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ABSTRACT 

 

 
Abstract 
 
Tourism is growing globally. During the last years, the development of tourism in Sweden, 
especially in the county of Norrbotten, has been positive. A destination marketing organisation, 
DMO, Swedish Lapland was established in 2001 and is responsible for marketing tourism in the 
county of Norrbotten. 
 
The purpose of this thesis was to gain better understanding of how DMOs that represent ecotourism 
develop destinations in the context of brand personality and advertising message. The following 
research questions were addressed in order to reach the purpose; How do DMOs develop tourism 
destinations?, How do DMOs create brand personality?, and How do DMOs incorporate brand 
personality into the advertising message? 
 
The study started with a literature review which was used as a base for problem discussion and 
theory. The review of the theory resulted as a conceptual framework, which in turn was used as a 
base for the formulation of the interview questions. The primary data was collected during the 
interview with Swedish Lapland’s Managing Director. 
 
This study indicates that cooperation between different industries is important in order for a 
destination to be able to develop. In addition, the study shows that a destination’s development does 
not necessarily have to lead to increasing numbers of visitor in order for the destination to become 
successful in terms of financial or popularity aspects. Furthermore, brand development is a large 
part of destination development from the marketing perspective. A destination brand personality is 
strongly connected to the brand’s core values, which is then communicated to target markets 
through logos, slogans, images, brand concepts and themes. Finally, it is important for the members 
of the DMO to build their business and marketing activities around the DMO’s overall branding 
strategy in order for the DMO to be able to communicate a coherent advertising message. 
Metaphors are used in advertising messages in order to portray destination brand personality.



 
SAMMANFATTNING 

 

 
Sammanfattning 
 
Turism har haft en stark tillväxt ur ett globalt perspektiv. Under de senaste åren har utvecklingen av 
turism i Sverige, speciellt i Norrbotten varit positiv. Destinationsmarknadsföringsorganisationen, 
DMO, Swedish Lapland grundades 2001 och är ansvarig för att marknadsföra turism i Norrbotten.  
 
Syftet med denna uppsats var att få en djupare förståelse om hur DMOs som representerar 
ekoturism utvecklar destinationer när det gäller varumärkets personlighet och budskap med 
annonsering. Syftet uppnåddes genom att fråga och besvara på följande forskningsfrågor; Hur 
utvecklar DMOs turismdestinationer?, Hur skapar DMOs varumärkets personlighet? och Hur 
DMOs infogar varumärkets personlighet med budskapet i annonseringen?  
 
Uppsatsen började med en litteraturöversikt som användes som en bas för problemdiskussionen och 
teorin. Genomgången av teorin resulterade i en referensram som i sin tur användes som en bas för 
formulering av intervjufrågor. Den primära datan samlades ihop i en intervju med Swedish 
Laplands verkställande direktör. 
 
Denna studie indikerar att samarbetet med olika industrier är viktigt för att en destination ska kunna 
utvecklas. Studien visar också att en destinationsutveckling inte behöver leda till en ökning på 
antalet besökare för att en destination skulle kunna bli attraktiv när det gäller finansiella aspekter 
eller popularitet. Varumärkesutveckling är en stor del av destinationsutveckling från ett 
marknadsföringsperspektiv. En destinations varumärkespersonlighet är starkt kopplad till 
varumärkets kärnvärden, som i sin tur kommuniceras ut till målgrupperna genom logotyper, 
slogans, images, varumärkeskoncept och teman. Slutligen, är det viktigt att alla medlemmar i en 
DMO bygger deras verksamhet och marknadsföringsaktiviteter på DMOns generella 
varumärkesstrategi så att DMOn kan föra ut ett tydligt budskap i sin annonsering. Även metaforer 
används i annonseringsbudskap för att framställa destinationens varumärkespersonlighet. 
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1 Introduction 
 
________________________________________________________________________________ 
The purpose of Chapter One is to introduce the reader into the area of this research. The 
background brings up general information within the topic and outlines the reasons why this 
specific topic is interesting to research further. Thereafter, the problem discussion highlights the 
main focus points of this thesis. The end of the chapter states the research purpose and research 
questions. Finally, delimitations, the outline of the thesis are presented and relevant tourism 
concept definitions for this thesis are provided. 

1.1 Background  
According to the publication Tourism and the Travel and Tourist Industry in Sweden, 2007 edition, 
global international travel rose by 4.5 percent in 2006 (Nutek1, 2008). Foreign tourism, measured in 
terms of foreign night stays, has grown by 95 percent since 1991, where as global international 
travel has had an increase of 90 percent and Europe has had 75 percent during the same period. 
Number of foreign overnight stays at Swedish hotels, Holiday villages, Youth hostels and Camp 
sites increased nearly 9 percent, which is better than in Europe in general, where the increase was 4 
percent (ibid). 
 
The positive trend within tourism in Sweden has made the Swedish politicians speak about tourism 
as an exciting industry for the future (Ekonominyheterna, 2006). Furthermore, sparsely-populated 
areas have become a resource; nature especially has become a more valuable asset. This includes 
even nature tourism (ibid). According to Sune Halvarsson, acting director-general for the Swedish 
Agency for Economic and Regional Growth, NUTEK, there are major challenges in the future in 
order to create a competitive tourism industry in Sweden and achieve a sustainable development for 
the environment (Nutek2, 2008). 
 
Cooper, Fletcher, Gilbert, Shepherd and Wanhill (1998) argue the tourism destination is the 
recipient of tourism and therefore, the destination is the key element of the tourism system 
providing the focus point for tourism activity. Together with the mix of attractions, infrastructure 
and superstructure, a destination acts as a pull factor for tourists (op cit, pp. 97-98). Infrastructure 
contains, for example, transportation and utilities, where as superstructure includes, for example, 
accommodation and built attractions (op cit, p. 108) (see pp. 4-5 for a definition of a tourism 
destination). A destination becomes frequently inherently sensitive as tourists are attracted to 
beaches, coastlines, mountainous zones and parks, all of which are fragile in nature and vulnerable 
to over-use and irreversible damage (op cit, pp. 97-98).  
 
A destination is usually marketed by a destination marketing / management organisation, DMO, 
which can have a national or regional focus where as some of them work towards promoting a 
smaller area (Hartl, 2004, p. 39) (see p. 5 for a definition of a DMO). Buhalis (2000) claims DMOs 
need to use marketing in order to encourage sustainable practices for both consumers and industry. 
In addition, it is important to communicate DMOs’ environmental and socio-cultural policies, 
which then need to be adapted into the stage in which the destination is when it comes to its 
development (ibid).  
 
According to Dowling and Page (2002), the development of alternative options for mass tourism 
began in early 1980s. Ecotourism has been recognised as a subset of alternative tourism, where the 
major motivation for travel is to use, see and experience the natural environment (op cit, p. 11). The 
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authors claim a term such as ecotourism, which was not even in the dictionary 20 years ago, is now 
the object of intensive study, debate and controversy (op cit, p. 21). The ongoing demand for 
ecotourism has been estimated to continue for at least 25 years due to demographic changes (op cit, 
p. 253). Dowling and Page state there is an increasing awareness that ecotourists are a distinct 
market and reaching them is a complicated marketing proposal (op cit, p. 250). 

1.2 Problem Discussion 
Middleton and Clarke (2001, p. 19) explain travel and tourism can be best understood in terms of 
demand and supply within a total market. At its simplest, marketing is the process of achieving 
voluntary exchanges between two parties: customers, who buys or uses the product and producer 
organisations, which design, supply and sell the products (ibid). Green marketing has become an 
influential tool in the selling of holidays, and marketing plays a major role when it comes to 
ecotourism and its future development (Dowling & Page, 2004, p. 271). 
 
According to Grove, Fisk, Pickett and Kangun (1996), “the term green marketing describes an 
organization’s efforts at designing, promoting, pricing and distributing products that will not harm 
the environment”. One reason for companies to pursue a green marketing agenda is to create 
advertisements and other promotional messages that reflect an organisation’s commitment to the 
environment (ibid). Jobber (2004, p. 414) define advertising as “any paid form of non-personal 
communication, of ideas or products in the prime media, such as, television, the press, posters, 
cinema and radio”. Furthermore, marketing message “should be important to target audience and 
communicate competitive advantages” (Jobber, 2004, p. 447). In addition, by using a green 
marketing strategy the organisation can position itself as green orientated in the people’s minds and 
therefore attract the increasing green consumer segment (Grove et al, 1996).  
 
Dowling and Page (2002, pp. 253-254) state the challenge regarding marketing of an ecotourism 
product includes identification and promotion of opportunities for diversity and the special 
attractions of a region’s natural areas in a way that is ecologically sustainable. The authors continue 
by arguing that is no question that “green” sells; almost any term combined with “eco” will increase 
interest and sales. Thus, there are numerous advertisements within the travel industry referring to 
ecotour, ecotravel, ecoadventures, ecocruise, ecosafari, ecoexpedition and ecotourism. This has lead 
to confusion of the term ‘ecotourism’ and its meaning both within the market and industry (see pp. 
5-6 for definitions of ecotourism). Moreover, in some cases the term lacks credibility in the 
consumer’s mind (ibid).  
 
According to Dowling and Page (2002, p. 277), an emerging issue in ecotourism is the ethics of the 
advertising and the delivery of the tourism product. Wheeler (1995) claims that marketing is not 
only a means of promoting a tourist destination in order to attract more people; a different kind of 
message can also be communicated in order to indicate that maybe the specific destination may not 
be for that specific tourist (ibid). Buhalis (2000) refers to this by using the term de-marketing, 
which means the discouragement of certain market segments from visiting the destination during 
certain periods. This can be conducted through a range of prohibitive measures or by charging 
higher prices (ibid).  
 
There has been addressed little research on strategic and marketing management in the tourism 
context (Riege and Perry, 2000). The authors state that several other authors have indicated the 
urgent need to concentrate on strategic marketing in international travel and tourism in order to 
establish a competitive advantage in markets (ibid). Although, destination branding as an approach 
to tourism destination promotion is growing rapidly, it is a relatively new phenomenon. In 
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particular, the subject remains narrowly defined for many practitioners in DMOs (Blain, Levy, 
Ritchie, 2005). Furthermore, Pike (2005) identifies an increased interest in incorporating brand 
theory to practice in tourism. However, there is a rarity of published research with which to guide 
DMOs, for example, of the complexity involved in capturing the essence of a multi-attributed 
destination with a concise and focused brand position in a way that is both meaningful to several 
target audiences of interest and stakeholders as well as effectively differentiates the destination 
from competitors (ibid).  
 
Middleton and Clarke (2001, p. 193) state one key component of a marketing strategy is the 
formulation of brand, image and positioning. According to the author, this component aims to 
answer to question “Where the organisation seeks to be in terms of customers’ and retailers’ 
perceptions of its products and values?”, and includes the choice of corporate brand and image in 
relation to competitors (ibid). Hartl (2004, p. 58) recognises product branding is a vital concept in 
traditional marketing. According to the American Marketing Association in Morgan, Pritchard and 
Pride (2004, p. 41), a brand is defined as “a name, term, sign, symbol, or a design, or a combination 
of them to identify the goods and services of one seller group or group of sellers and to differentiate 
them from those of competition”. Blain et al (2005) use Ritchie and Ritchie’s (1998) definition when 
defining a destination brand as “a name, symbol, logo, word mark or other graphic that both 
identifies and differentiates the destination; furthermore, it conveys the promise of a memorable 
travel experience that is uniquely associated with the destination; it also serves to consolidate and 
reinforce the recollection of pleasurable memories of the destination experience”. Hartl (2004, p. 
59) states brands have been associated with hotels, airlines, car rental, tour operations and 
attractions in the tourism industry; Disneyland and Legoland are examples of strong global 
attraction brands (ibid). 
 
Furthermore, branding is the communication of image (Hartl, 2004, p. 59). Ekinci, Hosany and 
Uysal (2006) state studies on destination image began in the early 1970s, when Hunt (1975) started 
to examine the role of image in tourism development. Since then, destination image has been one of 
the dominant research areas within tourism. The authors define a destination image “as an 
attitudinal concept consisting of the sum of beliefs, ideas and impressions that a tourist holds of a 
destination”. Although, brand image is a widely researched topic, its relationship to brand 
personality is relatively new (ibid). Brand personality is defined by Aaker (1997) as “the set of 
human characteristics associated to the brand”. Ekinci et al (2006) view destination personality as 
“the set of human characteristics associated to a tourism destination”. Sarma (2007) argues that 
destination marketers are trying to catch the consumers’ leisure time and disposable income. 
Interestingly, unlike other products and services, there might not be an urgency or emergency for a 
holiday. Therefore, the solution of leisure marketing lies, for example, in promoting and 
communicating the image of the product, mainly that of the destination (ibid). 
 
Dowling and Page (2002, p. 253) further recognise the importance of appropriate advertising 
approach within ecotourism. As Wheeler (1995) stated earlier, marketing is not only a means of 
promoting a tourist destination in order to attract more people; a different kind of message can also 
be communicated in order to indicate that maybe the specific destination may not be for that 
specific tourist. Cooper et al (1998, p. 412) claim the emphasis of DMOs has been to conduct 
promotional strategies which aim to improve the destination image. This refers often to the 
selection of desirable market segments that are targeted through the use of, for example, 
advertising. According to Buhalis (2000), in most cases destinations already have a rich history, 
image and legacy development; this is important to be taken into consideration when developing 
tourism marketing strategies. Furthermore, Cooper et al (1998, p. 412) identify the importance of 
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developing a promotion campaign that delivers a cohesive message. In addition, there is a need to 
produce a distinctive identity or brand which forms the basis of the positioning of a destination area 
and provides it with a personality and differentiation from competitors (ibid).  

1.3 Research Purpose and Research Questions 
Based on the discussion above, the purpose of this thesis is to gain better understanding of how 
DMOs that represent ecotourism develop destinations in the context of brand personality and 
advertising message. The purpose is reached by addressing the following research questions: 
 
RQ 1: How do DMOs develop tourism destinations? 
 
RQ 2: How do DMOs create brand personality? 
 
RQ 3: How do DMOs incorporate brand personality into the advertising message? 

1.4 Delimitations 
Chapter Two starts by discussing branding in the context of tourism. However, as the branding 
related research questions in this thesis focus on brand personality and advertising message, the 
closer review of branding theory has been limited into these areas.  

1.5 Outline of the Thesis 
This thesis contains six chapters: 
 
Introduction – Chapter One introduces the reader into the area of the research and provides 
problem discussion. The chapter states the research purpose and questions, provides delimitations 
for the study, presents the outline of the thesis and finally, provides tourism concept definitions. 
 
Tourism Destination Marketing – Chapter Two provides information of previous studies 
conducted within the area of the research. Part of these studies is comprised into the conceptual 
framework that can be found in the end of this chapter. 
 
Methodology – Chapter Three presents the methods used when conducting this study. 
 
Data Presentation of Swedish Lapland – Chapter Four presents the empirical data that was 
gathered in an interview with the Managing Director of Swedish Lapland, Jan-Erik Jaensson. 
 
Analysis of Swedish Lapland – Chapter Five provides an analysis of the empirical data that is 
compared to the theories presented in the conceptual framework in Chapter Two. 
 
Findings, Conclusions and Recommendations – In Chapter Six, the research purpose will be 
reached by answering to the research questions. Finally, recommendations for theory, practitioners 
and future research are suggested. 
 
1.6 Tourism Concept Definitions 
This paragraph provides definitions for a tourism destination and destination marketing 
organisation, DMO. In addition, the concept of ecotourism is defined. 
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Destination  
According to Cooper et al (1998, pp. 102-103), destination is “the focus of facilities and services 
designed to meet the needs of the tourists”. According to Buhalis (2000), a destination can be 
characterised as the six As framework illustrates in Table 1. 
 
Table 1. Six As Framework for the Analysis of Tourism Destinations 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
From ” Marketing the competitive destination of the future” by Buhalis D.,  
2000, Tourism Management (21)1, p. 98. 
 
Destination Marketing / Management Organisation, DMO 
According to Hartl (2004, pp. 39-41), the term DMO refers to the destination marketing or / and 
management organisation that can focus on national, regional or a smaller area. On the national 
level, the British Tourist Organization, BTA, is an example of a DMO. On the regional level, 
Regional Tourism Organisations, RTOs such as the Regional Tourism Development Companies, 
RTDCs, in Denmark are one example. A smaller area such as those that manage a resort for a tour 
operator, can be attributed to the term DMO (ibid).  
 
According to Buhalis (2000), four key common strategic objectives are addressed by DMOs (see 
Table 2): 
 
Table 2. Strategic Management and Marketing Objectives for Destinations 
 
 

 
 
 
 
 
 
 

From ” Marketing the competitive destination of the future” by Buhalis D., 2000,  
Tourism Management (21)1, p. 100. 
 
Ecotourism 
The International Ecotourism Society, TIES, has defined ecotourism the following way: 
“Responsible travel to natural areas that conserves the environment and improves the well-being of 
local people." (The International Ecotourism Society, 2008). TIES further states ecotourism means 
connecting conservation, communities and sustainable travel. Following ecotourism principles 
should be followed by responsible tourism practitioners:
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 ”minimize impact  
 build environmental and cultural awareness and respect  
 provide positive experiences for both visitors and hosts  
 provide direct financial benefits for conservation  
 provide financial benefits and empowerment for local people  
 raise sensitivity to host countries' political, environmental, and social climate” (ibid). 

Dowling and Page (2004, p. 23) present a figure over tourism in order to clarify the confusion 
between sustainable, nature-based and ecotourism (see Figure 1). 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                          
 
                                         Figure 1. An Overview of Tourism. 
                                         From Dowling, R.K. (1997) in ”Ecotourism” by Dowling, R.K. & Page, S.J., 2004,  

               Harlow: Pearson Education Limited, p. 23. 
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2 Tourism Destination Marketing 

________________________________________________________________________________ 
The purpose of Chapter Two is to present previous and particularly relevant research in the area of 
each research question. In addition, a part of these studies will be comprised into a framework for 
the analysis presented in Chapter Five in this study.  

2.1 Notion of Branding in Tourism Destination Context  
According to Pike (2005), branding of destinations is more complex and challenging than other 
goods and services. The author highlights six reasons: 
 

 First, and most significantly, destinations are more multidimensional than consumer goods 
and other types of services. 

 Second, the market interests of diverse group of active stakeholders are heterogeneous. 
DMOs have to target a multiplicity of geographic markets in order to attract a wide range of 
segments. 

 Third, the politics of the decision making regarding who decides the brand theme and how 
they are held accountable. 

 Fourth, DMOs lack any direct control over the actual delivery of the brand promise by the 
local tourism community. 

 Fifth, DMOs have no access to the hundreds of thousands of visitors’ contact details left at 
accommodation registration desks. This means that it is difficult to measure brand loyalty, 
which is one of the corner stones in the brand equity model. 

 Sixth, funding is often a continuous problem for DMOs, in both scale and consistency. 
 
Despite the fact that destination branding is a complex task, it has many advantages such as a strong 
brand can help limiting discounts and preventing slippage into the maturation phase of the 
destination lifecycle (Blain et al, 2005). The concept of the destination lifecycle is presented more 
thoroughly in the paragraph 2.2 Tourism Destination Development. 
 
According to Jobber (2004), a brand can be defined as “a distinctive product offering created by the 
use of a name, symbol, design, packaging, or some combination of these intended to differentiate it 
form its competitors” (op cit, p. 905). The author further defines branding “is the process by which 
companies distinguish their product offerings from the competition” (op cit, p. 261).  
 
Blain et al (2005) use Ritchie and Ritchie’s (1998) definition of a destination brand as “a name, 
symbol, logo, word mark or other graphic that both identifies and differentiates the destination; 
furthermore, it conveys the promise of a memorable travel experience that is uniquely associated 
with the destination; it also serves to consolidate and reinforce the recollection of pleasurable 
memories of the destination experience” (ibid).  
 
As many destinations promote similar attributes such as scenery, history and culture, an effective 
destination branding requires a unique selling proposition (Blain et al, 2005). In addition, this 
proposition needs to be sustainable, believable, relevant and attractive in competitors’ eyes so that 
they would like to copy, but cannot surpass or take over (Morgan et al, 2004, p. 65). In the tourism 
industry, Blain et al (2005) further support the importance of incorporating the concept of the visitor 
experience into the process of branding. The authors have redefined and enhanced the previously 
cited definition of a destination brand by Ritchie and Ritchie (1998) by emphasising the importance 
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of branding in influencing the consumer decision process when it comes to choosing a destination 
to visit. Blain et al (2005) introduce the definition of branding for tourism destinations as:  
 
“Destination branding is the set of marketing activities that (1) support the creation of a name, 
symbol, logo, word mark or other graphic that readily identifies and differentiates a destination; 
that (2) consistently convey the expectation of a memorable travel experience that is uniquely 
associated with the destination; that (3) serve to consolidate and reinforce the emotional 
connection between the visitor and the destination; and that (4) reduce consumer search costs and 
perceived risk. Collectively, these activities serve to create a destination image that positively 
influences consumer destination choice.” 
  
Murphy, Moscardo and Benckendorff (2007) present the framework for destination branding 
developed by Ekinci in 2003 (see Figure 2). In the framework, the destination image is built on 
three components: the overall image, the destination brand and, within it, brand personality 
(marked with numbers 1-3 in Figure 2). Therefore, the destination image is connected to the 
tourist’s self-image. This connection between self-image and destination image is based on 
arguments that lifestyle and value systems are key components in the process of destination choice. 
It is argued that tourism marketers should focus on and confirm more of what the customer would 
like to see in and of themselves and their lifestyles instead of concentrating on the tangible 
properties of the product or service. This means that DMOs need to address more emphasis on the 
creation and promotion of holiday experiences that connect key brand values and assets to the 
holiday aspirations and needs of customers (ibid). Furthermore; a distinctive and emotionally 
attractive destination personality is shown to have an influence on the perceived image of a place. 
This in turn, influences on tourist choice behaviour (Ekinci & Hosany, 2006). 
 
 

 
                                    
 
 
 
 
                                           

  Figure 2. Destination Image and Destination Branding. 
                             From Ekinci, Y. (2003) in “Using Brand Personality to Differentiate  

                            Regional Tourism Destination” by  Murphy, L., Moscardo, G., &  
                            Benckendorff, P., 2007, Journal of Travel Research (46)8, p. 6.    

 
Hankinson (2004a) provides a model of a place brand where place is postulated as relational brand 
networks combining aspects of classical branding, relationship marketing, services marketing, 
tourism marketing and urban planning (see Figure 3). In the model, the place brand is represented 
by a core brand consisting of three elements: personality, positioning and reality. According to the 
author, the core brand represents a place’s identity. Aaker (1996) in Morgan et al (2004, p. 189) 
defines the core identity as being “the central, timeless essence of the brand”. According to Morgan 
et al (2004, p. 189), identity remains the same even as the brand travels to new markets and 
products. In Hankinson’s (2004a) model the core brand is connected to four categories of brand 
relationships: consumer, primary service, infrastructure and media relationships. These 
relationships enhance the brand reality and the brand experience. This study concentrates on the 
core brand and media relationships (highlighted with red in Figure 3) as the research questions aim 
to gain a better understanding of a destination’s brand personality and advertising message. 
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        Figure 3. The Relational Network Brand.  
                                  From “Relational Network Brands: Towards a Conceptual Model of Place Brands” by 
                                  Hankinson, G., 2004a, Journal of Vacation Marketing (10)2, p. 115. 

2.1.1 Conceptual Framework 1 
The Conceptual Framework 1 (see Figure 4) is based on discussions in Chapter One and studies 
presented under the previous paragraphs. As a result of more thorough discussion of these focus 
points in further paragraphs, the Conceptual Framework 2 presented in the end of this chapter 
provides a summary of theories used as a base for the data collection in this thesis. 
 

 
                        
                                            
 
 
 
 
 
 
                                                               
                                                              Figure 4. Conceptual Framework 1 – Overview of  
                                                              the Research Areas Used in this Thesis. 
                                                              Source: Author’s Own Design. 

2.2 Tourism Destination Development 
According to Cooper et al (1998), the tourist area life cycle, TALC, states that destinations go 
through a cycle of evolution similar to the life cycle of a product (see Figure 5) (op cit, p. 114). In 
the model, numbers of visitors replace sales of the product. The shape of the TALC curve varies as 
it is dependant on factors such as the rate of employment, access, government policy, market trends 
and competing destinations (ibid). TALC includes seven stages: exploration, involvement, 
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development, consolidation, stagnation, decline or rejuvenation that the authors define by adapting 
Butler (1980) and Cooper (1997) (op cit, pp. 115-116). 
                                  

 
                                        
 
 
 
 
 
 
 
                                          Figure 5. Hypothetical Tourist Area Life Cycle. 
                                          From Butler, R. W. (1980) in “Tourism Principles and Practice (2nd ed.)”  
                  by Cooper, C., Fletcher, J., Gilbert, D., Shepherd, R., & Wanhill, S., 1998,  

                Harlow: Pearson Education Limited, p. 114. 
                           
Exploration 
In exploration stage the destination is visited by a small volume of explorer-type tourists. The 
natural attractions, scale and culture are the main factors drawing to the destination. The volume of 
visitors is constrained by lack of access and facilities. In this stage, the attractions of the destination 
remain unchanged by tourism. Contact with local people is considered to be high (ibid). 
 
Involvement 
At the involvement stage, local communities have to decide whether they are willing to support 
tourism, and if so, the type and scale of tourism they have a preference on. Advertising, for example 
conducted by local initiatives, may lead to an increased and regular volume of visitors. As the 
tourism market area emerges, it creates pressure to public sector to provide, for example, 
infrastructure. It is important to establish appropriate organisation and decision-making process for 
tourism, and ensure locally determined capacity limits as well as sustainable principles (ibid). 
 
Development 
In this stage, large numbers of visitors are attracted; the number of visitors at peak periods perhaps 
equal or exceed the number of local inhabitants. The control of the development may pass out of 
local hands, which can lead to changes in the organisation of tourism. Companies from outside the 
destination move in and start providing products and facilities. Problems may occur if local 
decision-taking structure is weak. Sustainable development is one example that the new entrants 
and local community may have differing views about. In this stage, regional and national planning 
may take place and marketing is started in order to draw international tourists. Over-use and 
deterioration may occur in this stage (ibid). 
 
Consolidation 
In this stage, the rate of increase of visitors declines. However, the total number of visitors is still 
increasing and exceeds permanent residents. The resort is now a fully fledged part of the tourism 
industry and has an identifiable recreational business region (ibid). 
 
Stagnation 
In this stage peak tourist volumes have now been reached. The destination is no longer fashionable 
and relies upon visits from more conservative travellers. Major promotional and development 
efforts are needed in order to maintain the number of visits. Environmental, social and economic 
problems are typical for a destination in this stage, and competition is fierce (ibid). 
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Decline or Rejuvenation 
As shown in Figure 5 on the previous page, after stagnation the destination either declines or 
rejuvenates. According to Cooper et al (1998, p. 116), in the decline stage visitors are being lost to 
newer resorts, and a smaller geographical catchment for day trips and weekend visits is common 
where as in the rejuvenation stage destination managers have a choice to rejuvenate or re-launch the 
destination by looking at new markets or developing the product. A destination should try to protect 
its traditional markets, but also try to establish new markets and products such as business, 
conference or special interest tourism. This helps to stabilise visitation and overcome the 
seasonality related issues (ibid). 

2.2.1 Destination Lifecycle and Marketing 
Buhalis (2000) recognises is it crucial to understand the stage and roots of tourism development in 
order to be able to develop a strategy. The author presents a widely used tool for this, the 
destination life cycle developed originally by Butler in 1980. The destination life cycle facilitates 
the understanding of the evolution of tourist products and destinations consisting of five stages: 
introduction, growth, maturity, saturation and decline. Buhalis (2000) states the main problems in 
the cycle relates to the identification of turning points, stages, length of stages and level of 
aggregation. The author further claims the stages in the life cycle require different marketing 
strategies and actions of planning due to the differences between demand and supply experienced in 
different stages. On the early stages of the cycle, marketing strategies should focus on building 
awareness and promoting the destination. At the later stages, marketers need to deal with image 
modification and re-designing and re-launching. Therefore, the entire marketing mix should be 
differentiated to accommodate the needs of the destination at every stage (ibid). This is illustrated in 
Figure 6. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                        Figure 6. Destination Life Cycle and Tourism Impacts.  
                        Adapted from ” Marketing the competitive destination of the future” by Buhalis D., 2000,  
                        Tourism Management (21)1, p. 105. 
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2.3 Brand Personality  
Hankinson (2004a) states the first element of the core brand is the statement of the brand 
personality. Aaker (1997) defines brand personality as “the set of human characteristics associated 
with a brand”. Ekinci and Hosany (2006) claim brand personality evokes emotional links between 
brands and consumers. In addition, a brand gains a tangible reference point, which is vivid, alive 
and more complete than the sense conveyed by a common offering. Practically, brands can be 
characterized by personality descriptions such as youthful, energetic, extrovert or sophisticated. The 
authors define a destination personality as “the set of human characteristics associated with a 
destination”. Therefore, destinations can be described using human personality traits such as 
“Europe is traditional and sophisticated; Wales is honest, welcoming, romantic, and down to earth; 
Spain is friendly and family oriented; London is open-minded, unorthodox, vibrant, and creative; 
and Paris is romantic”. These traits can be associated with a destination directly through citizens of 
the country, hotel employees and restaurants, or through the tourist’s imagery (ibid). In addition, 
there are other indirect ways to associate personality with a brand such as through product related 
attributes, product category associations, brand name, symbol or logo, the style of the advertising, 
price and distribution channel (Murphy et al, 2007). 
  
Ekinci et al (2006) claim due to increasing competition in the global tourism markets, destination 
personality is claimed to be as a feasible metaphor for building destination brands and crafting a 
unique identity for tourism places. By developing a distinctive destination personality, a set of 
unique and favourable associations can be created in consumers’ memory (ibid). Murphy et al 
(2007) argue that brand personality may create a basis for differentiation as a strong brand 
personality should lead to relatively higher product evaluations compared to claims that only inform 
consumers about the product features and benefits. Brand personality provides a link between the 
brand’s emotional and self-expressive benefits. This forms the basis for customer-brand relationship 
(ibid). 

2.3.1 Framework for Brand Personality 
Aaker (1997) has developed a theoretical framework of the brand personality constructed by 
determining the number and nature of dimensions of brand personality. This may help to understand 
the symbolic use of brands in consumer goods and behaviour context. The five personality 
dimensions are: sincerity, excitement, competence, sophistication and ruggedness (see Figure 7). 
Aaker (1997) found 15 facets for these five dimensions: sincerity and excitement each have four, 
competence has three and both sophistication and ruggedness have two. These facets act as 
representative traits that provide both breadth and depth into every dimension. 
 
      
 
 
 
 
 
 
 
 
                           Figure 7. A Brand Personality Framework. 
                                 From “Dimension of Brand Personality” by Aaker, J.L., 1997,  
                                 Journal of Marketing Research (34)3, p. 352.  
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Ekinci and Hosany (2006) have researched the applicability and validity of the Aaker’s (1997) 
framework in the context of tourism destinations. They have found destination personality to 
comprise of three salient dimensions instead of five: sincerity, excitement and conviviality (see 
Figure 8). According to the authors, sincerity is illustrated by characteristics such as down-to-earth, 
real, sincere and honest. This dimension emphasizes the importance of good relationships between 
tourists and hosts in evaluating holiday experiences. Excitement is represented by attributes such as 
daring, exciting, spirited and original. The reason why most tourists travel to destinations is for 
relaxation and leisure purposes. This may explain why tourists attach a sense of excitement to 
destinations. These two dimensions are then similar to the consumer goods personality traits. In 
addition, a destination personality has a conviviality, which refers to traits like family orientated, 
friendly and charming. According to the authors, it is not surprising that tourists associate these 
traits to destinations as they are some of the most common themes that destination marketers use in 
order to characterise destinations in today’s travel media. Moreover, conviviality was found to be 
the only destination personality that had a statistically significant influence on affective image, 
cognitive image and intention to recommend (ibid). 
 
                                  
 
 
 
 
 
 
 
 
 
                                              Figure 8. Destination Personality. 
                                                        Source: Author’s Own Design.  

2.3.2 Brand Attributes 
Hankinson (2005) states classical branding theory has been widely used in the context of consumer 
products where brands are seen as complex entities. This has led to the development of models that 
decompose brands into various smaller components in order to help marketing managers to manage 
them. The author continues explaining that these components include: 
 

 Names, symbols and logos which aid identification and awareness. 
 Brand images / brand identities which communicate a brand’s meaning through a set of 

associations. 
 Brand associations / elements held in consumer memory that form the basis of brand image / 

identity (ibid). 
 
Hankinson (2005) claims brand associations have a central role in brand strategy development. 
Associations should be organised into groups that have meaning, which should define the brand’s 
positioning. In turn, a well-positioned brand will represent a set of attractive and strong 
associations. Brand associations are classified into four attribute categories:  
 

1) Functional attributes (the tangible features of a product or service) 
2) Emotional and symbolic attributes (the intangible features which meet consumer needs 

for social approval, personal expression or self-esteem) 
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3) Experiential attributes (relate to what it feels like to use the product or service and satisfy 
internally generated needs for stimulation and variety) 

4) Brand attributes (define a consumer’s overall evaluation of a brand, which is closely 
linked to the perceived quality of the brand) (ibid). 

 
According to Hankinson (2004a), destination personality can be characterised by using these 
attributes (see Table 3). Functional attributes are tangible including utilitarian and environmental 
attributes, where as symbolic attributes are intangible and fulfil the need for social approval, 
personal expression and self-esteem. When these two categories are linked together, a holistic set of 
attributes is created that describe the visitor’s experience and answer the question: “What will it feel 
like?” An answer could be “aroused”, “excited” or “relaxed” (ibid). 
 
Table 3. Components of the Relational Brand Personality 
 

 

 
 

 

 

 

 

 

 

______________________________________________________________________________________________________________________________ 
 

From “Relational Network Brands: Towards a Conceptual Model of Place  
Brands” by Hankinson, G., 2004a, Journal of Vacation Marketing (10)2, p. 116. 

2.3.3 Positioning 
Hankinson (2004a) states the second element of the core brand is a clear positioning statement, 
which defines the brand’s point of reference with respect to its competitors. Jobber (2004, p. 913) 
defines positioning as the “choice of target market (where the company wishes to compete) and 
differential advantage (how the company wishes to compete)”. Gill and Ibrahim (2005) state the 
positioning of a destination “is the process of establishing a distinctive place of that destination in 
the minds of potential visitors”. According to Hankinson (2004a), both similar and unique attributes 
in a relation to the competitors needs to be identified. An example of a similar attribute may be 
related to a destination’s historical building such as castle and the unique attribute may be related to 
a specific event that occurred there (ibid).  
 
Jobber (2004, p. 269) adds a clear differential advantage can be achieved through a brand name, 
image, service, design, guarantees, packaging and delivery. In addition, these factors are usually 
used in a combination. The author presents an analytical framework that can be used in order to 
analyse the current position of a brand in the marketplace. The strength of a brand’s position is built 
on six elements: brand domain, brand heritage, brand values, brand assets, brand personality and 
brand reflection (see Figure 9). Brand domain refers to the choice of target market. Other five 
factors provide ways for creating a clear and differentiated advantage (Jobber, 2004, pp. 269-271). 
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                    Figure 9. The Anatomy of Brand Positioning. 
                                             From “Principles and Practice of Marketing (4th ed.)” by  
                                                  Jobber, D., 2004, Berkshire: McGraw-Hill International (UK) Limited, p. 270. 
                              

1) Brand Domain – Refers to the brand’s target market, for example, where the brand 
competes in the marketplace. 

 
2) Brand Heritage – Refers to the brand’s background and culture. Answers to question how 

the brand has achieved success and / or failure over its life. 
 

3) Brand Values – Refers to the brand’s core values and characteristics. 
 
4) Brand Assets – Refers to symbols, features, images and relationships that distinct the brand 

from its competitors. 
 
5) Brand Personality – Refers to the brand’s character which can be described through, for 

example, people, animals or objects. 
 
6) Brand Reflection – Refers to how the brand relates to self-identity which means how the 

customer perceives him / herself as a result of buying / using the brand (ibid). 

2.3.3.1 Brand Assets 
Blain et al (2005) have researched brand assets, especially logos, in the context of DMOs’ 
marketing activities, and concluded that logos are widely used in DMOs in order to support 
marketing efforts. This study emphasis brand assets as they relate to positioning which according to 
Hankinson (2004a), is a part of the core brand.  
 
Berthon, Hulbert and Pitt (1999) state in Blain et al (2005) that brands can ultimately be considered 
as “symbol(s) around which relationships are built”. According to Blain et al (2005), this means 
that logo designs often become one of the key components of branding. The brand symbol may 
include a distinguishing name, logo, trademark or package design. The authors further define logos 
as “graphic designs (with or without words or ‘taglines’) and are used by companies to identify the 
firm and/or products that they create”. Logos are often claimed to become a central brand image 
representing products, services or destinations. In addition, as the world becomes standardised due 
to globalisation “…logos play a critical role in creating a readily identifiable, distinctive image for 
differentiating the product, service, or firm that employs effective visual stimuli. These visual cues 
can enhance firm reputation and serve as a competitive advantage” (ibid). 
 
In the context of tourism, destination logos can be used in DMO marketing activities to establish 
brand image and identity (Blain et al, 2005). These factors are considered to be especially relevant 
before the actual visitor experience. As there are thousands of destinations to visit, logos can 
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effectively stimulate awareness and communicate desired attributes to visitors, and thereby reduces 
search costs, and ultimately leads to a choice of destination (ibid). According to Murphy et al 
(2007), building a destination image means identification of the most relevant associations for the 
destination. The linkages of these associations to the destination brand should be then strengthened. 
This can be achieved by using a slogan or logo; an element that becomes the trademark and acts as 
an anchor communicating strong and coherent associations with the destination brand (ibid). 
 
Pike (2005) states that for a majority of destinations a slogan is necessary public communication of 
a destination’s brand positioning strategy. As places are becoming increasingly difficult to 
differentiate, a slogan may provide the link between the brand identity and aspired to by DMOs and 
the actual brand image held in the market. The challenge for DMOs lies in a development of a 
slogan that encapsulates a destination’s multidimensional and often diverse range of natural 
resources, built attractions, culture, activities, amenities and accommodation. However, in order to 
be effective the positioning strategy suggests that reaching the minds of busy consumers requires a 
concise message focusing on one or few brand associations. This is a difficult task for DMOs, and 
often a slogan attempts to cover everything the destination has to offer such as “Kenya – creation’s 
most beautiful destinations, all in one country” and “Ohio – so much to discover”. In some cases the 
difficulty tends to be manifested in slogans such as “Greece – beyond words”, and rarely does a 
destination achieve a focused slogan such as “Arizona – Grand Canyon state” or “Snowy Mountains 
– Australia’s high country” (ibid). 

2.3.4 Brand Image 
Sarma (2007) has acknowledged that the concept of image management is an important area of 
overall destination management. Image management consists of building and maintenance of 
external image of a destination. The image of a destination may be tourist-segment specific which, 
in turn, facilitates the destination’s positioning and therefore reduces risk elements for the 
prospective travellers, especially for those who are visiting the destination for the first time. Image 
management provides help when it comes to lengthening the maturity phase and initiation of 
rejuvenation, which both are crucial stages of the destination life cycle. Studies on destination 
image have suggested successful achievement of the goal of matching the needs of the target groups 
with the physical features actually presented by the destination (ibid). 
 
Blain et al (2005) consider destination image as a significant factor in determining visitor choice. 
According to Echtner and Ritchie (1991) in Blain et al (2005), destination image is defined as “not 
only the perceptions of individual destination attributes but also the holistic impression made by the 
destination”. Furthermore, as the competition for tourists and their spending increases, it follows 
that destination branding should include both concepts of destination image as well as 
competitiveness (ibid). Hosany et al (2006) state brand image is defined in terms of brand 
personality. In some cases, these terms have been used to measure consumers’ perceptions of 
brands. The authors have recognised that many researchers support the view that destination image 
is a multidimensional construct that includes two primary dimensions: cognitive and affective. The 
cognitive dimension can be described as “beliefs and knowledge about the physical attributes of a 
destination”, while the affective dimension “refers to the appraisal of the affective quality of 
feelings towards the attributes and the surrounding environments” (ibid). 
 
Hankinson (2004b) argues that images fall on a continuum of organic, induced and complex 
images. Organic images are developed over a long period of time. They represent “the totality of 
what a person already knows or perceives about that destination … from newspapers, radio and TV 
news, documentaries, periodicals, dramas, novels, and non-fictional books and classes on 
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geography and history”, according to the author. Leisen (2001) adds that organic images are beyond 
the control of the destination area. Organic images are then replaced by induced images that are 
directed by the destination’s marketing efforts such as colourful brochures distributed by Visitor 
Information Centres, information available in travel agencies, travel articles in magazines, TV 
advertisements etcetera (ibid). According to Hankinson (2004b), in the final stage of the continuum 
a complex image is developed which results from the interaction of the actual experience of visiting 
the destination with beforehand held images (ibid).  
 
Hankinson (2004a) states the third element of the core brand is brand reality. Both the personality 
and the positioning need to be firmly rooted in reality on order to fulfil the promised experience. 
The development of a core brand is not about creating an image that presents a highly selective 
identity in order to sell the place. In turn, the successful destination branding is a combination of 
imaginative marketing supported by investment in the key services and facilities that are required in 
order to be able to deliver the offered experience (ibid). 

2.4 Advertising Message 
According to Hankinson (2004a), in order to the core brand become successful, a consistent identity 
needs to be portrayed through marketing communication channels such as advertising, publicity and 
public relations. In addition, organic channels such as arts and education can be used. The author 
refers to this by “Media Relationships” presented earlier in Figure 3 earlier on the page 9. The role 
of effective public relations is to picture a positive organic image. It is suggested that organic 
communication process, developed through the arts, education and media, has the strongest and 
most pervasive influence on the image of a destination (ibid). 

2.4.1 Sources of Information 
Number of external information sources is used by tourists while they form the image of the 
destination (Sarma, 2007). These sources act as tools which facilitate image formation and include 
communication media such as brochures, guidebooks, local tourist offices, travel guides, travel 
agents, magazines, newspapers, friends and relatives, and also personal experiences. In addition, 
seven information groupings have been identified (ibid): 
 

1) Pre-purchase mix (heavy use of wide variety of contributory sources) 
2) Tourist bureau 
3) Personal experience 
4) Ongoing (magazines and newspapers) 
5) On site (referrals from information sources) 
6) Automobile clubs 
7) Travel agency 

 
Sarma (2007) provides an example of information sources used within alternative tourism, in 
particular within adventure travellers. The sources include specialised guide-books, webpage and 
videotapes / CDs. Overall; information sources fulfil “aesthetic” needs, which include the need for 
an image of a destination too (ibid). 

2.4.2 Message 
According to Hartl (2004, p. 15), most of the tourism marketing books define destination as a 
product that should be marketed as any other product. The author continues to argue that this is not 
the matter as a destination is more complicated to manage than other operations due to its 
intangibility and inseparability, typical characteristics for a tourism product, but in addition, with 
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several different actors that are independent operators at their own right. Tourism destinations are 
unique entities from a marketing point of view as planning a marketing strategy for a destination is 
a more complex process than planning for a single product or company. Hartl (2004) continues to 
state: “A message from any one destination will only be heard among the ‘noise’ created by the 
promotional efforts of all the other destinations if it is: 
 

 Consistent (i.e. different organisations from the same destination do not present conflicting 
messages) and innovative; 

 Repeated frequently; and 
 Seen by many people (‘reach’)” (ibid). 

 
According to the author, consistency means that numerous tourism operating within any given 
destination organisation need to cooperate. High frequency and reach mean money needs to be 
spent, which is a resource many destinations are finding increasingly scare (Hartl, 2004, pp. 42-43). 

2.4.3 Marketing of Ecotourism 
Wheeler (1995) states media has travelling advertising campaigns from ferries to hotels. These 
campaigns suggest a move back to “the golden age of the traveller” which provides an image of 
“the sophisticated traveller for a quality product”. The quality aspect is endorsed by the message 
that states if the consumer chooses this holiday, he or she will emphasize the sensitivity to the host 
environment and make the right choice from moral perspective. In turn, this right choice is 
connected to a high quality, exclusive product. In addition, this image is illustrated by the scarce 
availability of the product in small quantities; a necessary component of green tourism (ibid). 
Dowling and Page (2002, p. 254) suggest there are several marketing guidelines for ecotourism: 
 

 Establishing a realistic budget 
 Employing individuals with tourism marketing experience 
 Gaining knowledge of the market 
 Establishing ecotourism as a unique and niche market 
 Individuals involved in ecotourism business have a genuine “green” interest and 

commitment  
 The promise of what can be delivered must be kept 
 Eco-efficiency needs to be considered in every part of the ecotourism process 
 Interpretation at tours and basic facts printed in several languages should be available 

 
Dowling and Page (2002, pp. 252-254) argue infrastructure needs to be available in order to support 
ecotourism development. The authors claim the literature includes concern over attracting ‘the right 
sort of ecotourist’: the ‘born’ and ‘made’. A ‘born’ ecotourist has a predisposition to nature and 
nature travel where as a ‘made’ ecotourist is a form of latent demand waiting to be attracted. In 
order to bind ‘born’ and ‘made’ ecotourists, following approaches of marketing ecotourism have 
been identified: 
 

 “the identification of the characteristics of the desired target group; 
 appropriate advertising; 
 careful development of the advertising message; 
 the development of a mailing list”. 

 
In recent years there has been a move towards establishing of accreditation and certification within 
ecotourism in order to dispel negative perceptions of the industry and communicate to the consumer 
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what operators truly are ecotourism businesses. In addition, a legitimate ecotourism business can 
use the accreditation and certification as an extra marketing tool against competitors (ibid). 

2.4.3.1 Language Used in Ecotourism 
Ideally, ecotourism should be sold to consumer in a sensitive way by having sustainable as a key 
element in the marketing message together with clear conservation goals (Dowling & Page, 2002, p. 
269). Moreover, marketers need to be ethical in their marketing efforts as consumers are 
increasingly becoming more discerned about the green products offered in the marketplace. It has 
been argued that the language of promotion does not always support the intentions of the person or 
organisation that uses it. Poorly used language leads to reduced quality and performance of 
ecotourism activities, which in turn, may lead to an expanded gap between what the tourist expects 
from the ecotourism experience and what is actually delivered. The authors further suggest a range 
of marketing language that has emerged within ecotourism with a scale from eco-sell through to 
values-orientated perspectives (ibid) (see Figure 10). 
 NON-SPECIFIC, SELL-ORIENTATED PHRASES 

SPECIFIC, VALUES-ORIENTATED PHRASES 

 
Eco-Sell Oriented 
• we just offer the best, most affordable and largest variety of ’classic and unusual’ ecotourism one can find, anywhere 
• rainforest ecology  tours 
• budget travel  to ’untouristed’ destinations 
• areas generally neglected by the teeming tourist masses 
• destinations untouched by mass tourism 
• off the beaten track 
 

Generic Language 
• environmental awareness, self-discovery and personal exchange with exotic cultures or enchanted adventures to classic 
   destinations 
• ecologically sensitive 
• cross-cultural focus 
• environmentally friendly 
• sensitive to both the physical environment and to local culture 
• spirited adventures for the responsible traveller 
• sustainable ecological development 
• people-conscious nature tours 
• nature travel 
 
Science/Conservation Oriented 
• one-week volunteer work 
• visit the world’s natural environments while you help preserve them. Trip proceeds support environmental and cultural 
  preservation 
• some trips involve travellers in conservation projects 
• scientific expeditions 
• restoration projects 
• tours support jungle conservation and Peruvian children’s foundation 
 

Explanatory/Values Oriented 
• small groups (8-10) 
• maximum group size 12 
• worked-owned transport companies 
• locally owned hotels 
• gives 1 per cent of profits to peace and environmental groups 
• newsletter prior to departure and lectures through tour 
• woman- and indigenous-owned businesses 
• supporting local economic development 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
   Figure 10. Spectrum of Language Used to Market Ecotourism.  
   From Wight, P. (1993) in ”Ecotourism” by Dowling, R.K. & Page, S.J., 2004,  
   Harlow: Pearson Education Limited, p. 270.
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2.5 Conceptual Framework 2 
The research purpose of this study is to gain better understanding of how DMOs that represent 
ecotourism develop destinations in the context of brand personality and advertising message. A 
framework that describes how theories are used in order to support the research purpose and answer 
research questions is presented in Figure 11. 
 
               
 
 
 
 
 
 
 
 
 
 
 
 
Figure 11. Conceptual Framework 2 – the Use of Theories. 
Source: Author’s Own Design. 
 
RQ 1: How do DMOs develop tourism destinations? 
In order to answer to RQ 1, the destination lifecycle model, originally developed by Butler in 1980 
is used. Both Cooper et al (1998) and Buhalis (2000) provide more insight to this model. TALC 
presented by Cooper et al (1998) (see pp. 9-11) describes the seven-stage destination development 
model. Buhalis (2000) provides a five-stage destination development model and combines a 
marketing aspect to these stages (see p. 11).  
 
RQ 2: How do DMOs create brand personality? 
In order to answer to RQ 2, Aaker’s (1997) and Ekinci and Hosany’s (2006) definitions of brand 
personality and destination personality (see p. 12) are used. Aaker (1997) has developed a 
framework for brand personality that Ekinci and Hosany (2006) have applied into tourism context 
(see pp. 12-13). Hankinson (2005) and Hankinson (2004a) discusses the importance of brand 
attributes in a combination to brand personality (see pp. 13-14). Jobber (2004) provides a 
framework for positioning consisting of six factors (see pp. 14-15). Murphy et al (2007) discuss the 
importance of logos and slogan in the context of destination positioning and brand personality 
development. In addition, Pike (2005) provides insight to the discussion of slogan and its 
formulation (see pp. 15-16). Furthermore, Hosany et al (2006) discuss the connection between 
destination image and destination personality (see p. 16).  Hankinson (2004b) and Leisen (2001) 
provide definitions and explain the concept of image (see pp. 16-17).  
 
RQ 3: How do DMOs incorporate brand personality into the advertising message? 
In order to answer to RQ 3, Sarma’s (2007) categorisation of different sources where tourists tend 
to find their information about a specific destination (see page 17) is used. In addition, Hartl (2004) 
emphasis the importance of a coherent advertising message (see pp. 17-18). Dowling and Page 
(2002) discuss marketing of ecotourism and provide guidelines for ecotourism practitioners. 
Finally, the authors highlight generic words and phrases used in marketing of ecotourism (see pp. 
18-19).



 
METHODOLOGY 

 

 

 - 20 - 

3 Methodology 

____________________________________________________________ 
The purpose of Chapter Three is to describe to the reader how this study was conducted. The 
chapter starts by explaining how literature was found for the study. After this, the research purpose, 
approach and strategy are presented and the sample selection and data collection method will be 
motivated. Furthermore, how the data was analysed is presented. Finally, the chapter brings up to 
discussion the possible method problems that may have occurred while conducting this study. 

3.1 Literature Review 
According to Denscombe (1998, p. 158), a research should start off with a literature review that: 
 

 “shows that the researcher is aware of the available existing work already undertaken 
in the area; 

 identifies what the researcher takes to be the key issues, the crucial questions and the 
obvious gaps in the current state of knowledge; 

 provides signposts for the reader about ‘where the research is coming from’ – it allows 
the reader to see which theories and principles have been influential in shaping the 
approach adopted in the proposed research.“ 

 
This means the literature review lies as a foundation for the research questions that will help to 
advance our understanding of the topic (ibid). 
 
In this study, databases Ebsco, Elsevier Science Direct, Emerald and Sage Premier have been used 
via Luleå University of Technology homepage in order to find full-text and peer-reviewed studies 
from academic journals that are related to the area of research. Following search words have been 
used: tourism, ecotourism, destination, marketing, image, branding, green marketing and destination 
personality. Websites ekonominyheterna.se, nutek.se and ecotourism.org were used in order to gain 
latest information about tourism, its economy and trends. In addition, I have used textbooks and 
doctoral thesis in order to find theory and gain more insight into the area of research. Textbooks and 
doctoral thesis were found via Luleå University Library's catalogue Lucia. 

3.2 Purpose of Research 
Hair, Money, Samouel and Page (2007) state there are three research designs: exploratory, 
descriptive and causal design (op cit, p. 153). The authors define the designs following: 
 

 Exploratory Design is used when the researcher knows little about the problem or 
opportunity, and aims to discover new relationships, patterns, themes, ideas etcetera (op cit, 
p. 154).  

 
 Descriptive Design is used in order to obtain data that describes the characteristics of the 

topic the research is aiming at. This type of research is often structured and specifically 
designed to measure characteristics in research questions. Hypothesis, derived from theory, 
often guides the process and provides a list of what needs to be measured (op cit, p. 155). 
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 Causal Design aims to test whether one event causes another or not. A causal relationships 
means that a change in one event generates a corresponding change in another (op cit, p. 
160). 

 
The purpose of this thesis was to gain better understanding of how DMOs that represent ecotourism 
develop destinations in the context of brand personality and advertising message. The purpose 
aimed to explore more about destination development, the brand personality creation process and its 
connection to the advertising message in DMOs that represent ecotourism. The research questions 
aimed to describe destination development, brand personality creation and advertising message in 
DMOs. Finally, conclusions aimed to find causality and provided findings and explanations in order 
to answer to the research questions and reach the overall purpose. 

3.3 Research Approach 
According to Denscombe (1998, p. 173), there are two research approaches: quantitative and 
qualitative. According to the author (1998, pp. 174-176), a quantitative study is associated with 
“numbers as the unit of analysis”, “analysis”, “large-scale studies”, “a specific focus”, “researcher 
detachment” and “a predetermined research design”. A qualitative study tends to be associated with 
“words as the unit of analysis”, “description”, “small-scale studies”, “holistic perspective”, 
“researcher involvement” and “an emergent research design” (ibid).  
 
This study has been a qualitative study. The study has used words as units to analyse and describe 
the processes and patterns of behaviour related to branding in DMOs. Furthermore, this study has 
been a small-scale study as a single case study has been the research strategy. The study provided a 
holistic perspective as it focused on specific factors such as destination development, brand 
personality and advertising message. The purpose of the thesis stressed to highlight how things are 
related and interdependent. The researcher’s bearing has been affecting on the nature and 
interpretations of the data collected. Finally, the theory and methods have been developed on a 
continuous basis during the writing process of this thesis. 
 
There are two reasoning to qualitative data: inductive and deductive (Hair et al., 2007, p. 288). The 
authors state a qualitative research can be characterised as discovery orientated that uses the data to 
generate ideas and is based on inductive reasoning meaning that theory is developed after the data 
collection. However, this study has been the nature of deductive reasoning, which means working 
from more general towards the more specific. The data collection was based on theory and 
conceptual framework developed before conducting the data collection. According to Hair et al 
(2007, p. 288), this characterises a deductive reasoning. 

3.4 Research Strategy 
There are four approaches to qualitative data, according to Hair et al (2007, p. 289): 
phenomenology, ethnography, grounded theory and case studies. The research strategy for this 
study has been a case study. Denscombe (1998, p. 32) states that a case study often prefers small 
numbers that are investigated in depth. According to the author, “Case studies focus on one instance 
(or a few instances) of a particular phenomenon with a view to providing an in-depth account of 
events, relationships, experiences or processes occurring in that particular instance.”  
 
The decision why this strategy was chosen was based on the research purpose that focused on 
details, relationships and processes. Furthermore, this strategy choice is suitable to the research 
questions which aimed to answer not only how destinations are developed by DMOs and how 
DMOs brand personality is created, but also how destination personality is used in DMOs 
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advertising message. A case study strategy made it possible to provide better knowledge and 
understanding of the crucial decisions made in DMOs brand creating processes. As a small scale 
study was conducted, the amount of time was limited and a research could not be generalized, a 
case study was the most suitable strategy to be used. The case study consisted of one sample: 
Swedish Lapland. 

3.5 Sample Selection 
According to Hair et al (2007, p. 170), a sample is a rather small subset of the population and is 
drawn by using probability or nonprobability procedures. The latter is often typical for a qualitative 
research, and judgment is used to select the sample. Findings from the sample can be used to 
describe, discover and develop theory. They may be used to generalize the population but it cannot 
be done with exact accuracy (ibid). 
 
The county tourism organisation Swedish Lapland in Norrbotten, Sweden was chosen as the sample 
for the case study. This decision was based on the fact that tourism has been growing rapidly in the 
county of Norrbotten and the tourism industry has been gaining a lot of publicity in media lately. It 
was interesting to gain more information of how Swedish Lapland is working regarding its brand 
creation process, especially when the organisation had changed its name lately. In addition, there is 
a lot of nature based tourism in the county of Norrbotten which made it interesting to gain more 
knowledge how this fact is taking into consideration in Swedish Lapland’s marketing activities. The 
Managing Director of the organisation was contacted by e-mail and asked if he would be interested 
in answering to few questions for the Bachelor Thesis. The Managing Director was contacted as it 
was important to obtain data from the management level where the decisions are made. 

3.5.1 Sample Presentation – Swedish Lapland 
Norrbotten Tourism Council was founded in 2001, and in 2007 the organisation changed its name 
to Swedish Lapland. The organisation acts as an economic association owned by its members. Due 
to the geographical size of the county of Norrbotten, the organisation is divided into eight main 
destinations: Polcirkeln (Arvidsjaur and Arjeplog), Kiruna, Gällivare, Jokkmokk, Älvsbyn, Piteå, 
Luleå, Boden and Heart of Lapland (Pajala, Övertorneå, Överkalix, Haparanda / Tornio and Kalix) 
(see Figure 12). 
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                     Figure 12. Organizational Chart of Swedish Lapland. 
                     Adapted from Internal Material, Swedish Lapland. After translation 
                     by Miia-Ilona Lohela. 
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The continuous work and decision making are carried out by managing director, project manager 
and project coordinator in the organisation. Organisation’s head office is located in Luleå. The 
vision for the tourism industry in Swedish Lapland is: “We have the Northern Europe’s most 
attractive destination for guests who are seeking great and unexpected experiences all year round.” 
(Internal Material, Swedish Lapland). In 2007, the destination had 2.3 million overnight stays and 
24 percent of them were international overnight guests. The destination’s turn over was about 2.8 
billion Swedish krona and the industry employs about 2 500 employees yearly. In 2007, the 
destination increased the number of overnight visits by 11.5 percent, compared to Sweden as whole 
that had an increase by 5 percent (ibid). 

3.6 Data Collection Method 
According to Denscombe (1998, p. 83), there are four data collection methods: questionnaires, 
interviews, observation and written sources. An interview was chosen as a data collection method 
for the case study. Denscombe (1998, pp. 110-111) argues the choice of interview is based on the 
researchers “decision that, for the purposes of the particular project in mind, the research would be 
better served by getting material which provides more of an in-depth insight to the topic, drawing 
on information provided by fewer informants”. As mentioned earlier, the research questions aimed 
to describe the DMOs’ destination development and brand personality creating processes connected 
to advertising context. This meant that an interview needed to be conducted in order to gain in-
depth, detailed information for to be able to answer to the research questions. 
 
Yin (2003, pp. 90-91) states there are three types of interviews: open-ended, focused and survey. 
The interview in this study has been focused as the interview, conducted the 30th of April 2008, 
took one hour and twenty minutes, the interview questions remained open-ended and the level of 
the discussion was conversational. In addition, there was a possibility to ask the respondent about 
the facts of matter as well as his opinion about certain events. These factors support Yin’s theory of 
focused, open-ended interviews (ibid). The interview was held in the office of the Managing 
Director of Swedish Lapland, Jan-Erik Jaensson. The interview was tape recorded and notes were 
made by the reseracher during the interview. The interview guide (see Appendix A-B) was sent to 
Jaensson one week beforehand by e-mail in order for him have time to go through questions and 
possibly clear few matters that he may have been unsure of. The structure of the interview guide, 
consisting of six topics with the total of 30 questions, can be found below: 
 

 Organisation 
 Destination Development 
 Brand and Brand Personality 
 Positioning 
 Marketing 
 Nature Tourism / Ecotourism / Sustainable Development 

 
Documentary information is likely to be applicable for every case study topic. However, 
documentation should be used in care as they may be biased (Yin, 2003, pp. 85-87). Documentary 
used in this case study has been internal material received from Jaensson in the end of the interview. 
Documentary consisted of the brochure Länsturismstrategi 2004-2010 edited by Swedish Lapland 
and 24 Power Point-slides including gathered information of events and advertising material used 
by Swedish Lapland during the last year. 
 
After conducting the interview, the empirical data was transcripted in Chapter Four into paragraphs 
that followed the conceptual framework presented in paragraph 2.5 in Chapter Two. The empirical 
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data was transcripted by using the notes and tape record used in the interview. The empirical data 
was written down as much like Jaensson had said, and send back to him the 12th of May 2008 for a 
double-check and approval. 

3.7 Data Analysis 
After the collection of qualitative data, it needs to be reduced and organised in order to be able to 
draw conclusions (Hair et al, 2007, pp. 292-294).  
 

 Data reduction means selecting, simplifying and transforming the data in order to make 
it more manageable and understandable. The reduction concentrates on what should be 
emphasised, minimised and eliminated from further study. Data reduction is guided by 
the relevance of the emerging themes and patterns to the study’s research questions.  

  
 Data display is the second step that organises the information in a way that facilitates 

drawing conclusions. Data display concentrates on linkages and develops explanations 
that relate to the findings in relevant theory.  

 
 Drawing conclusions means deciding what the identified themes and patterns mean and 

how they help to answer the research questions (ibid).  
 

After presenting the empirical data, the data was reduced in Chapter Five by selecting and 
summarizing the relevant data for the within-case analysis where the data was compared against the 
theory according to the conceptual framework. Finally, conclusions were drawn, research questions 
answered and recommendations for theory, practitioners and future research were provided in 
Chapter Six. 

3.8 Quality Standards 
According to Denscombe (1998, pp. 240-241), a well-organised research should pay attention to 
two important things: reliability and validity. Reliability within a research must be performed 
correctly and the conclusion of the research should be similar to the one that a different researcher 
obtained. Validity within a research represents what degree the data of the study is exact, real and 
reliable (ibid).  
 
The Marketing Director was conducted as the researcher was interested in obtaining the data from 
the management level where the decisions are made. The interview guide was sent to the respondent 
one week in advance, which gave him an opportunity to double-check his information if there was 
uncertainty of some matters. By recording the interview, it was possible to listen to it again and be 
certain about the gained data. The transcription of data was sent back to Jaensson for final approval 
in order to minimize the risk that the researcher had misunderstood something during the interview. 
The choice of open questions gave the respondent a possibility to formulate his answers from his 
own perspective.  
 
The literature review consisted of different literature in order to be able to find relevant information 
that could be used in theory and further when formulating interview questions. Part of the literature 
was in Swedish which meant the researcher needed to translate the text. In addition, the interview 
was conducted Swedish which meant the interview questions and gained data needed to be 
translated to Swedish. Although, a native speaking English person reviewed the translations, some 
translation errors may have occurred during these processes due to the reason this person was not 
fully aware of the theory and data collection methods behind this thesis. 
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4 Data Presentation of Swedish Lapland 

____________________________________________________________ 
The purpose of Chapter Four is to provide the result of the empirical data collected from the 
interview with the Managing Director of Swedish Lapland, Jan-Erik Jaensson. The chapter is 
divided into the three research questions. 

4.1 Tourism Destination Development 
Jaensson explains the main responsibilities Swedish Lapland have are comprised into a process 
called ”Kraft”. According to Länsturismstrategi 2004-2010 (p. 14) edited by Swedish Lapland, this 
process determinates six main focus areas for the organisation: 
 

1) To Spread the Information and Knowledge Development  
(e.g. to gather, make it accessible and communicate fact/statistics and results from market- 
and customer surveys) 

2) Capability Development 
(e.g. make an inventory of need for capability development and establish plans for this) 

3) Quality Assurance 
(e.g. establish criteria for the concept of quality and together definite the lowest quality level 
for the participation in common activities) 

4) Marketing and Increased Accessibility 
(e.g. image marketing, to create an attractive picture of the area, and work for better 
communications from and within the county) 

5) Represent Industry’s Common Interests 
(e.g. act  as a speaking partner for the county and raise questions that are important for the 
industry that appeal to a higher authority and the partners concerned) 

6) Strategic Coordination 
(e.g. responsible for that the county’s coordination group meets two times per year and 
evaluates and establishes action plan for winter and summer) 

 
The geographical area of Swedish Lapland makes it possible to have a wide range of tourism types 
from winter sports such as skiing and skating to various summer activities on the sunny coastline. 
According to Jaensson, the most important private national and nearby markets for Swedish 
Lapland are Västerbotten and Mälardalen. On the summer time many Norwegians choose Swedish 
Lapland due to sunny coastline and cheaper prices than in Norway. From the international 
perspective, Swedish Lapland follows VisitSweden’s1 target market categories. At the moment the 
organisation is in a process to focus on few countries such as Great Britain and Germany. In Great 
Britain, Jaensson names that even London’s population would be enough large market for the 
destination. During the winter 07 / 08 Kiruna airport has had direct flights to and from London. In 
Great Britain, the target market is individuals with Double Income, No Kids, referred to as DINKs. 
In Germany apart from this target market, the concentration is on Wealthy Healthy Older People, 
referred to as WHOPs. In addition, Swedish Lapland has a target market called MICE, which means 
Meetings, Incentive, Conferences/Congresses and Events. 

                                                 
1“VisitSweden is a national organisation, responsible for the promotion of Sweden as a business and leisure travel 
destination.” (VisitSweden, n.d)
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Swedish Lapland has been concentrating on building a strong organisation and brand. The 
organisation cooperates, for example, with the County Administrative Board of Norrbotten and 
Luleå University of Technology. Swedish Lapland consists of nine destinations that are in different 
maturity degrees when is comes to the destination development. Kiruna has been longest as a 
member of Swedish Lapland where as Jokkmokk founded a destination company in autumn 2007. 
Destination Älvsbyn is considered to be too small as a destination itself. There has been a 
suggestion to combine Älvsbyn to destination Polcirkeln. 
 
Swedish Lapland prioritises cooperation and brand development when it comes to destination 
development. “Länsturismstrategi 2004-2010” has been developed and is used as a communication 
platform, for example, in European Union and the County Administrative Board of Norrbotten. 
Swedish Lapland has worked closely with VisitSweden regarding target market recognition and 
competitor analysis. In addition, various marketing efforts have been conducted, for example, by 
advertising on local Channel 4. Swedish Lapland has worked towards improving infrastructure by, 
for example, gaining more direct flights to the area. According to Jaensson, the surveys show that 
tourists are planning shorter trips more often. This means that is crucial to have good 
communications to the destination. Moreover, Swedish Lapland aims to have an effect on the 
government. Lately, the organisation has been working towards gaining Swedish Railway, SJ, to 
have connections to Norrbotten. In addition, the organisation supports the idea of building 
Norrbottia Bana.  

4.2 Brand Personality 
Jaensson states Swedish Lapland has put a lot of effort on developing its brand. In addition, a wide 
brand campaign has been conducted for the last one and a half years in order to communicate the 
brand to the public. Swedish Lapland’s core brand strategy has been including six core values: 
authenticity, contrasts, safety (security), sensuality, exotic and pride. During the last year, these six 
core values have been comprised into three: authenticity, contrasts and duties of a host. Reason for 
this is to gain clearer picture over the core brands. Furthermore, the remaining three values are 
embedded into authenticity, contrasts and duties of host. According to Länsturismstrategi 2004-
2010 (pp. 11-12), the core values can be described following: 
 

 Authenticity 
            -  the products and services should have a natural support to region’s culture, tradition 
               and vision 
            -  the human being is in the centre 
            -  consciousness of ”being ourselves” 

 Contrasts 
-  the county’s multiple nature, culture, climate and geography 

 Duties of a host 
-  the experience should always give more than is expected. The guests expectations are 
exceeded by offering the little “extra” which often goes back to the meeting with the 
human being – duties of a host 

 
According to Jaensson, Icehotel in Jukkasjärvi is probably the best known attraction in Swedish 
Lapland. Furthermore, Jaensson believes that the word Lapland is often connected to Icehotel. 
There are three UNESCO’s world heritage sites in the area: Church Village of Gammelstad, 
Laponian Area and Struve Geodetic Arc. In addition, the Sami people are known as well as 
unspoiled rivers and mountains Kebnekaise and Abisko. Jaensson names few celebrities such as 
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stand-up comedian Ronny Eriksson and author Bengt Pohjanen that may be known. In addition, 
sport athletes can be recognised. 
 
Competition is difficult to define for Swedish Lapland, according to Jaensson, due to the variety of 
offerings the destinations has. In addition, the seasonality of these offerings adds a factor that is 
complex to define in terms of competition. As a few examples, Jaensson names Canada and Alps as 
competitors for companies selling skiing related services. Finnish Lapland with Santa Claus and a 
ski resort Levi’s 21 000 bed places is another competitor. However, Finnish Lapland positions itself 
as a mass tourism destination for active families. Jaensson notifies that Swedish Lapland 
concentrates rather to create more unique experiences for niche markets. This means that Swedish 
Lapland tries to draw fewer tourists that are profitable. 
 
According to Jaensson, Swedish Lapland has had a more positive tourism development measured in 
overnight stays than the rest of the Sweden. Jaensson explains that Kiruna is a destination that has 
been developing extremely positive: the hotels, for example, are often fully booked. However, 
Jaensson recognises a need to build more accommodation in Norrbotten. Today there are about 
15 000 bed places in the county but an increase to 30 000 would not be a problem, according to 
Jaensson. At the moment Luleå can accommodate corporate meetings including between 200-300 
participants. Jaensson believes that Luleå could benefit of having a five star hotel, which the city is 
lacking today.  
 
Swedish Lapland positions itself towards competitors by using its core values in the communication 
process. The brand “Swedish Lapland” Jaensson considers being strong and easy to remember. 
Furthermore, the core values separate Swedish Lapland from its competitors. Jaensson describes 
Swedish Lapland’s personality by its core values: authenticity, contrasts and duties of a host. These 
features are not written in marketing material; they are communicated through pictures, images. 
These images create expectations that need to be fulfilled by the entrepreneurs and other actors in 
the destination. Jaensson explains it is important that entrepreneurs and other actors understand and 
communicate the image in the same way. For example, when a new tourism business is planned, 
Swedish Lapland informs the company of their efforts related to branding and image that the 
organisation wishes to communicate. Swedish Lapland conducted a survey of how its brand is 
understood in the beginning of May 2008. This was done for the first time and the plan is to 
continue having a survey every year in order to measure, for example, how the organisation has 
succeeded with its marketing activities.  
 
Swedish Lapland uses a logo comprised of a snow flake (see Figure 13). The organisation has a 
slogan that is used in advertising material at times. The slogan runs: “There is only one reason to 
visit - your own.” Swedish Lapland’s logo should communicate the core values the organisation 
possesses. 
 
 
 
 
 
 

            Figure 13. Swedish Lapland’s Logo (on the left) and Brand (on the right).     
                                         From Internal Material, Swedish Lapland. 
 
Jaensson explains the problem regarding branding process is that both local entrepreneurs on other 
industries than tourism and municipal decision makers do not always understand the brand 
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“Swedish Lapland”. The name can be misunderstood. Jaensson provides an example of a retail shop 
worker who answers that Luleå is not in Lapland, when a tourist asks for more information of 
Swedish Lapland. This problem has now been addressed and more efforts have been done in order 
to involve popular support for the brand. For example, a sign stating “The port of Swedish Lapland” 
has been set on the harbour in Luleå where the large cruises arrive to on summer time.  
 
In order to communicate the brand and gain popular support for the brand, Swedish Lapland has 
started to use product placement lately2. On the Swedish program Körslaget shown on prime time 
on Saturday evenings, in participant Brolle’s3 insights Swedish Lapland’s logo has been presented, 
for example, on Brolle’s bus. During May and June 2008, Swedish Lapland has advertised on local 
Channel 4. The organisation had a jingle before and after the local weather forecasts. The jingle 
included Swedish Lapland’s logo and script “Swedish Lapland - Markets Tourism in the County of 
Norrbotten”.  

4.3 Advertising Message 
Swedish Lapland prioritises the cooperation of industries when it comes to marketing. Jaensson 
gives credit for tourism entrepreneurs in Norrbotten who work together in order to save in costs, but 
also gain more satisfied customers. The facing challenge is to get the tourism companies to work 
together and towards the same geographical markets. In addition, it is important to work with the 
destination image and continue to paint the picture of the core values. 
 
Swedish Lapland has several themes that are used (see Figure 14). All of these themes are 
registered at Swedish Patent and Registration Office. Jaensson provides an example of the theme 
“The taste of Swedish Lapland”. The organisation has participated on the trade show Smaklust in 
Stockholm where the destination’s delicious ingredients were represented. The destination’s 
restaurants have been going through a process of certification on locally produced food. Jaensson 
adds it is positive that the destination’s restaurants have been recruiting skilful chefs.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
               
                                          Figure 14. Examples of Patented Brand Concepts. 
                                          From Internal Material, Swedish Lapland. 
 
                                                 
2 According to Jobber (2004, p. 913), product placement is ”the deliberate placing of products and/or their logos in 
  movies and television, usually in return for money”. 
3 Brolle is a Swedish singer and musician from Boden (Wikipedia, 23rd of May 2008). 
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Lately, Swedish Lapland has been communicating its image to the target markets by using larger 
and more channels than before, for example, television and radio advertising. Swedish Lapland’s 
image is represented through core values, but also the destination positions itself as an extraordinary 
destination: here the tourist can, for example, hear how the snow sounds when walking on it. The 
adverts does not state “Buy buy”. Moreover, the image of Swedish Lapland is portrayed through 
pictures and different brand concepts such as “The taste of Swedish Lapland”. 
 
Due to cost related reasons the organisation has reduced advertising on newspapers. Adverts have 
been placed on head rests on the Arlanda Express (see Appendix C) and in the escalators at Arlanda 
Airport (see Appendix D) during the weeks of four and five in 2008. The theme in the adverts has 
been “The taste of Swedish Lapland”, “The sounds of Swedish Lapland” and “The colours of 
Swedish Lapland”. During December 2007 and January 2008 adverts have been placed in the 
newspaper Metro (see Appendix E). Themes in these adverts have been “The islands of Swedish 
Lapland”, “The adventures of Swedish Lapland”, “The taste of Swedish Lapland” and “The 
mountains of Swedish Lapland”. Later on this year, Swedish Lapland will advertise in the magazine 
Allt om Bröllop in order to focus on a profitable niche market: weddings. 
 
Swedish Lapland has been participating on few travel trade shows such as Travel 2008 and 
Smaklust in Stockholm where the food producers from Norrbotten acted together under the brand 
concept “The taste of Swedish Lapland”. Two weeks before this trade show, adverts were placed in 
the magazine Allt om Mat (See Appendix F). On an international level, Swedish Lapland has 
attended the trade show EIBTM in Barcelona in order to meet the MICE target group. In addition, 
the organisation has produced a video of 2.45 minutes that shows the possibilities of having 
conferences in Norrbotten. This video has been displayed, for example, at Luleå airport Kallax next 
to the checking in desks where the customers often queue and have spare time to watch.   
 
Another ways to market are word of mouth and public relations in form of press releases. Swedish 
Lapland sends out about 20 press releases per year. They are sent to an electronic database where 
5000 journalists have access on them. Swedish Lapland sponsors sports events and has been having 
product placement in the Swedish television Channel 5’s programme Frusna män söker kärlek. 
During the Swedish Eurovision Song Contest semi final held in Kiruna, Swedish Lapland helped 
the destination Kiruna to produce the insights shown during the programme. 
 
Swedish Lapland uses two types of information letters: a membership letter and newsletter. A 
membership letter is distributed via intranet to the organisation’s members. This letter updates the 
latest news happening in Swedish Lapland and provides other useful information. On the intranet 
there is a possibility for Swedish Lapland’s members to add their activities on the media activity 
chart; this way all the members can see what marketing activities are held and when. A newsletter 
sent out to other interests such as VisitSweden and Swedish ambassadors contains information 
about what is happening in Swedish Lapland. Information includes other positive development in 
the county. As an example Jaensson names IKEA’s establishment in Haparanda. 
 
According to Jaensson, there are seven certificated ecotourism companies in Swedish Lapland. 
Jaensson states he has been thinking about the global warming and its effects on tourism and in 
particular Swedish Lapland’s future development. When the temperatures rise in the Mediterranean, 
it means that cooling down the air requires a lot of energy and becomes costly. People are then 
seeking for more cold climates and travel possible to Northern areas. In the North, the snow in the 
coast line disappears and can only be found in the inlands. Jaensson further recognises that the 
airlines will add more environment taxes in the future into their prices. Swedish Lapland organises 
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tourism forums where, for example, environmental factors are discussed. The Swedish Prime 
Minister and Minister of the Environment have been participating in these forums.  
 
Jaensson believes it is important to have an environmental profile for the destination, and for 
example, produce energy by using water and wind. However, some people in the nearby areas have 
had negative views on placing them to the landscape. Icehotell in Jukkasjärvi has been introducing a 
concept of how to become CO2 Negative. The Sami culture represents authenticity and according to 
Jaensson, can be included to the discussion of ecotourism and sustainable development. Jaensson 
would like to see more Sami culture orientated businesses in the future. 
 
Nature- and ecotourism related words are used in Swedish Lapland advertisement to a certain 
extent. Jaensson explains the copy text for the brand concept “The taste of Swedish Lapland” 
includes the line “round the corner” which means that the ingredients are locally produced. In 
addition, the clean water that Swedish Lapland has is highlighted in the brochures. 
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5 Analysis of Swedish Lapland 

____________________________________________________________ 
The purpose of Chapter Five is to provide an analysis of the empirical data collected from the 
interview with the Managing Director of Swedish Lapland, Jan-Erik Jaensson. The chapter is 
divided into the three research questions and the theory related to them as explained in the 
conceptual framework (see Chapter Two, paragraph 2.5). 

5.1 Tourism Destination Development 
Cooper et al (1998, pp. 114-116) describe the framework, referred as TALC, for destination 
evolution. TALC divides a destination’s development into seven stages: exploration, involvement, 
development, consolidation, stagnation, decline or rejuvenation. Swedish Lapland has had 
development from exploration to development stage. The organisation has improved marketing 
efforts, for example, by choosing to use larger communication channels than before, which supports 
the definition of the development stage, according to TALC. At this stage, the number of visitors at 
peak periods may equal or exceed the number of local inhabitants. This, however, has not been the 
case with Swedish Lapland. Jaensson explains there is a lack of accommodation facilities, for 
example, for conference groups that has more than 200 participants. This means that the destination 
may not always be able to supply the demand, and the infrastructure in terms of accommodation 
needs to be improved. The framework states over-use and deterioration may occur in development 
stage. This, according to Jaensson, has not happened in Norrbotten as the organisation aims to draw 
fewer tourists that are profitable. Drawing fewer tourists disagrees with the framework, especially 
as the next stage, consolidation, suggests the total number of visitors exceeds the number of 
permanent residents. 

5.1.1 Destination Lifecycle and Marketing 
Buhalis (2000) provides another perspective of the destination life cycle. The life cycle is 
comprised into five stages: introduction, growth, maturity, saturation and decline. The author 
illustrates how each stage has an effect on their tourism impact. In addition, different marketing 
efforts are required for each stage (ibid). Swedish Lapland can be considered to be in the stage of 
growth, according to this framework. The destination attracts many visitors. However, there is a 
possibility to attract even more visitors without it being harmful, according to Jaensson. Growth rate 
is high, especially in Kiruna, but in the smaller destinations, as Älvsbyn and Jokkmokk, the 
development is only starting. The destination has established some attractions; Jaensson names few 
examples such as Icehotel in Jukkasjärvi as well as the Sami culture. Tourists are perceived as 
guests; this is also stated in the Länsturismstrategi 2004-2010. 
 
Marketing efforts has been shifting from creating awareness towards informing. Nowadays Swedish 
Lapland applies image marketing. Buhalis (2000) framework states strategic focus is on well 
defined target markets in the growth stage; this is the case with Swedish Lapland. The organisation 
aims to concentrate only on few of them in the near future, and wishes its members can agree to this 
choice and understand the benefits it provides for the destination as a whole. According to the 
framework, marketing expenditure is considered to be relatively high. Swedish Lapland has chosen 
to advertising less in newspapers due to cost related reasons, but instead promotes on several travel 
trade shows and uses television advertising. Products are constantly improved, for example, a 
certification for restaurants in Norrbotten have been introduced; this is then inline with Buhalis 
(2000) framework. 
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5.2 Brand Personality 
Aaker (1997) states a brand personality can be characterised as a set of human traits that are 
associated with the brand. Ekinci and Hosany (2006) define destination personality as “the set of 
human characteristics associated to a tourism destination”. According to Jaensson, Swedish 
Lapland’s brand personality can be described by its core values: authenticity, contrasts and duties of 
a host. Authenticity places the human being in the centre and the destination’s products should have 
a connection to region’s culture, tradition and vision. Contrasts highlight the county of Norrbotten’s 
multiple nature, culture, climate and geography. The core value duties of a host aims to offer more 
than is expected by the tourists; the so called little extra. The first two, authenticity and contrasts, 
can be classified as human characteristics, where as the duties of a host, as a word itself, disagrees 
with the definition of a destination personality. The aim of this trait, to offer the so called little 
extra, refers more to a way of conduct business and maintains the customer as guest, rather than acts 
as a human character. 

5.2.1 Framework for Brand Personality 
Aaker (1997) has developed a theoretical framework of the brand personality constructing of five 
personality dimensions: sincerity, excitement, competence, sophistication and ruggedness. After 
researching Aaker’s framework’s applicability and validity in the context of tourism destinations, 
Ekinci and Hosany (2006) found destination personality to comprise of three salient dimensions: 
sincerity, excitement and conviviality. 
 
Swedish Lapland’s destination personality can be described to certain extent by using these three 
dimensions. Sincerity is characterised of the destination’s aim to be authentic as the destination 
aims to keep the promise they make in the advertising. This refers to reliability. Swedish Lapland 
aims to be original, this is embedded in authenticity. The destination’s personality attracts families, 
which implies the destination can be described as friendly and family-orientated. Furthermore, this 
can be seen as duties of a host, which goes back to the meeting with the human being. In 
accordance with Ekinci and Hosany’s (2006) dimension conviviality, the meaning embedded in the 
word duties of a host can be then viewed as a personality trait. 

5.2.2 Brand Attributes 
Hankinson (2005) states brands can be decomposed into various smaller components in order to 
help marketing managers to manage them. The author continues explaining that one of these 
components is brand associations that can be classified into four individual attribute categories: 
functional, emotional and symbolic, experiential and brand attributes (ibid). According to 
Hankinson (2004a), destination personality can be characterised by using these attributes. Swedish 
Lapland’s brand personality can be described by using Hankinson’s categorisation. UNESCO’s 
three world heritage sites in the area Church Village of Gammelstad, Laponian Area and Struve 
Geodetic Arc together with the Sami people culture represent functional attributes. Unspoiled 
rivers, mountains Kebnekaise and Abisko and Icehotel in Jukkasjärvi are other examples of such 
attributes. Jaensson explains that Swedish Lapland works towards improving the access to the 
destination. He explains, for example, destination Kiruna has had direct flight from London to the 
destination for the first time this year. In addition, Swedish Lapland lobbies the government in order 
to gain better railway connections to Norrbotten. One example Jaensson names is the development 
of Norrbottia Bana. 
 
Symbolic attributes that can be recognised for Swedish Lapland from Hankinson’s (2005) model 
are the characters of the local residents such as the stand-up comedian Ronny Eriksson and author 
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Bengt Pohjanen. In addition, Jaensson recognises that some sports athletes may be known. The 
profiles of the typical visitors are DINKs and WHOPs. In addition, the destination draws 
Norwegian families in the summer time. Swedish Lapland aims for high quality, and according to 
Jaensson, local restaurants are in the process being quality certified.  
 
Experiential factors can be related to the description of visitor’s experience, according to Hankinson 
(2004a). Based on Jaensson description of the Swedish Lapland’s personality traits the destination 
aims to be friendly for the guest and offer more than is expected. The trait contrast highlights the 
meaning of the nature and Jaensson names, for example, unspoiled rivers. The built environment is 
historic, for example, the three UNESCO’s world heritages but also connected to the nature, as 
Icehotel built on ice and snow in Jukkasjärvi. Jaensson explains the core value safety (security) the 
organisation had earlier, is now embedded into the three main core values.                       

5.2.3 Positioning 
Jobber (2004, p. 268) states a framework for a strong brand positioning in the marketplace is built 
on six elements: brand domain, brand heritage, brand values, brand assets, brand personality and 
brand reflection. Swedish Lapland’s brand domains on the national level are Mälardalen and 
Västerbotten. On the international level the organisation concentrates on families in Norway and to 
DINKs in Great Britain. In Germany the concentration is on DINKs and WHOPs. Brand heritage 
can be described through the brand’s development. Swedish Lapland has built a strong brand and 
improved infrastructure. In addition, Jaensson gives credit for the cooperation between the tourist 
actors in the destination. Brand values for Swedish Lapland are authenticity, contrasts and duties of 
a host. In addition, these values describe the organisation’s brand personality. Swedish Lapland’s 
brand assets are its logo, image marketing and the aim of building relationships with the guests. 
This is referred to the personality trait duties of a host. Brand reflection can be connected to the 
destination’s aim to offer to the visitor the so called little extra, something extraordinary such as to 
hear how the snow sounds when walking on it. 

5.2.3.1 Brand Assets 
According to Murphy et al (2007), building a destination image means identification of the most 
relevant associations for the destination. The linkages of these associations to the destination brand 
should be then strengthened. This can be achieved by using a slogan or logo; an element that 
becomes the trademark and acts as an anchor communicating strong and coherent associations with 
the destination brand (ibid). Swedish Lapland builds its image according to Murphy et al’s 
definition. Swedish Lapland’s brand assets logo and slogan should communicate the core values of 
Swedish Lapland’s brand. The logo comprises of a snow flake the slogan runs: “There is only one 
reason to visit - your own.” In addition, these are the factors that differentiate Swedish Lapland 
from its competitors. The destination’s brand assets are communicated through image marketing 
that aims to portray the destination’s image through pictures and different brand concepts and 
themes such as “The taste of Swedish Lapland”. 
 
Furthermore, Pike (2005) highlights the importance of a slogan which can be seen as necessary 
public communication of a destination’s brand positioning strategy. The challenge is to develop a 
slogan that encapsulates a destination’s multidimensional and often diverse range of natural 
resources, built attractions, culture, activities, amenities and accommodation (ibid). Swedish 
Lapland’s slogan should communicate the brand’s core values, according to Jaensson. The slogan 
does not try to encapsulate all the aspects of the destination. Instead of, the organisation uses 
different brand concepts and themes in order to highlight what the destination has to offer. These 
are then communicated through image marketing. 
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5.2.4 Brand Image 
Hankinson (2004b) argues images fall on a continuum of organic, induced and complex images. 
According to Leisen (2001), induced images are directed by the destination’s marketing efforts, 
such as colourful brochures distributed by Visitor Information Centres, information available in 
travel agencies, travel articles in magazines, TV advertisements etcetera. Jaensson explains Swedish 
Lapland’s marketing is image marketing. Lately, Swedish Lapland has been communicating its 
image to the target markets by using larger and more channels than before. Swedish Lapland’s 
image is represented through core values, but also the destination positions itself as an extraordinary 
destination: here the tourist can, for example, hear how the snow sounds when walking on it. This 
can be related to Hosany et al’s (2006) statement that brand image is defined in terms of brand 
personality.  
 
Hosany et al (2006) have recognised many researchers support the view that destination image is a 
multidimensional construct that includes two primary dimensions: cognitive and affective. The 
cognitive dimension can be described as “beliefs and knowledge about the physical attributes of a 
destination”, while the affective dimension “refers to the appraisal of the affective quality of 
feelings towards the attributes and the surrounding environments” (ibid). The cognitive dimension 
of Swedish Lapland’s destination image is the brand concepts such as taste, mountains, adventure 
etcetera, which refer to the physical attributes of the destination. The affective dimension is 
highlighted in the feelings that image marketing is aiming to raise in the readers’ minds. Swedish 
Lapland’s adverts do not state “Buy buy”. Moreover, the image of Swedish Lapland is portrayed 
through pictures and different brand concepts and themes such as “The taste of Swedish Lapland”. 

5.3 Advertising Message 
Hankinson (2004a) states in order to the core brand become successful, a consistent identity needs 
to be portrayed through various marketing communication channels. The following paragraphs 
provide an analysis of Swedish Lapland marketing activities and advertising message. 

5.3.1 Sources of Information 
Sarma (2007) states tourists use several information sources from brochures to friends and relatives 
while formatting the image of the destination. According to the author, information sources fulfil 
“aesthetic” needs, which include the need for an image of a destination too (ibid). Swedish Lapland 
has a homepage that provides information. The address for the homepage is included to the brand of 
the organisation (see Figure 13). In addition, Swedish Lapland uses brochures. During the last year, 
Swedish Lapland has placed adverts on, for example, head rests on the Arlanda Express and in the 
escalators at Arlanda Airport. Adverts have been placed in few newspapers and magazines such as 
Metro, Allt om Bröllop and Allt om Mat. Moreover, the target markets have had a possibility to gain 
more information about Swedish Lapland on several trade shows and through press releases. The 
organisation uses two types of newsletters in order to inform of activities and events in the 
destination.  

5.3.2 Message 
Hartl (2004, pp. 42-43) discusses the importance of the communication message. According to the 
author, a message from any one destination will only be heard among the ‘noise’ created by the 
promotional efforts of all the other destinations if it is consistent, repeated frequently and seen by 
many people. Swedish Lapland aims to make sure that the members of the destination follow the 
marketing guidelines Swedish Lapland provides, and explains about them when new businesses are 
started up. Swedish Lapland’s advertising includes several themes that are used on a continuous 
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basis on the advertising material. The choice of media is important. Although, Swedish Lapland has 
decided to advertise less in newspapers, the organisation aims to advertise on magazines that have a 
special interest target group. Jaensson names the magazine Allt om Bröllop as one example. 

5.3.3 Marketing of Ecotourism 
Dowling and Page (2002) suggest there are several marketing guidelines for ecotourism such as the 
choice of niche target market and having a genuine interest and commitment on ecotourism (op cit, 
p. 254). Ideally, ecotourism should be sold to consumer in a sensitive way by having sustainable as 
a key element in the marketing message together with clear conservation goals (op cit, p. 269). 
Jaensson states that environmental issues are important factor to be considered. He recognises there 
will be an increased demand for tourism in Northern areas. Swedish Lapland considers it is 
important to have environmental profile for the destination. This is created by arranging 
environmental forums where, for example, alternative energy supply forms are discussed. Dowling 
and Page (2004, p. 254) state there has been a move towards establishing of accreditation and 
certification within ecotourism that can be used as extra marketing tools against competitors. 
According to Jaensson, there are seven certificated ecotourism companies in Swedish Lapland. 
However, Jaensson would like to see more, for example, Sami culture businesses to be established 
as they can also be classified as part of the sustainable tourism development. 

5.3.3.1 Language Used in Ecotourism 
Dowling and Page (2002, p. 269) discuss the importance of language used in marketing of 
ecotourism. Poorly used language leads to reduced quality and performance of ecotourism 
activities. This can lead to gaps between what is expected by the tourists and what is actually 
delivered. The authors present a range of marketing language that has emerged within ecotourism 
with a scale from eco-sell through to values-orientated perspectives (ibid). Nature- and ecotourism 
related words are used in Swedish Lapland advertisement to a certain extent. On the scale from eco-
sell to value orientated words and phrases, Swedish Lapland’s advertising message can be 
categorised as generic language highlighting the importance of local community and beautiful 
nature. Swedish Lapland uses a metaphor “round the corner” meaning that the ingredients are 
locally produced in the advertising message. An addition, the clean water that Swedish Lapland has 
is highlighted in the brochures. These can be then connected to the brand personality trait 
authenticity. 
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6 Findings, Conclusions and Recommendations 

____________________________________________________________ 
The purpose of Chapter Six is to reach the research purpose by answering to the research questions 
stated in the end of Chapter One. Finally, recommendations for theory, practitioners and future 
researcher are suggested. 

6.1 Findings and Conclusions 
The purpose of this thesis was to gain better understanding of how DMOs that represent ecotourism 
develop destinations in the context of brand personality and advertising message. The purpose is 
reached by answering the following research questions. 

6.1.1 How Do DMOs Develop Tourism Destinations? 
Destinations go through a life cycle, and DMOs place more emphasis on different factors in 
different stages of the life cycle. DMOs develop destinations in several ways. They negotiate with 
several authorities such as the county administration boards and governments, in order to improve, 
for example, infrastructure to and within the destination. DMOs work actively regarding marketing 
activities, branding and image building. In addition, DMOs work towards development of larger 
and good quality accommodation. Target market definition is an important factor to determine for 
DMOs as well as to consider the impacts and effects of tourism development, for example, from the 
environmental perspective. Following conclusions can be drawn of how DMOs develop tourism 
destination: 
 

 The study indicates in order for the destination to have a positive and effective development, 
there needs to be cooperation between actors both within the tourism industry and other 
industries. 

 
 The study stresses, from the marketing perspective, the importance of a coherent brand 

creation as a part of the destination development.  
 

 The study found a destination’s development does not necessarily have to lead to increasing 
numbers of visitor in order for the destination become successful in terms of financial or 
popularity aspects. 

6.1.2 How do DMOs create brand personality? 
DMOs create brand personality by defining the destination’s personality in few human 
characteristics. These characteristics are then portrayed throughout every step in the organisation, 
for example, in marketing activities. There can be recognised a strong connection between the 
brand’s core values and brand personality. Destination personality is closely connected to the brand 
attributes such as history, nature, local residents and safety (security). Brand assets such as logos 
and slogans are used in order to highlight the destination personality. DMOs use image marketing 
in order to communicate the destinations brand personality to target markets. Brand concepts and 
themes are used in order to highlight the core values of the brand. The following conclusions 
regarding how DMOs create brand personality can be drawn: 
 

 The study shows the destination personality is connected to the brand’s core values. 
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 The study indicates destination personality is communicated through logos and slogans that 
are designed based on the brand’s core values.  

 
 The study found DMOs portray destination image through different brand concepts and 

themes. 

6.1.3 How do DMOs incorporate brand personality into the advertising 
message? 
DMOs use several marketing activities. Advertising message should be coherent, which means that 
every member of the DMO should communicate the overall DMOs message. Brand personality 
characteristics are embedded in metaphors, and in the case of ecotourism both metaphors and nature 
related words are used in advertising messages supported by imaginative pictures and themes. In 
addition, culture is a part of the discussion of sustainable development and embedded into the 
advertising message. The following conclusions regarding how DMOs incorporate brand 
personality into the advertising message can be drawn: 

 
 The study found it is important for the members of the destination to build their business 

activities and marketing around the DMO’s overall branding strategy in order for the DMO 
be able to communicate a coherent advertising message. 

 
 The study shows metaphors that represent brand personality characteristics are used in 

advertising message in order to communicate the image of a destination that supports 
sustainable development and has ecotourism companies as members. 

6.2 Recommendations 
This section is divided into three sub-sections that provide recommendations for theory, 
practitioners and future research based on the findings and conclusions in this study. 

6.2.1 Recommendations for Theory 
The following list highlights few factors that may be taken into consideration in the future 
development of theory regarding destination development, branding and ecotourism: 

 
 Effects on the life cycle curve if a destination aims to draw fewer tourists instead of mass 

tourism. 
 

 Creation of more guidelines in order to brand destination’s differently in the different stages 
of the TALC. 

 
 Image marketing and its use in marketing of ecotourism. 

6.2.2 Recommendations for Practitioners 
Tourism is growing worldwide. The industry has gained a lot of attention in Sweden lately, and 
according to Ekonominyheterna (Chapter One), nature has become a valuable asset in the 
development of tourism. However, tourism has impacts on nature and its resources, and this impact 
needs to be managed in a sustainable way. Ecotourism, as a subset to alternative tourism, is 
considered to grow a lot in the near future, as Dowling and Page claimed in Chapter One. 
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Swedish Lapland seems to have a good control over its marketing activities, brand development and 
image building. The organisation does not aim to draw mass of tourists; it rather concentrates on 
fewer tourists that are profitable. The development of the destination has been stable and 
continuous, for example, infrastructure has been improved. However, in the future, if the destination 
becomes more popular and draws too many tourists resulting in damages in the environment, there 
might be a need to re-consider, for example, the marketing activities, brand personality and image 
communication to the target markets.  
 
Based on the discussion above and the findings and conclusions, few recommendations have been 
reached for the case study organisation: 

 
 Sustainable / environmental tourism development and / or ecotourism policy / strategy that 

clearly state the objectives the organisation has for the destination development in terms of 
sustainability could be created. 

 
 This policy / strategy could be communicated to the inhabitants of Norrbotten in order to 

increase their involvement in the tourism development. 
 

 Swedish Lapland could be positioned as more environmentally friendly tourism destination 
and create a personality trait (core value) that takes the nature and environment into 
consideration. 

 
 This personality trait could be embedded into the organisation’s image, advertising message 

and brand concepts and themes (this can help to attract ‘the right sort of ecotourist’ but also 
those individuals who consider themselves interested in other types of tourism that are 
provided in a sustainable way) 

 
 DMO members could be educated within sustainable / environmental tourism development 

strategy / policy in order to communicate a coherent advertising message from the 
destination. 

 
 A slogan or new theme that portrays this message could be created. 

6.2.3 Recommendations for Future Research  
As there has been little research conducted of branding process for DMOs, more studies within this 
area are recommended. The following list highlights factors that can be researched in the future: 
 

 A possibility regarding TALC is to compare if the development of the curve varies in 
different areas of tourism (for example, within special interest tourism). 

 
 Brand personality creation process and its connection to DMO’s slogan and logo. 

 
 How DMO’s members understand the brand of the destination and how they use it in order 

to market their tourism businesses. 
 

 Brand personality creation in the context of different areas of special interest tourism (for 
example, cruises, urban or rural tourism) and the comparison between these areas. 
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 Decisions concerning brand creation in the context of ecotourism and tourists that demand 
sustainable development policies (for example, in the context of a destination that solely 
concentrates on ecotourism). 
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Appendix A – Interview Guide 
 
Information to Respondent 

 Presentation of the author and the purpose of the study 
 One hour and twenty minutes long tape recorded interview 

 
Organisation 
___________________________________________________________________________ 
1. When was Swedish Lapland found? 
2. How many employees Swedish Lapland has? 
3. What is your position and how long have you been working in the organisation? 
4. How is Swedish Lapland organised? Departments? 
5. What is the organisation’s main responsibility? 
6. What type of tourism do you offer? 
7. Which are your target markets? 
 
Destination Development 
___________________________________________________________________________ 
8. How have you developed the destination? 
9. What are your priorities when it comes to destination development? 
10. What is the region famous for? History / World Heritages etcetera? 
11. What is Swedish Lapland’s vision? 
 
Brand and Brand Personality 
___________________________________________________________________________ 
 
12. How would you like Swedish Lapland to be understood? Please, describe some 
      personality traits. 
13. What do you think is the first thing that comes to a tourist’s mind when hearing Swedish 
      Lapland? 
14. Do you use a logo or symbol?  

 If yes, who has decided it and how have you created it? 
 If no, why? 

15. Do you use a slogan?  
 If yes, who has decided it and how have you created it? 
 If no, why? 

16. What would you hope Swedish Lapland’s logo/symbol and slogan would communicate? 
17. Have you experienced something negative in the process of creating the brand? 
 
Positioning 
___________________________________________________________________________ 
 
18. How extensive is the competition that Swedish Lapland has? Who are your competitors? 
19. How does Swedish Lapland position itself towards competitors? 
20. What separates Swedish Lapland from its competitors? 
21. Which core values does Swedish Lapland possess? 
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Marketing 
___________________________________________________________________________ 
 
22. What are your main priorities when it comes to marketing? 
23. How does Swedish Lapland communicate its message to its target markets? 
24. Do you have a theme? 

 If yes, could you tell more about it, please? 
 If not, why? 

25. What type of advertising do you have? 
26. How is Swedish Lapland’s image presented in the adverts? 
27. Do you have other ways of marketing the organisation?  

 If yes, what? 
 If not, why? 

 
Nature Tourism / Ecotourism / Sustainable Development 
___________________________________________________________________________ 
28. Does nature tourism / ecotourism exist in Swedish Lapland? If yes, in what respect? 
29. What are Swedish Lapland opinions when it comes to sustainable development? 
30. Do you use nature tourism / ecotourism related words in your advertising? 
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Appendix B – Intervjuguide 
 
Information till respondenten 

 Presentation om författaren samt syftet med studien 
 En timme tjugo minuter lång intervju, bandspelare 

 
Organisationen 
___________________________________________________________________________ 
1. När grundades Swedish Lapland? 
2. Hur många anställda har Swedish Lapland? 
3. Vad är din position inom organisationen och hur länge har du arbetat inom organisationen? 
4. Hur är Swedish Lapland organiserad? Advelningar? 
5. Vad är organisationens huvudsakliga ansvar? 
6. Vilka typer av turism erbjuder ni? 
7. Vilka är era målgrupper? 
 
Destinations utveckling 
___________________________________________________________________________ 
8. Hur har ni utvecklat destinationen? 
9. Vad prioriterar ni när det gäller destinationens utveckling?  
10. Vad är regionen känd för? Historia/världsarv osv? 
11. Vad är Swedish Laplands vision? 
 
Varumärke och varumärkes personlighet 
___________________________________________________________________________ 
 
12. Hur vill ni att Swedish Lapland ska uppfattas? Beskriv gärna några personlighetsdrag. 
13. Vad tror ni är den första saken som man tänker på när man hör namnet Swedish Lapland? 
14. Använder ni en logga eller symbol?  

 Om ja, vem bestämde valet av den och hur har ni skapad den? 
 Om inte, varför? 

15. Använder ni er av en slogan?  
 Om ja, vem bestämde valet av den och hur har ni skapat den? 
 Om inte, varför? 

16. Vad vill ni att Swedish Laplands logga/symbol och slogan ska förmedla? 
17. Har ni upplevt något negativt under processen när ni skapade varumärket? 
 
Positionering 
___________________________________________________________________________ 
 
18. Hur stor konkurrens har Swedish Lapland? Vilka är era konkurrenter? 
19. Hur positionerar sig Swedish Lapland mot konkurrenterna? 
20. Vad särskiljer Swedish Lapland jämfört med konkurrenterna? 
21. Vilka kärn värde representerar Swedish Lapland? 
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Marknadsföring 
___________________________________________________________________________ 
 
22. Vad är era huvudsakliga prioriteringar när det gäller marknadsföring? 
23. Hur kommunicerar Swedish Lapland sitt budskap till målgrupperna? 
24. Använder ni något tema? 

 Om ja, kan du berätta mer om det? 
 Om inte, varför? 

25. Vilken typ av annonsering använder ni? 
26. Hur representeras Swedish Lapland image i era annonser? 
27. Använder ni något annat sätt att marknadsföra er?  

 Om jag, vilka sätt? 
 Om inte, varför? 

 
Naturturism / Ekoturism / Hållbar utveckling 
___________________________________________________________________________ 
28. Finns det naturturism / ekoturism inom destinationen Swedish Lapland? I vilken utsträckning? 
29. Vad är Swedish Laplands åsikt när det gäller hållbar turism? 
30. Använder ni naturturism / ekoturism-relaterade ord i era annonser? 
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Appendix C – Adverts at Arlanda Express 
 
Adverts placed in on head rests on the Arlanda Express during weeks four and five in 2008. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                  
 
                     From Internal Material, Swedish Lapland. 
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Appendix D - Adverts at Arlanda Airport 
 
Adverts placed in escalators at Arlanda Airport during weeks four and five in 2008. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From Internal Material, Swedish Lapland. 
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Appendix E – Adverts in Metro 
 
Adverts placed in the newspaper Metro. 
 
DECEMBER 2007 
 

 
 
JANUARY 2008 
 

 
 
From Internal Material, Swedish Lapland.
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Appendix F – Adverts on Allt om Mat 
 
Advert placed on magazine Allt om Mat two weeks before the trade show Smaklust. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
From Internal Material, Swedish Lapland. 
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