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Crafting and implementing destination brand strategy

Purpose

This paper focuses on the crafting and implementation of a destination brand strategy. Its primary goal is to determine the core values of Zeeland as tourist destination for purposes of loading the brand. 

Accordingly, the search for core values was carried out with both residents and (potential) visitors and subsequently followed by formulation of a destination brand strategy and development of a toolbox to facilitate strategic implementation in practice.
Methodology

The research is based on several surveys and workshops in Zeeland, the Netherlands. One survey was carried out to measure resident’ perceptions on Zeeland’s identity (n=4.799) and another survey with Dutch, Flemish and German (potential) visitors (n=2.306) on Zeeland’s image. Several workshops were done with diverse stakeholders to make an analysis of their involvement, their propositions towards their customers and the risks and contributions they were willing to take and make.     

Findings

Workshop findings present a great diversity of stakeholders with different importance.; also their propositions towards their customers demands a range of priorities. Particularly, findings of the surveys on the resident perceptions and visitor perceptions (n=2.306) resulted in brand core values of freedom, liminality and coming to yourself, for loading the destination brand of Zeeland.
Research limitations/implication 
Following on from the case study its findings may be too varied. Accordingly, it raises the probability that different perspectives may give different meanings making it difficult to grasp the essence of the debate and , hence, infer solutions that are needed for an effective destination brand strategy.  

Practical implications

A toolbox with several instruments is needed to implement the destination brand strategy. It consists of a small and lean DMO with capable management, an ICT-platform to facilitate communication strategies and exchange knowledge, a brand logo and photo-databank to present a uniform projected image that serves both the public and the individual firms and new product development activities with existing and new entrepreneurs (housing, tourism, hospitality, retail) 

Originality/value of the paper

Destination branding is a ‘hot topic’ in tourism literature. But typically, the latter follows a top-down strategy designed to manipulate demand to meet the vendors’ offerings. The contribution of the present study is its ‘bottom-up’ approach involving a network of residents and entrepreneurs (as well as professionals and policy-makers) who co-created (Prahalad & Ramaswamy, 2004) a formulation for a collaborative destination branding strategy. 
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