the international media: the geographical dis-
tance of the developing world from the international media headquar-
ters; problematic news definitions of the developing world; the small
number of reporters allocated to cover the developing world; the devel-
oping world covered by Western journalists; residents of the developing
world not being perceived as the target audience of the international
media; the low social-political-economic status of the developing world;
and developing countries’ weak public relations efforts.

The international media and the world system

The tendency of the international media to cover the developing world
in a distorted way did not start today. The world system evolving after
World War II was divided among the West, socialist nations and the
Third World, and there were many clashes and disputes among them
over the content and the work routines of the international media.
Well-known phrases such as “the imbalance of the flow between North
and South”, “free flow of information”, “media imperialism” and “new
world information order” indicate differences in ideology, perceptions
and interests over the ways in which the international media should
report, operate and control the news (Hachten, 1981; Goren, 1986).

25
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The international media were established in order to meet the desire
of the Western countries to be informed about events and occur-
rences around the world. Over the years several news agencies such as
the Associated Press (AP), United Press International (UPI), Reuters
and Agence France-Presse (AFP) were established and, in most of them,
English was the main language. Since the headquarters of these news
agencies were located in the West and they were established by people
from the West, the domination of the Western democratic nations was
inevitable in the international news gathering and routines (Hachten,
1981). In other words, a small number of Western news agencies domi-
nated the world news flow; since the developing countries were newly
established and suffered from a lack of resources and technology, there
was no alternative to the news agencies established by the West.

The news agencies’ rapport with the West, according to the “MacBride
report”, affected the coverage of the developing world in the interna-
tional media in several ways such as overemphasizing events of little
importance, fitting together disparate facts to construct an artificial
whole, suggesting conclusions and failing to report significant devel-
opments and problems (Hafez, 2007). As television became universally
popular, a small number of satellite global broadcasting networks such
as CNN, BBC, Star TV and SKY joined the news agencies in constructing
the imbalance in the flow of information and entertainment around the
world. These networks were very influential in the selling and promot-
ing of Western music, films, TV series and programs globally (Hafez,
2007). The products of these entertainment industries were also filled
with distorted images of the developing countries. The flow was one-
way, that is, from the developed world to the developing world, and
since it included imposing alien values on the developing world this
phenomenon was called “media imperialism” (Hachten, 1981).

In the early 1980s, a new situation arose; it involved a demand by the
developing countries for a “new world information and communication
order” (NWICO) and a “free and balanced flow of information” with the
hope of rejecting the dominance of Western news agencies and mass
media within the international flow of information and communication
(Hafez, 2007). The “one-way” flow of news and information was dam-
aged slightly by the establishment of the Arab satellite television net-
work Al-Jazeera, a Doha-based broadcasting station that was launched
in 1996 (Samuel-Azran, 2010). Nevertheless, the vast majority of world
audiences still receive news and information from Western agencies
(Hachten and Scotton, 2002).
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Factors influencing developing countries’ media image

When marketing countries in the developing world, it is essential not
only to understand their media image but also to explore the factors
that construct it. Such an understanding will provide a powerful tool
for the marketers in the process of promoting their destination and
restoring its positive image (Khan, 2013). As mentioned, marketers of
countries in the developing world face many challenges when trying
to improve their destination’s image in the media. The questions we
should ask are why do the developing countries barely receive coverage
in the international media and frequently suffer from a negative image?
These questions might be answered by referring to the research con-
ducted by scholars on “news values”, concentrating on the factors that
turn an event into news. Over the past few decades there have been
studies into whether event-oriented variables (normative deviance), or
contextual (geographical variables, cultural affinity variables and loca-
tion in the world system/hierarchy of nations) affect international news
coverage (Golan, 2010). In the following discussion we hope to use the
knowledge acquired in the field of news values and media routines to
better understand the developing world’s international media image.

There are several factors and media routines that affect the image of
developing countries in the international media.

The geographical distance of the developing world from
the international media headquarters

The attempt to check whether a country’s geographical location affects
its patterns of coverage appeared in the classical study of Galtung and
Ruge (1965), who found that negative events are covered mainly from
a country located far away from the media centers. Since then, several
research studies have shown that places close to a city or country where
the editorial boards of the media organizations are located receive much
more coverage than distant ones. In other words, the geographical loca-
tion of a newspaper’s editorial board or TV station affects their level of
attention and interest in and to other places (Womack, 1981). Nearby
places usually receive much more coverage than faraway places (Pocock
and Hudson, 1978). The media decision-makers believe that their audi-
ences are interested in events that occur close to home and might affect
their life (Hoare, 1991). Many other studies also support the hypothesis
that geographic location or proximity has an effect on coverage patterns
of places at the international level (see list: Johnson, 1997; Golan, 2010).
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Adams (1986) examined the coverage of earthquakes that occurred
around the world in the American media. He found that the distance
of the events from New York was one of the factors that explained the
amount of coverage they received. In sum, the closer a place is to the loca-
tion of the media organizations, the better its chances of being covered.
Thus, if the cities and countries that are located in the developing world
are far away from the developed world where the international media
headquarters are located, they have a smaller chance of receiving cov-
erage in the international media. According to Wang (2010), the physi-
cal distance negatively affects the amount of coverage a state gets in the
media for two reasons: the lack of interest in the local audience and ques-
tions of logistics.

Problematic news definitions of the developing world

In addition to the remote location of most of the developing countries
relative to Europe and North America, there is a need to examine the
policy of international media organizations and their news definition
regarding “what is news”, from the developing world. By “policy” we
mean the decisions made by the editorial boards of international media
organizations regarding the coverage of certain continents or areas.
Examples include the decision whether or not to allocate foreign report-
ers to cover a certain country; whether that country’s residents are con-
sidered a target audience of the media organizations, and how to define
news from that country. Many studies have shown that decisions such
as these, along with the personal background of the designated report-
ers, exert a powerful effect on the image of places in the news media.
How do journalists learn which type of news stories to file, and from
which countries? The training of reporters is a prolonged socialization
process in which they learn what sort of events the news organization
prefers to turn into news (Waitt, 1995). When journalists see what types
of items make news from a particular country or continent, they learn
what their editors are looking for. Since these journalists are usually
interested in advancing within the organization’s hierarchy, they tend
not to “rock the boat,” and continue to cover stories that fit the accepted
pattern of reporting (Avraham, 2003b). This creates a situation in which
for every continent and area, there are subjects and topics that the inter-
national media prefer to cover. For the Middle East, this means war,
terrorism, executions, honor killings and religious extremism (Ha’aretz,
7 November, 2014); for Africa, a lack of modernity, human rights viola-
tions, poverty, military coups and political imbroglios, and ethnic vio-
lence (Hachten, 1981; Fair, 1993; Hafez, 2007; Matize and Oni, 2014);
and for Asia, natural and environmental disasters, disease and conflict.
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The events that get attention are usually negative, simple and short,
which increase their chances of becoming news in the international
media (Galtung and Ruge, 1965). Needless to say, this news definition
leads to the construction and reinforcement of the image of the devel-
oping world as dangerous, violent and primitive. Because of the news
gathering routines of the international media, global audiences know
very little about the daily life of the developing world and about its pop-
ular culture, liberal trends, art, architecture, poetry, literature and tech-
nology. The result is that the international media has created two kinds
of groups: elite countries that are frequently covered with varied and
positive stories, and countries with low status that are ignored by the
international media and mainly get negative and stereotypical coverage.

Since the developing world is defined by the international media as a
site of wars, violence and disorder, news people tend to use international
humanitarian aid organizations, such as the Red Cross, United Nations
Relief and Works Agency (UNRWA), United Nations High Commissioner
for Refugees (UNHCR) and international security forces (such as NATO)
or the UN as key information sources about the events (Wolfsfeld et al.,
2000). Because news of crises and human suffering stand in the center
of a “developing world story” in the international media, it is necessary
to better understand the relationship between the humanitarian agen-
cies and the media. Philip Gourevitch, a journalist and author, wrote in
2010 that he was struck by the ethical gray zone of ties between journal-
ists and the international humanitarian aid organizations: “Too often
the press represents humanitarians with unquestioning admiration. . . .
Why not seek to keep them honest? Why should our coverage of
them look so much like their own self-representation in fund-raising
appeals? Why should we work for humanitarian agencies between jour-
nalism jobs, helping them with their official reports and institutional
appeals, in a way that we would never consider doing for corporations,
political parties, or government agencies?” (cited in Friedman, 2014).
Gourevitch’s comment exposes and can explain some of the hidden
reasons why human stories are so dominant in the images that the news
media present of the developing world.

As opposed to the negative image of developing countries, the devel-
oped world is depicted differently; when a country is defined as a site of
cultural events, tourism, innovations, new technology or finance news,
the media organizations use variety of sources to learn about events
there. As mentioned, a country of the latter type is considered to have a
rich image in the media, while the former has a one-dimensional image.
In this way the types of sources utilized by journalists determine the
country’s coverage patterns. As a result, a conservative approach is taken
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by the international media organizations with a replay of the familiar,
proven formulas of reporting about the same countries and subjects
(Van Dijk, 1988; Shoemaker and Reese, 1996).

The small number of reporters allocated to cover the
developing world

The decision to allocate reporters to cover a foreign continent, area or
country is a major factor in how much coverage that place will receive in
the international news media; as we know, wherever there are reporters
there is news. After the editorial board’s decision to designate a reporter
to a specific place, there is often an attempt to justify this decision by
publishing a large share of the stories filed by that reporter (Kariel and
Rosenvall, 1978). The location of the editorial board also affects the
coverage of those places. Dominick (1977) and Graber (1989) found that
the cities most covered in the American media, primarily New York City
and Washington, DC, were those that contain many national media
organizations (Epstein, 1973). This was also found to be the case in other
countries (Kariel and Rosenvall, 1978; Hoare, 1991; Avraham, 2003b).
The largest number of reporters is located in these places, a fact partly
responsible for these central places being dominant in the national
news. In addition, journalists who live and work in these places tend
to cover them in much more positive ways than other places (Kaniss,
1991; Avraham, 2003b), which might explain the positive coverage of
the developed world, compared to that of the developing world.

Maintaining foreign newspaper news bureaux can cost hundreds of
thousands of dollars per year, and the cost for television bureaux is even
higher. According to Hachten (1981), the news agencies have fewer
reporters in the developing world not only because of the cost of assign-
ing reporters there but also due to the lack of freedom and independ-
ence of the local media. In addition, some of the developing countries
do not allow foreign journalists and news agencies to operate freely. Wu
and Hamilton (cited in Martin-Kratzer and Thorson, 2010) claimed that
investment in allocating foreign reporters is crucial for quality interna-
tional news, but the editors’ perception that the Western audience is not
interested in foreign news has led to dwindling numbers of correspond-
ents over the years.

The number of journalists stationed overseas is declining steadily over
the years (Hachten, 1981). The result is an overuse of “parachute jour-
nalism” where news organizations send reporters to leap from crisis to
crisis, from war to war, and from one natural disaster to another, mainly
in the developing world. These journalists, claims Hachten (1981),
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do not always provide sufficiently informed coverage because many of
them have no previous knowledge about the developing countries they
are sent to cover. They are usually not familiar with the complex reality
so they tend to concentrate on stereotypes, clichés and news that con-
tain violence, conflict and crisis (Fair, 1993). However, today the news
agencies and Western media organizations are using more and more local
reporters as outsourced correspondents who gather news in the devel-
oping world, in response to a specific demand (Hachten and Scotton,
2002). It is important to mention that, overall, the declining number of
reporters is less acute in the developed world where the central cities —
such as New York City, Washington DC, London, Paris, Brussels, Berlin
and Rome - continue to host high numbers of foreign reporters.

The developing world covered by Western journalists

After discussing the policy of media organizations, the next step is to
examine the effect of the news peoples’ background on the develop-
ing world’s media image. Many researchers have explained coverage
patterns of places according to the social-ideological-cultural proxim-
ity between the residents of a particular place and the journalists and
editors covering it (Galtung and Ruge, 1965; Jakubowicz et al., 1994).
Decisions on defining the target audience, the news definition of a
place and the allocation of reporters are mostly determined by social-
ideological-cultural proximity. Inhabitants of a place who are socially
and ideologically similar to the news people will be considered part of
the target audience: the news definition of their place will not be only
negative, and one reporter or more will be allocated to cover them on a
regular basis (Avraham, 2003a).

Social-ideological-cultural proximity can be based on ethnic, racial or
religious identity. For example, in a study on the Israeli media, Avraham
(2003b) found that places considered to be in close social-ideological-
cultural proximity to the media’s decision-makers received wide and
positive coverage. The opposite was also found to be true: places far
from the media decision-makers received scant or negative coverage. In
other words, as Galtung and Ruge (1965) claimed, whatever events that
the editors and journalists choose to define as “news” from different
places depends on culture. This way, as Hafez (2007) mentioned, the
content of international news is often molded by national viewpoints
and stereotypes (Hachten, 1981).

One of the most important elements to examine when looking at
issues of social-ideological-cultural proximity is the ethnic origin of the
news people and its role in understanding international news coverage
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(Adams, 1986; Golan, 2010). Van Dijk (1988) notes that in Western
countries, Caucasian journalists work within the dominant ethnic con-
sensus and this is reflected in the media content/journalist discourse
when they cover places where the population is composed mostly of
non-whites. This discourse results in the creation of “us” and “them”,
involving labels, stereotypes and prejudice (Dahlgren and Chakrapani,
1982; Fair, 1993). It can be anticipated that non-white journalists would
cover non-whites differently because of their familiarity with the culture
and the reality encountered, resulting in less stereotyping and prejudice.
Golan (2010) called this phenomenon a “cultural affinity”, which was
found to be a strong determinant of international news coverage. He
mentions that events taking place in countries that are culturally similar
and familiar to the US are more likely to be considered as newsworthy
in the North American media.

In their classic research, Galtung and Ruge (19635) claimed that jour-
nalists pay attention to things that are familiar to them and to those
who are similar from a cultural aspect; as a result they tend to ignore
subjects, groups and places that are culturally distant. Hachten (1981)
thinks that it is more than cultural proximity, and claimed that ethnic-
ity or racism directly affects news values in the international media. This
racism results in ignoring events occurring in the developing world or
presenting the inhabitants there using stereotypes and generalizations.

Residents of the developing world are not perceived as
the target audience of the international media

Another decision made by the international media editors is this: Who
should be the target audience to consume their news? Editors must care-
fully select and focus on their target audience and its values, perceptions
and preferences because a mass medium will survive only if it succeeds
in satisfying the needs of its audience (Shoemaker, 1991). As mentioned,
editors have long believed that readers are more interested in what occurs
where they live or in close by locations than in distant places (Kariel and
Rosenvall, 1978; Womack, 1981; Hoare, 1991). Accordingly, the editors
will concentrate on covering a greater number and variety of events in
countries where the perceived target audience is located. As the interna-
tional media view their main audience as a Western audience, it should
be expected that this will affect the patterns of coverage both of the
developing and the developed world. It is expected that the international
media will focus mainly on what is happening in Europe and the USA,
and less in Africa, Asia and the Middle East (unless there is a crisis there).

According to Galtung and Ruge (1965), an event can take place in
a remote location and will become news if it is relevant to the target
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audience (Golan, 2010). However, because of the structure of the global
system, events that occur in the developing world which are consid-
ered relevant to the target audience in the West are mostly negative; it is
either war or conflict that involves Western countries (Iraq, Afghanistan,
Pakistan, Somalia) or diseases — such as SARS, swine flu and Ebola - that
threaten Western audiences. For example, in July-September 2014, West
Africa received intense international media coverage due to the Ebola
epidemic that broke out there. The world media had shown almost no
interest in the disease until Westerners who visited the affected coun-
tries and became infected returned home. When there was a fear that the
disease would spread to the West, the international media attention was
extensive. Suddenly there were extensive reports on Sierra Leone, Liberia
and Senegal, which had barely received any international news coverage
earlier. As the fear of Ebola as a global epidemic decreased, the media
virtually stopped taking interest in the affected countries. In fact, we see
again that the countries in the developing world are judged in the inter-
national media mainly in relation to “us” in the West, or whether they are
beneficial or harmful to “us” (Hachten, 1981; Fair, 1993). Moreover, the
Western audience is the major target audience of the news agencies and is
considered to be less interested in foreign news (Hachten, 1981; Hachten
and Scotton, 2002). According to Anholt (2005), the news people who
decide what goes into the media understand extremely well what kind of
information people like to consume, and they know that most consumers
have a limited appetite for quantities of true, balanced, informative data.

The low social-political-economic status of the
developing world

As we know, news people and the mass media do not operate in a vacuum
and they tend to follow the powerful actors. Usually, the media tend to
focus and cover positively the high social-political-economic status of
individuals, elite nations as well as groups and places in the national or
international arena (Gans, 1979). In other words, the media are influenced
by what is happening in the social-political-economic environment.
Journalists and editors always operate within a certain context that affects
the ways they gather and report events in a certain country or around the
globe. This context encompasses the central values of their own society,
the political culture, perceptions regarding who is “running” the world
and their perception regarding the “right” global values (van Dijk, 1996;
Johnson, 1997). Golan (2010) mentioned that a nation’s location in the
hierarchy of nations affects its international media coverage. The result
is that nations with economic, political and military strength are more
likely to receive more coverage than those that are not as powerful. This
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claim is connected to the prolonged discussion regarding the world divi-
sion into center/periphery, core/margin, rich/poor and so on, over the
last decades (Avraham, 2003b). The result, according to Chang et al. (cited
in Golan, 2010), is that since World War II, the rich nations have been
dominating the coverage of events in the international media.

The social-political-economic global environment affects all the fac-
tors involved in the construction of a country’s media image. Thus, the
influence of a specific factor on a place’s media image depends on where
and in which society or global environment the media operate. For
example, in the West, where human rights are a very important issue, it
can be expected that a country’s treatment of human rights will be cen-
tral in its coverage patterns. As a result, that country’s portrayal in the
media — positive or negative — is basically determined by human rights
issues. Because of the dominance of human rights, all other events and
developments are marginalized by the international media’s news peo-
ple (Tilson and Stacks, 1997). To summarize, it can be claimed that the
low social-political-economic status of the developing countries can
explain the low visibility and the stereotypical coverage of the develop-
ing world in the international news media.

Developing countries insufficient public relations efforts

At the beginning of the chapter we noted that various factors can nega-
tively affect the image of the developing world in the international news
media. So far we have seen that the image of these countries is deter-
mined by decisions, perceptions, assumptions and factors over which,
for the most part, these countries have no control (Shani and Wang,
2011). Countries cannot control their social-cultural-geographical prox-
imity to the West, the editorial decisions or their world status. This does
not mean that a country cannot influence its own media coverage in the
international media. National decision-makers can shape their image
by employing public relations and other promotional tools. These may
assist the country’s policy-makers to overcome the factors that may
cause the media to ignore it or primarily cover it negatively.

In the next chapter we will discuss the use of public relations as a
tool in place marketing and branding, but here we would like to discuss
several components that will help us analyze the effectiveness of the
public relation efforts made by developing countries and understand
how these efforts to enhance their international media image can be
improved. According to Kunczik (2003), the main objective of inter-
national public relations is to “establish a positive image of one’s own
nation or to appear trustworthy to other actors in the world system”
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(p- 413). Since then, this definition has been expanded and it now also
includes image repair during peaceful and crisis periods by places, and
by countries that belong to the developing world. Public relations,
according to Morrison (2002), include “all the activities that hospitality
and travel organizations use to maintain or improve their relationship
with other organizations and individuals” (p. 487) and they have three
main roles: “1. Maintaining a positive public presence. 2. Handling neg-
ative publicity. 3. Enhancing the effectiveness of other promotional mix
elements” (Morrison, 2002, p. 488).

There are three different components that must be part of successful
public relations efforts of countries: awareness, resource allocation and
professionalism. The only public relations efforts that have the potential
to be successful are those in which all three exist (Avraham, 2003b):

1. Awareness — The first component is awareness among the central
government decision-makers of the importance of promoting the
country, creating marketing initiatives and managing the country’s
media image; in addition, these marketers must understand that their
actions, statements, speeches and behavior affect the image of their
country in general (Walker, 1997). This awareness includes developing
an official website, using public diplomacy, creating events, launch-
ing campaigns and building marketing strategy and public relations
policy that focus on a give-and-take relationship between the market-
ers, public relations people, leaders, other government officials and
the reporters. It seems as though many officials in the developing
world need to improve their relations with the media. Many countries
in the developing world impose censorship and show hostility toward
Western reporting, reducing their access to sources of news and apply-
ing indirect restraints, lack of access and harassment. In many cases
Western correspondents have faced physical danger, violence, threats
and denial of visas (Hachten, 1981; Avraham and Ketter, 2008a).

2. Allocating resources — This awareness, however, is not enough; to
succeed, national decision-makers need to allocate sufficient resources
to achieve and maintain their desired image and to exert their public
relations efforts. Such activities include allocating resources to hire
skilled people, conducting media monitoring and measuring the des-
tination image and organizing press tours (Shani and Wang, 2011;
Khan, 2013). South Africa, for example, announced in the autumn
of 2014 that its government would invest $10 million in market-
ing and promoting the country’s tourism industry. In making the
Ministry of Tourism’s announcement, the government believed that
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such an investment would result in revenue of some 2-3 billion US
dollars (eTN, 8 September, 2014). Unlike in the past, today the gov-
ernments of many developing countries understand that there is a
need to allocate budgets not only for public relations but also for
advertising, branding, marketing initiatives and social media (see
Chapter 3). Nevertheless, we need to remember that in many cases
such an investment is not always possible due to the lack of resources
in many developing countries.

3. Professionalism — The third component is professionalism. Even if a
country’s decision-makers are aware of the need for public relations
and are willing to allocate resources, their public relations efforts will
fail if those responsible for implementing them are not professional
(Burgess, 1982). Avraham (2003b) found that many places appoint
spokespeople for promotional purpose but due to their incompetence
they are unable to create a positive place image in the news media. Since
there are only few studies that analyzed public relations in the devel-
oping world, it is hard to evaluate these efforts. Nevertheless, it looks as
though many countries in the developing world could improve their
professionalism in public relations (Avraham and Ketter, 2013). In a
study that analyzed the online tourism marketing of African nations,
it was found that many African countries have outdated Internet web-
sites, use limited marketing or branding plans and do not monitor
their media image (Ketter and Avraham, 2010).

Chapter summary

The second chapter discusses the international media and the reasons
for the problematic coverage patterns of developing countries. As men-
tioned, the problematic coverage patterns of the developing world and
the “imbalance of the flow between North and South” have historical
roots, and there is a relationship between the low status of the develop-
ing world in the global system and its marginality in the international
media. We noted that such an imbalance exists not only regarding news
coverage but also in the flow of movies, TV shows, music and other
popular culture products.

In this chapter we dealt mainly with factors that affect the media image
of developing countries as well as the role of seven factors that construct
the image: the geographical distance of the developing world from the
international media headquarters; problematic news definitions; the
small number of reporters allocated to cover the developing world;
the fact that the developing world is covered by Western journalists;
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residents of the developing world are not perceived as the target audi-
ence of the international media; the low social-political-economic status
of the developing world; and the ineffective efforts at public relations
made by developing countries. This conclusion is consistent with find-
ings of other studies dealing with the coverage patterns of places located
on the periphery (Dominick, 1977; Gans, 1979; Hachten, 1981; van
Dijk, 1988; Graber, 1989; Shields, 1992; Avraham, 2003b). Again we can
see that the media follow the power and the high status of the actors
that gain media coverage. It appears that this tendency affects the news
definition, willingness to assign correspondents to a certain place, the
reporters’ characteristics and the definition of the target audience.
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Marketing and
Destination Branding

Chapters 1 and 2 dealt with the image of developing countries, fac-
tors that construct their media and public images, and with the con-
sequences of the problematic image. The challenging question is how
can these countries correct and restore their image in the international
media and among world audiences. Since the beginning of the 1990s,
we have witnessed the development of a new academic and professional
field called “place/destination branding” which relies on the knowl-
edge we had, even before the 1990s, on “place marketing”. Our analy-
sis of the images of developing countries that we present in this book
shows that several such countries have used the knowledge accumulated
around the world in order to restore their media and public images.
Nevertheless, most of these countries would do even better if they used
that knowledge and took it into account in their future marketing and
branding plans. This chapter will walk the reader from the broad concept
of “place marketing” to the specific concepts of “destination branding”
and “nation branding” and their practical aspects. Among other topics,
this journey will include the issues of analysis, planning, development
and implementation of the branding process and tourism marketing
strategies, which can serve destinations in their efforts to achieve a more
attractive image.

Place marketing

Place marketing is a vast subject, and this introduction can highlight
only some of its central concepts and approaches. Decision-makers,
policy-makers and leaders have long understood the importance of the
image of cities and countries and have been active in place marketing
and promotion throughout human history, but only during the 1980s

39
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did they begin to use professional tools in order to attract people and
resources to their place (Ashworth and Voogd, 1990; Kotler et al., 1993).
Place marketing has become very popular since the early 1990s, and
its popularity has grown over the years not only in the West but also
in the developing world (Codato and Franco, 2006; Uysal et al., 2011).
Since then, globalization has gained strength with a concomitant increase
in the transfers of investments, capital, human resources, knowledge and
goods; the number of countries taking part in the global economy and
global tourism has grown, accompanied by a parallel process whereby
worldwide transportation and communication have grown speedier,
easier and cheaper. The barriers between East and West, North and South,
have been dissolving and the demand for international tourism has been
rising. These developments have created a climate of competition among
different places around the globe for national and international status,
and for high-class residents, tourists, conventions, sporting events, entre-
preneurs, investors, industries, businesses and global capital. For example,
today Tokyo competes not only with other Japanese cities such as Osaka
or Yokohama but with other cities worldwide, trying to win international
tourism, investments and the hosting of events.

Global competition for tourism and investment has always existed, but
today visiting foreign destinations or investing abroad is much simpler,
cheaper and safer than in the past. Knowing this, more and more local
and national leaders have become proactive in enhancing the attractive-
ness of their country and improving its competitive edge. In many cities
and countries, certain steps and changes have been implemented in
order to attract investors, entrepreneurs and immigrants. In addition to
changes in the regulation of the economic and financial systems, efforts
have been made to improve the images of cities and countries because of
their fundamental importance and contribution to its competitiveness.
Confirmation of this process can be found in the work of Ashworth and
Voogd (1990), who noted that “[t]he perception of cities, and the men-
tal image held of them, became active components of economic success
or failure” (p. 3).

Over the last decades, leaders of countries, regions and cities have
realized that a positive image of their place, combined with its success-
ful marketing, is a powerful tool in competing for resources and other
finance-related activities in the global village. Decision-makers now
realize that a weak, unattractive or negative image is more harmful than
ever, so they need to invest a great deal of effort in order to change it.
As many authors have already pointed out, changing a place image is
not a single, short-term, cosmetic act but rather a long-term, holistic,
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comprehensive, deep-rooted and strategic series of actions (Kotler et al.,
1993; Baker, 2007; Avraham and Ketter, 2008a). A successful change in
destination image is contingent upon a lengthy process and the invest-
ment of time and other resources, cooperation with marketing profes-
sionals and local residents, and the constant checking of achievements,
goals and objectives targeted. On the other hand, the countries that
have decided “not to play” in the global game and not to change the
local laws that make it easier for foreign investment actually sentence
their places to isolation, financial problems and a generally poor image.

The conceptual foundation of place marketing lies in marketing theo-
ries, primarily the marketing-mix approach (Olsson and Bergland, 2006).
Place marketing has existed since colonial times, when colonial govern-
ments tried to persuade people to move to their newly conquered ter-
ritories (Gold, 1994). The modern concept of “place marketing” (which
some label “place promotion”, “destination marketing” or “city man-
agement”) became popular in European urban literature only during the
1980s, and a little earlier in the United States (Paddison, 1993). “Place
marketing” has many different definitions in literature; for example,
according to Gold and Ward (1994), “Place promotion [is] defined as the
conscioususe of publicity and marketing to communicate selective images
of specific geographical localities or areas to a target audience” (p. 2).
This definition singles out the use of choice and desirable images in the
marketing process, and the active role of the target audience in accept-
ing the marketing plan. Existing traits or components are selected and
highlighted to make the place more attractive for this specific audience.
But this selectiveness means ignoring or even concealing some of the
place’s negative characteristics.

Destination marketing

One of the earliest definitions of destination marketing was made by
Wahab etal. (1976), who defined it as “the management process through
which the National Tourist Organizations and/or tourist enterprises
identify their selected tourists, actual and potential, communicate
with them to ascertain and influence their wishes, needs, motiva-
tions, likes and dislikes, on local, regional, national and international
levels and to formulate and adapt their tourist products accordingly
in view of achieving optimal tourist’s satisfaction thereby fulfilling
their objectives” (p. 24). Since then many authors have published many
other definitions of destination marketing. Uysal et al. (2011) claimed
that the focus of destination marketing has shifted away from con-
cerning primarily on a destination to a focus that includes “both the
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setting and how visitor experiences are created and formed with the
setting” (p. 103).

Morrison (2002) combined several marketing fundamentals in order
to develop a definition of destination marketing: “Marketing is a con-
tinuous, sequential process through which management in the hospi-
tality and travel industry plans, researches, implements, controls, and
evaluates activities designed to satisfy both customers’ needs and wants
and their own organization’s objective. To be most effective, marketing
requires the efforts of everyone in an organization and can be made more
or less effective by the actions of complementary organizations” (p. 4).
In this definition, Morrison (2002) includes five important, central ele-
ments of destination marketing: planning, research, implementation,
control and evaluation. Without these elements it would be hard for the
marketer to achieve the goal of any marketing campaign.

Wang (2011a) states that “destination marketing and management
can be defined as a proactive, visitor-centered approach to the economic
and cultural development of a destination that balances and integrates
the interests of visitors, service providers and the community”(DMAI in
Wang, 2011a, p. 3). This definition shows that destination marketing and
management is a complex issue which requires a holistic and systematic
approach that must include research. According to Uysal et al. (2011),
“the major goal of destination marketing research is to understand the
nature of the interaction between visitors and tourism providers at the
destination. This interaction naturally represents both the demand and
supply sides of tourism” (p. 102). In order to succeed in today’s highly
competitive tourism and hospitality market, destination marketers must
rely on research that can supply accurate data and information regard-
ing the potential consumers’ needs, preferences and behaviors and
those of their competitors (Morrison, 2002). This is especially true for
developing countries, which suffer from limited resources for marketing
and promotion.

Marketing destinations which have a negative image

Marketers believe that a positive image of a destination is a key for
success in attracting tourism but they also know that it is not easy to
maintain and sustain a positive image for a long time among potential
costumers (Uysal et al., 2011). Many of the definitions for place and des-
tination marketing/promotion — which may also contain much advice
regarding the right way to achieve a successful marketing and positive
image — are suitable for “regular” places in the developed world that do
not suffer from a negative image. While “regular” destinations can enjoy
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the knowledge accumulated in place marketing, such knowledge and
advice will not necessarily work for places that suffer from a prolonged
negative image. Such destinations cannot promote their tourism using
slogans such as “Explore X”, “Enjoy X” or “Visit X” because tourists
from the developed world are usually afraid or hesitant to visit unfa-
miliar places that are frequently mentioned in a negative context in the
mass media. As a result, scholars are starting to pay attention to the spe-
cial needs of destinations that suffer from unfamiliarity or a prolonged
negative image (Baker, 2007; Avraham and Ketter, 2013).

One of the first definitions that took into account the needs of mar-
ginal places that suffer from a prolonged negative image can be found
in an article by Short et al. (2000): “Place promotion involves the re-
evaluation and re-presentation of place to create and market a new
image for localities to enhance their competitive position in attracting
or retaining resources” (p. 318). This definition describes the process
of marketing a new place image as a means to preserve and draw on
various resources. Such a definition is well-suited to this book that deals
with changing and improving the image of developing countries. In the
center of their definition, Short et al. (2000) place the need to change
and remove negative stereotypes and generalizations sometimes associ-
ated with destinations in order to succeed in the competition over vari-
ous resources (Avraham and Ketter, 2013).

Nielsen (2001) refers to “destination promotion”, stressing the difficulty
of the task especially in conditions of an image-related crisis: “Promoting
a destination in normal circumstances is a difficult task, but promoting a
destination that faces tourism challenges — whether from a negative press,
or from infrastructure damage caused by natural disasters or man-made
disasters — is an altogether more arduous task” (pp. 207-208). In such
circumstances, destinations have to tackle both the physical crisis in
services and infrastructure as well as the intangible damage suffered by
the destination’s image, a process that might take several years.

Destination positioning and branding

Destination positioning assists potential consumers to differentiate
destinations in the fields of tourism and “establishing and maintain-
ing a favorably distinctive place in the minds of target market seg-
ments that sets the destination apart from others” (Tasci, 2011, p. 118).
According to Fenster et al. (1994), place positioning answers the ques-
tion, “What kind of place is this compared with other places?”, in the
consumer’s mind. Positioning, claimed Baker (2007), “helps to refine
the components of the brand platform and shape the destination
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promise”. Every strategic plan for managing a place’s image must deter-
mine what kind of image marketers and policy makers hope to create.
Place marketers try to influence the first association that pops into the
mind of the target audience on hearing the place’s name. It may be one
of crime, lack of safety, war, violence, danger, threat or homicide; or it
may be one of fun, sun, white sand and blue-green lagoons. The com-
mon concept used to describe place positioning is the Unique Selling
Proposition (USP), and this is employed to create a distinct and positive
image of the place in the mind of the target audience. This short discus-
sion on place positioning can be summarized in a definition by Short
and Kim (1993), describing place positioning as the active shaping of
the place image in relation to competing places.

In the tourism industry the concept of “competition” is central.
This competition is less relevant for destinations that provide niches
that others cannot provide. Nevertheless such competition is relevant
for tourist destinations that provide similar needs such as sea and sun
tourism — needs that could be provided by numerous destinations.
In order to compete properly, destinations managers understood a long
time ago that they must position their destination and promote what is
so special about their place and what unique needs it meets (Avraham
and Ketter, 2008a).

In recent years the discussion on place and destination positioning
has merged with the discussion on place branding. In marketing, the
distinction between a product and a brand is quite clear: a wristwatch
is a product, Rolex is a brand. Both the product and the brand satisfy
the same basic needs (knowing what time it is), but the brand satisfies
other needs too, such as attesting to economic capacity and lifestyle,
and also affecting one’s self-image. The difference between a brand
and a product is the “added value” that a brand has over a product.
A brand is a symbol (logo, shape, color, package and design), an object,
a concept or a combination of them, aimed at identifying goods or ser-
vices, and distinguishing them from their competitors (Herstein, 2000).
Tasci (2011) cites the American Marketing Association definition which
describes brand as “a name, term, design, symbol, or any other feature
that identifies one seller’s good or service as distinct from those of other
sellers” (p. 113). Brown et al. (2011) claim that a brand is much more
than a name or symbol and it refers to the overall impression that the
name or symbol creates in the minds of potential consumers. Designers
try to make “their” brand distinctive, in order to make it easier for con-
sumers to identify and choose from among the different ones available.
The persuasion process in marketing a brand is aimed not only at logical
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consideration but also at the consumer’s emotions. According to Morgan
and Pritchard (2001), “The battle for consumers in tomorrow’s destination
marketplace will be fought not over price but over hearts and minds — and
this is where we move into the realm of branding” (p. 12).

Definitions of destination branding

Place branding has become one of the most popular concepts in the
field of tourist destinations management, in general, and in marketing
places, in particular. According to Laws (2002 in Tasci, 2011, p. 114), the
marketing of tourism destinations is relatively easier than both nation
and city branding because it is more focused on the purpose of increas-
ing tourism figures, as it deals with more controllable factors through
the management and marketing of a destination. The contemporary
discourse on destination marketing uses concepts such as brand design,
brand values and identity, planning image strategy and managing the
brand value. Many tourist destinations are constantly seeking ways to
present themselves as the leading brand in a specific segment of tour-
ism. Examples are brands such as a “leisure capital”, “shopping capital”,
“culture capital”, “sports capital”, “a city for kids/families” and “a
romantic city”. Aside from the destinations that have already undergone
the branding process, many destinations are still in search of the unique
character that they want to emphasize. Branding professionals suggest
that whatever the chosen brand is, every project, activity, site and attrac-
tion that the place has to offer should support the preferred brand; the
place’s decision-makers will give support to building attractions and cre-
ating activities that promote the brand in budgets, infrastructure and
marketing. As a result, the chosen brand will exert a comprehensive
effect on the place and on the decision-making process in developing
new tourist attractions, choosing new areas for development, building
hotels or residency projects and renewing infrastructures. Every activity
that supports the brand spirit or values will get priority whereas activi-
ties that do not will be rejected or will not be promoted (Anholt, 2005;
Avraham and Ketter, 2008a).

Place branding is not an easy process to execute, but those who succeed
in it can usually expect a brighter future (Kulendran and Dwyer, 2009).
Many places in the world offer similar products/services/attractions,
and many marketers believe that their chance to succeed in the com-
petitive international market is related to developing a unique iden-
tity (Baker, 2007; Govers and Go, 2009). Like product branding, place
branding is a combination of place characteristics and of added value,
functional and non-functional elements. In the post-modern world of
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images, representation and brands, the product’s image and positioning
may be much more important than the destination’s actual characteristics.
Destination managers should emphasize the uniqueness of their place, and
how this place alone can satisfy a certain need for the target audience.
The brand should include a name, slogan, logo and visual material and
colors that vaunt the brand’s spirit and promote its marketing (Baker,
2007; Tasci, 2011).

Govers and Go (2009) believe that “place branding” refers to “build-
ing brand equity in relation to nations, regional and/or local (or city)
identity” (p. 16). The academic literature contains analyses of many case
studies of cities, countries and tourist destinations that have sought to
brand themselves by creating cultural events, exhibitions, sport com-
petitions, tourism attractions and a specific graphical language (e.g.,
Morgan et al., 2002; Gilboa, 2006; Baker, 2007; Dinnie, 2010; Avraham
and Daugherty, 2012). Suyama and Senoh (2006) offer an interesting
specification for place branding named “brand-creating city”, suggest-
ing that the branding of a place can be divided into three elements: its
brand spirit, its brand resources and its brand personality. Kulendran
and Dwyer (2009) showed that investment in destination promo-
tion and marketing has a direct, positive effect on incoming tourism.
Nevertheless, the use of these various marketing tools and means has a
limited effect when a destination is associated with risk because of war,
terror or violence (Taylor, 2006). In such a case, these negative charac-
teristics dominate the perception of the destination and hurt attempts
to promote it and thus to attract more tourists.

The brand’s components

In this stage of our discussion there is a need to find out what the com-
ponents of a brand and the branding process are. According to Anholt
(2005), the concept of “brand” is used in three different ways: brand
image — perceptions in the mind of the target audience; brand identity —
the core concept of the product, expressed by a logo, slogans and com-
munication campaigns; and brand purpose — a common strategic vision
that unites groups of people in order to produce change and thereby
build a reputation. Now, as more and more publications start to appear
regarding branding, researchers are starting to develop the field of
“nation branding”. A nation brand is defined “as the unique, multi-
dimensional blend of elements that provide the nation with culturally
grounded differentiation and relevance for all of its target audience”
(Dinnie, 2010). In order to measure nation branding, Anholt (2005)
developed the Nation Brands Index (NBI) which originates from six
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factors that define a country’s competitive identity: export, governance,
investment, culture, people and tourism. Passow et al. (2005) identified
six dimensions of a nation’s reputation: emotional (likeability, respectful-
ness and trustworthiness of a country), physical (the attractiveness of the
place and its infrastructure), financial (denotes a favorable environment
for investors: industrial growth, taxation, safety), leadership (charismatic
leadership), culture (socio-cultural diversity, rich history, entertainment
activities) and social appeal (membership in the global community and
support for good causes). Therefore, according to Lee et al. (2012), any
nation branding strategy for tourism should start with a selection of
key factors or dimensions of national identity that a country wishes
to emphasize for the target audience. In the second part of the chap-
ter we will deal with some specific principles of place branding and its
components.

From theory to practice in destination marketing

What steps should marketers take to brand or improve their destina-
tion’s image and to market a more positive one? Many scholars present a
detailed description of all the stages of decision-making and implementa-
tion of marketing campaigns (for such elaborations see Kotler et al., 1993;
Short et al., 1993; Morgan and Pritchard, 2001; Baker, 2007). Based on
the experience of many places, a change in image must be implemented
in stages: first, diagnosis of the destination’s characteristics (such as an
inspection of the local services, attractions and infrastructures in order
to determine how well they meet the needs of visitors), defining the
target audience, followed by building a strategic vision, making a deci-
sion regarding the values associated with the brand, campaign objective
and components, and the promotion mix. Each step must be treated
seriously by the marketers and there must be a connection between the
stages. For example, if the level of the basic services offered by the place
is extremely low, a marketing campaign can hardly succeed and, in most
cases, it is a waste of effort and resources. Over the years we have seen cit-
ies around the world that market themselves as an “international tour-
ism city” but which lack basic infrastructure; parking was problematic,
there were not enough attractions or reasonable hotels, tourism sites
were neglected and public transport was ineffective (Avraham, 2003a).
Several case studies in marketing destinations have shown that prior
to embarking on a campaign, local decision-makers must understand
that to succeed, money has to be invested in developing new facilities,
attractions, parks and recreation areas. The nature of the attractions to
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be developed depends on the type of audience which the destination
is interested in drawing (Kotler et al., 1993, 1999; Short et al., 1993;
Dunn et al., 1995; Baker, 2007). For example, a destination that wants
to attract religious tourism should invest in building or improving its
religious sites, offer religious services, special food and hotels; if it wishes
to attract historical-cultural tourism, it is advised to invest in histori-
cal museums, develop archeological sites, renovate old buildings, theat-
ers and so on. In other words, different kinds of tourism (e.g., sea and
sun, historical-cultural, extreme or ecological) demand different kind of
attractions, infrastructure, construction and development, and invest-
ment must be made accordingly (Avraham and Ketter, 2008a).

Actors and stakeholders in managing a destination’s image

Destination marketing and branding involve multiple stakeholders in order
to succeed in achieving the marketing goals (Skinner, 2005; Tasci, 2011).
In many cases, the cooperation between multiple stakeholders is much
easier while dealing with strong tourism brands because most of them
understand the need for a positive image and, in most of the cases, they
enjoy such an image. In the case of an unfamiliar destination or one
with a negative image, it is much harder to start the branding process
and gain support from the stakeholders because of limited resources and
lack of awareness among them of the importance of having an attractive
destination image (Avraham and Ketter, 2013).

Kotler et al. (1999) list four groups that are the most active in destina-
tion marketing: (1) Local actors (public and private sectors) such as the
mayor, city manager, tourist bureau, individual citizens, travel agencies
and hospitality industries; (2) Regional actors such as regional economic
development agencies, other close destinations’ DMO, county and state
government, and regional tourist boards; (3) National actors such as
political leaders, investment agencies and national tourist boards; and
(4) International actors such as embassies and global investment agen-
cies. It is true that coordinating different organizations, firms and indi-
viduals, both from the public and the private sectors is not easy, mainly
due to different interests, viewpoints and agendas. On the other hand,
the greater the degree of coordination, the more likely is the market-
ing plan to succeed and contribute to the destination’s sustainability
(Avraham and Ketter, 2008a).

Stakeholders involved in initiatives to market destinations with nega-
tive images often include private entrepreneurs in business, hospitality
and tourism, marketers, in addition tolocal and national decision-makers,
including DMOs/Convention and Visitor Bureau (CVB) representatives
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and residents. Their main motive is the sense that the destination’s nega-
tive image is not justified and that with proper marketing strategies (and
the allocation of resources in most of the cases), an external public will
learn to appreciate the destination. Residents and local decision-makers
in a destination with a negative image are usually well aware of this.
They encounter the negative perceptions among friends, relatives and
colleagues who live elsewhere. To change this problematic situation, in
many