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ABSTRACT

This chapter aims to investigate the opportunities that destination marketers can 
leverage to differentiate themselves from competing destination brands. It also aims 
to highlight the challenges the marketers face in this competitive and continuously 
evolving global tourist landscape. The discussion will contribute to the literature 
by integrating aspects related to global trends in the fields of branding, tourism, 
sustainability and technology. The chapter will also provide insights based on the 
recent experiences of destinations across the world, helping students of tourism and 
branding stay abreast with the latest developments in the field. It will also help enrich 
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the work of destination management organizations and provide practical insights 
to policymakers on strategies and steps they can take to attract more tourists while 
preserving their ecology.

1. INTRODUCTION

Destination branding refers to the use of marketing and branding tools by mar-
keters to help tourism destinations create a distinct brand image and attract tourists 
(Al Balushi et al., 2024). By using marketing elements such as logos and slogans 
for brand messaging, destination branding conveys the promise of memorable travel 
experiences (Confetto et al., 2023) and communicates the benefits that draw po-
tential tourists towards the destination. Destination branding involves highlighting 
a destination’s tangible and intangible characteristics (Veríssimo et al., 2017) to 
create a unique identity that is both believable and relevant for potential tourists. It 
also encompasses building visitors’ emotional and intellectual engagement with the 
destination (Morgan, 2002) to ensure that it remains at the forefront of their minds 
during the various stages of the buyer journey, from awareness to consideration (Intan 
et al., 2022). Consistently providing exceptional experiences and quality services 
is important to enhance the destination’s appeal and build trust among potential 
travellers. Furthermore, fulfilling the promise of what the destination brand offers 
to tourists is critical to achieving and sustaining success in destination branding (Al 
Balushi et al., 2024). Destination branding plays a dual role of steering travellers 
towards visiting the destination (Alam & Biswas, 2023) while minimizing their 
search expenses. It raises awareness, reinforces the destination’s local identity, and 
builds tourists’ trust, confidence and loyalty (Al Balushi et al., 2024).

The digital era offers numerous opportunities for destination brands to carve a 
unique identity, connect more deeply with their customers and increase their com-
petitiveness. Digital and social media platforms enable destinations to offer engaging 
experiences and create virtual communities (Escobar-​Farfán et al., 2024). The use 
of digital platforms provides an opportunity for destination management organiza-
tions (DMOs) to create e-​word-​of-​mouth (e-​WOM), as tourists trust and rely on the 
positive and negative reviews of their friends and family members (Maru & Vijay, 
2024). Furthermore, the integration of big data and artificial intelligence (AI) with 
digital platforms enables DMOs to analyse user behaviour and sentiments, identify 
what their visitors like and do not like about the destinations and craft personalised 
brand elements accordingly (Paolanti et al., 2021). Additionally, interactive technol-
ogies such as augmented reality, virtual reality and 3D modelling offer interactive 
and personalised experiences for tourists’ (Jia et al., 2023). Another opportunity in 
destination branding is engaging the travellers in co-​creating the destination brand 



 

 

26 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/unravelling-the-opportunities-and-

challenges-of-destination-branding-in-the-digital-era/384025

Related Content

Heritage-Led Destination Management: Strategies for Competitive

Advantage
Aditi Nagand Smriti Mishra (2025). Cases on Effective Destination Management (pp.

285-324).

www.irma-international.org/chapter/heritage-led-destination-management/367686

Tourism and Encroachment Activities at the Lame Bura Game Reserve,

Bauchi State, Nigeria
Timothy K. Gontul, Tina Odinakachi Iirmdu, Mantau Maisamari, Timchang Nimnan

Maikanu, Istifanus G. Kassamand Mary Onyinyechi Uchenna (2019). International

Journal of Tourism and Hospitality Management in the Digital Age (pp. 44-62).

www.irma-international.org/article/tourism-and-encroachment-activities-at-the-lame-bura-game-

reserve-bauchi-state-nigeria/231524

The Use of Social Media as a Tool to Capture Customer Value and

Interaction
Husam H. Alharahsheh, Abraham Pius, Imad Guenaneand Chad Manian (2020).

Contemporary Management Approaches to the Global Hospitality and Tourism

Industry (pp. 35-44).

www.irma-international.org/chapter/the-use-of-social-media-as-a-tool-to-capture-customer-

value-and-interaction/251666

Local Food as a Tool of Tourism Development in Regions
Alžbeta Kiráováand Lukáš Malec (2021). International Journal of Tourism and

Hospitality Management in the Digital Age (pp. 54-68).

www.irma-international.org/article/local-food-as-a-tool-of-tourism-development-in-

regions/259553

http://www.igi-global.com/chapter/unravelling-the-opportunities-and-challenges-of-destination-branding-in-the-digital-era/384025
http://www.igi-global.com/chapter/unravelling-the-opportunities-and-challenges-of-destination-branding-in-the-digital-era/384025
http://www.igi-global.com/chapter/unravelling-the-opportunities-and-challenges-of-destination-branding-in-the-digital-era/384025
http://www.irma-international.org/chapter/heritage-led-destination-management/367686
http://www.irma-international.org/article/tourism-and-encroachment-activities-at-the-lame-bura-game-reserve-bauchi-state-nigeria/231524
http://www.irma-international.org/article/tourism-and-encroachment-activities-at-the-lame-bura-game-reserve-bauchi-state-nigeria/231524
http://www.irma-international.org/chapter/the-use-of-social-media-as-a-tool-to-capture-customer-value-and-interaction/251666
http://www.irma-international.org/chapter/the-use-of-social-media-as-a-tool-to-capture-customer-value-and-interaction/251666
http://www.irma-international.org/article/local-food-as-a-tool-of-tourism-development-in-regions/259553
http://www.irma-international.org/article/local-food-as-a-tool-of-tourism-development-in-regions/259553


An Evaluation of the Attitudes and Perception of the Local Communities in

Mysore Towards the Impacts of Tourism Development
Nichola A. Ramchurjeeand Charles V. Ramchurjee (2018). International Journal of

Tourism and Hospitality Management in the Digital Age (pp. 18-35).

www.irma-international.org/article/an-evaluation-of-the-attitudes-and-perception-of-the-local-

communities-in-mysore-towards-the-impacts-of-tourism-development/201104

http://www.irma-international.org/article/an-evaluation-of-the-attitudes-and-perception-of-the-local-communities-in-mysore-towards-the-impacts-of-tourism-development/201104
http://www.irma-international.org/article/an-evaluation-of-the-attitudes-and-perception-of-the-local-communities-in-mysore-towards-the-impacts-of-tourism-development/201104

