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The branding of a tourist destination plays a pivotal role in shaping its
development and competitive positioning. Scholars and practitioners in
destination marketing increasingly emphasize the construction of a coherent
and distinctive brand identity. The present study seeks to examine the
relationship between destination brand identity and tourists’ perceived brand
image. In doing so, it provides a clear conceptual differentiation between
brand identity and brand image within the context of tourism destinations.
To achieve the research objectives, a comprehensive review of 3,528 articles
indexed in the Scopus database between 2000 and 2025 was conducted using
a meta-synthesis approach. Following a rigorous screening process, 42
relevant articles were selected for in-depth analysis to identify the principal
components of destination brand identity and brand image. Data were
analyzed using the Sandelowski and Barroso meta-synthesis method,
resulting in the extraction of two overarching themes, thirteen organizing
themes, and one hundred basic themes. The findings indicate that the core
dimensions of destination brand identity comprise brand culture, brand
personality, and brand physique. In contrast, destination brand image is
structured around five primary themes, among which functional, emotional,
and cognitive attributes are the most prominent. Moreover, the study
highlights three fundamental distinctions between brand identity and brand
image in tourism destinations: (1) the contrast between supply-driven and
demand-driven perspectives, (2) differences in their inherent nature, and (3)
differences in the agents responsible for their formation and development.
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Extended Abstract
Introduction

Branding aims to generate value for products
and  services by enhancing their
distinctiveness and competitiveness in the
marketplace. Among the key determinants of
brand value are brand identity and brand
image, both of which play a central role in
shaping overall brand equity. The literature
suggests that brand identity and brand image
represent two complementary yet distinct
perspectives on a product: the supply-side
perspective and the demand-side perspective.
Although discrepancies may exist between the
identity constructed by suppliers and the
image perceived by consumers across various
industries, this divergence is often more
pronounced in the tourism sector due to the
multidimensional, experiential, and intangible
nature of tourism products. The complexity of
tourism  destinations—comprising  diverse
stakeholders, symbolic meanings, and
experiential components—further amplifies
this potential gap. Accordingly, this study
seeks to identify the key elements influencing
the brand identity and brand image of tourism
destinations through a comprehensive review
of existing research. To elucidate the
conceptual and functional differences between
these constructs, the central research question
guiding this study is: What distinguishes the
characteristics of a tourism destination’s
brand identity from those of its brand image?

Methodology

This research employs an inductive approach
and is conducted in the form of qualitative
research. It utilizes meta-synthesis of findings
from previous qualitative studies in this field
to develop theoretical knowledge and offer a
new interpretation of brand identity and brand
image. The statistical population for this study
includes articles, published in Scopus.
databases from 2000 to 2025. A purposive
sampling method was implemented for Data
collection and data analysis were conducted
using MAXQDA software. For this research,
the seven-stage research method developed by
Sandelowski and Barroso (2007) was
followed.

Results

In this study, we identified 13 dimensions.
The main indicators are divided into two
categories: eight for brand identity and five
for brand image.

Discussion and Conclusion

Brand identity is formed through the
interactions among various stakeholders of a
tourism destination, including destination
managers, private companies, and local
residents. In recent years, advancements in
information and communication technology,
along with the rise of social networks, have
changed this dynamic. Tourists now play a
significant role in shaping the brand identity
of tourism destinations through word-of-
mouth advertising.

The marketing aspect is primarily provided by
brand suppliers. However, research indicates
that marketing elements, such as the induced
image from the demand side, also influence
the formation of brand image. This suggests a
research gap that contradicts Kapferer's
(1997) view that considers brand identity as
supply-oriented and brand image as demand-
oriented. In reality, both tourists (from the
supply side) and marketers, along with
destination managers influence the demand
side. Therefore, brand identity and brand
image cannot be strictly categorized as
supply-oriented or demand-oriented. Instead,
both sectors play a role in shaping these two
concepts. Consequently, a significant part of
brand image formation is influenced by
tourists, while brand identity is shaped by
destination stakeholders.

Upon reviewing the obtained indicators, it is
evident that, apart from the two marketing
and co-creation indicators, the remaining
factors can be categorized into tangible and
intangible dimensions. In Figure 2, EI-Ouni
posits that brand identity is derived from
tangible factors, while brand image stems
from intangible factors. However, the results
indicate that both tangible and intangible
elements play a significant role in shaping
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these concepts. For instance, brand culture, as
described in Kapferer's brand identity model,
and the cognitive and functional elements
associated with brand image contradict El-
Ouni's perspective. Moreover, an analysis of
the frequency of these elements suggests that
brand identity in tourism is more heavily
influenced by intangible factors, despite EI-
Ouni’s model attributing it primarily to
tangible elements.

Funding
This article is not sponsored

Authors’ Contribution
Authors  contributed eQually to the
conceptuaL.ization and writing of the article.

ConfLict of Interest
Authors declared no confLict of interest.



et Q Y€+ ¢ ul:wwo) 9 ﬁgb (@9 o)low:} (@93 093
= l Nowdgd mal (5 Swid )5 Cuy pio dolilad 9o
. - EE‘I»»I‘g's‘lW"
a OnlLine ISSN: 3092-6793 o
— Journal Homepage: https://tmsse.vru.ac.ir/

355w ) sldnaio Wiy 9 g b Yl Pl
(v 9295w 49 oniiaslod S ALo wus il )
Y S Ahae ‘M‘dxﬁ 48,

Ol eolrg o Shblb doMe olSuisly ¢ g sl g Co gt 080D (6, R0 )5 Co e 095 (6, Ki8d)S (548> )
Ol il )5l oKy ¢ g jlaxe 5 i 0aSID ¢ gwdglius 69,5 jluiils =Y

sase Al wleb!

Sy g & 5505 sl ol ol 35 ol dnags 3 (6345 o 6 (55505 (slocie 3 lis g5
Sl 1 K55 )5 bawg dade 04bS )0 ol b ojlil da U by Cugn bl A8 0 do b (6,500 )5 (sladuats R9R

ORRgR Cal (§)883)5 (sladate Ly pgad g Uy Cogh parde 93 O il (8L JUid 4 sk ol )l

el &b
ools oSl VYD B Yerr ol Jlo cpm iloj ojl o allia YOYA olass cu 5 oo, jl eslizel byl

VEo¥/ oA
9 3y Cugn o LSS polie (lulid gl dlie ¥Y cols 53 215,18 (6)SIbye g o)y )90 |, SCOPUS 6 )Sb b
9 425 ol gl g (Swghrivw by 5l ooliul b i 55113 (555 )90 (65835 Sladale Ly g VEE/A Y
ool 2 8 ElPl 4l gede Voo g s lojl (ygede W STE (hgede ¥ Cole 3 9 A8 b IR T
TR % 38 S pepal Grdped Cusl Ly o5 g U Cpased iy Kin iy Cogp polis (o inte gl VEFA-/N0
sl BUS sla S 9 bl sl Shy o2, Slos o Sy bl pipre & 0nd (aailojls ygane WIS L A

SB35 Male Ny paal g By Cogd G pled ¥ oparde 93 (pl 5l Lhegh laddl pwyp b col )

(il Sy
(SR8 Slasate
iy Cagp

Wy gl

T 1
oSl ) oadales sladllie oS 515 16, Kd,S sladiaie Ny paal g Cogd le gl (VFoF) . dane (slee B, (o pid DU i

VY=Y V(Y) aiosioh pas (6,5653,5 Co e Olalllas doliliadsd :
http://doi.org/10.22072/tmsse.2026.2075878.1078
SBawy © leriady pas Jg oSl 1 paiU

i

Roghayeh_Ghanbari99@atu.ac.ir : Jgtuws s gt



w9 paS (5 35O oF L g Wlallle WY

VERE o) 9 5l 093 0 lowd 293 0,93 ciowigh paas (5,503 )5 Ly prde Olalllao
doddo
Silels by d90 9 Sl gl (I3 (I alow (Al (K835 Ol il 3 (585 lasate (il
date 0,5 ploie ) oge L ded o Gl badais o)byd Ly lawy & SleMbl (Santos & Campo, 2014) cul
o3 53 58 T pU S5 L &S 3l 59 6ysiS a (Cheniki & Baziz, 2020) 5,5 lasaie o & Capus 0
(Matiza & Oni, 2014) 13l IS 31 HEAS s (68 dsko s g yias s el 52 Vg5 o 5 S50 Jleb 04535 b s
S Jo > sl (Shg sz 439050 303 292 )9S S 14 (g |5 s Sl IS (68505 (slaiatio (gl
Conl (gl oazmy g SO I8 el X S5 g Jele g3 cpl 85 Sl 3 g sl ilitke Jelge 4 ity o S g
(Gnoth, 2002)

Sy S eeblil o 5oyl sg2g (6)X83)5 slasate Ny 390 > NS Bpas 5 (LLIL oBa> 55 (U
dae Sy Ly ki By 13 ) bl b oo JUl 015G pas 4 o Gales Gkl & Cal ugale Slypes I ISt
Prayag, ) $9 e 43953 )0 pb S glgie cod daide 3 o KBS Glups ol j &5 cuwl STl I glas seone
Sr9r 5 Hgh 48,5 jlai 1 Ll &5 it wre Jolo 93 Ny gl 9 Np Cush (55835 slasalte silusy )y (2010
ot o e 399 (QU et Al 2011) 4l 55l 395 e S5 o K53, Langs 45 Ly pgus b syl pb Crgn &S
>Nl Sl plol jglatody plod cpl (alulid ool pli 298 dualie 355 (139 3390L & e Cusl (oo Xy pgeal § Ly
Cush b djle o B 1y LL 1L S 0 S 1y My A6Ss BB pas 4! (Sisouvong, 2018) cuul (g)9p8 p5Y
SaS 0k 53 5 obbimsiay pea oy BB LialS & plply S b wd caslie 05 pae (glyy 45 1, 15y
(Quetal., 2011) &S

CpSUSS 10 Wy ol 9 Uy Cogr Wlo Jelge .l load g YL Joao (sl 5] sbwl (sjlwsip jl Gun
NS (o0 d2g5 Jgae 4 LW g adye 43 93 5l Ny pgal g Np Cagp (oiigh Slodl elul e 31Ky 5
rles cnl Ll 23 3929 (g ples SV g Jl (B 53 0MS B pae lawgs 00 S)d gl g GBS AL )0 0al )b Cuge G
4 (piie Slagingh Bres (ooyp b dlie (ol cow (ot Sl SiBres (390 wgeleli g (39 iz > 4 (K505
Rl S porde 93 (nl duglio b ol (6)583)5 dollie Ly gl g dolie Xy Cogn 4 omd JSS polis (8L oo
Lyt g g £y 52,5 huao Ly Cogm (gla Sy o saled il cul Gimgly ol ol Jlge ol pliy 3L el il e
Sy (65035 date

DiRg e 9 5

S 5w ,S sbawato g3lwa

Sinyh o (g il aiile e ol & bgiye SMales 3l rmmsg (sl2olnyd (Ko S (5)b8 b 5,5 5 IS s ]
>, (Michelson & Paadam, 2016) s 0w S5 g dilate ¢)guiS <SG 4y Bolano pU 1yl (6,553,513 .Cawl 559 9
305 olyed &y 1 K05 sl sl albl 5 Suleobds yaw 4y dale 4 yaw &S WD o Ly parie (pl g ogde
ly peplan cpl o pled lul )5 cplplo cul ggte (g5lwlip 43 ogpie CbMas! (Almeyda-Ibanez & George, 2017)
() oslesd Jga) S oo (52



Wi 9B pas (5 W i Lo o wlallle VYD

Soono (s g (55 4B ) S| (g SN03,5 (Sadio Ny prgal 9 Cugh Bl aled
(Ritchie, 1998: 4) :aue s3lwiiy 55 ogrde ClaMhro! 1Y o)loand Joua

T Mol

IS (o0 SeS S b 4 g b pyal e pi g (Jlo Jlaijl on 45T (o390l g d90ie slago > "5 B3]

w5l (o Caated g Canbge Lawgt Baos o Il 13 255 S0 & o S STyl 5y IS 35 ) o0 EYEE
P9 5o

Amd e i oteg g blje Jlas 5l 0gs L) 4 s et Glieds g olyiide yad 3 5y K 4l Ty Cubye

sl bagye Gl Gl S b e o] (Kol slo Sy )b pb Sy ol loo guad

RHVANE WP

iy Cogh plali b dtn "Ny conle

O g ezl BB g wys wwdlis Jhi i ol esalie ogms iy 3 Hlsle b b)) ) PNy Canatud

bwwwﬁ&ywb‘%&9hw»lulwb4§wl A:))wa}m:du]oy)n VJJ){Cﬁ)

ol yodS S L poye SO (Sim b ladiin e o S o0 dblol 1) 15 S5 &S Sl 5] i Ly Sin b

ol e JS o plyists o] e b 35 Sl e b S o "y e

590 0B jl 4 )T il &S Wy Cogr g Cunl () Gopd sxad LS 4 By paeal s (A0S paie 93 Jolds sy
.(Cleave & Arku, 2015) cul
Malle Myr Cagh
Chigora & ) casl Jla)55 p (st Cucal | waelel isy a5 Cunl ouds JuSlis wgalol 5 (woele (isu 95 jl My Cogn
JS o, 583,5 5 (6, 500,5 solie e cle (U8l Jold laid j) (e garme b 3y cosn (NdlOVU,2018
Zhao et al, ) 358 gnie (piSle Cugp (o5 4 Lk Ny Cogp 5 M Lale By pilale it (Sl DS
oo Cugn dmwgs anld 3 (IS KL &l @D M o et 555905 ) B (e (b8 Pl (2022
2l 8 (9 00 03l Gy Simd o] )3 4S) ey T il Glojom (o8 AT oy Jeld el sl b ol iz
5 (3980 Sain e Cagn 503 IS pgas) (gilwdinl anl )5 (0,8 e gD w59y Cugr & () IS b
(Pereira et al, 2012) (cul srianss Sim s Jlae e Cuga) GbL sl

3lod g oAb yum0 (T (el by W Cagm ad o gyl )3 VA0S L )b gl (gl S50 Cage
«Sod Db ol g s 4 0y Wl ) By Cosr jedie Jbo S (Kapferer, 1998) cul L3, 4o bl gy
iased Cul ol ugele slabi) dezil By (S5 o Shy 1 jd o)l 5 QUL aly (Simpb wonasd
ol BaSBpas b lss b &V aame (o bl G,k 5l g d9d 0 Sy BaiSGpns 1o 5l & canl o S5y
395 o e & Canms K52 88 (g sy el Lae )5S b o ) oS 05 Jguo g lasbs)l degoomo Simyb 295 oo
S Shyie pgad (WSl and oo dl plide 4 ]) Cled K86 b S0 B0 b)) bjide b £550 S (0 )18,

. brand eQuity

. brand identity

. brand positioning
. personaL.ity

. brand essence

. e brand character
. brand soul

. brand image

O~NO OB WN -



w9 paS (5 35O oF L g Wlallle i3

V€4 € yliumo g 5al (09 0 lowi (093 89 ciouwigd mas (5,5 Cu e Cilallae
26 5 pgad bl o dolie bbb S ek aSh itun b yide 45 Heb] &5 bl S Cedd bl 4 dalgs o 0y
A8 Wyl ool pa 1) Lidgs b i 4SSl 5 w8 wlas! (lidgd 4 s Lyl oolaiw] PR ()l jidie &7 s
(Kapferer, 2012) s

it Cublo | By Cogn Jhe ol 13 )15 By Cugn porde 4 abIE S ol Jliuedly ¢ ST Ky gpm, Jio

Canl Slos Jio Wh .ol zol> oo LJL’ ol Slatinns Jao Jol o dw 4y .l Wy Co g il

Mabo Ny gl gaad

(Sg)y loin] slaacs (d)ls Y game 134 At byl 0l &l W5y gt | oy &S Wdgy SlS oWdgl g9 9 55
Pereira et ) Llppo jluws BAESC pae 15 5l b 3 pla Gl (gl &S witud b (5,55 5 o] chlulus] (b « S50
Papadimitriou et al, ) ol 0aiS' G pae abisls )3 w5y ol 0uiS o5 &S cul Ky S 5l (STl Ky g (al, 2012
il Jaaze rdaw Gy S o b)) ol g 03 Sles dx g0 ya el 1) Ay BaS Gyas (2016
bil Sp ppai b hsye cpoles sblie il )l b K> (raw )3 g 390 b (S b egele sl Sy
ST 0,5 o IS5 3L s 0 9 B sddosalive polai b (ool uo U (6 K0 )5 ade Ly powas ((Daye, 2010) d4i 0
$ly Xy peas (Garanti et al, 2019) cul awlus! § SMac (51 LB e jlae 93 (sl)s duaio ygns a5 Wl 38150 - lai>cs
(Daye, 2010) cuwl lag o Slslusl 5 Sl 55l (gl (5 & Slodad b Jaame 350 > leMbl Jlal

Ny Cagh g M j9ad (o 5oled
Sl Al )8 ool 0158 L pgal 5 oS Sy By Cugd G dulie (Silodin 3 Calbse L) sl (S
adiluy 5 coyol (da sy wile SleMbl plio jl &8 Wil (g pgad b bl jon odd s in Cogr & Canl S50 Sloj
dolio SleMbl o 5| adb Jisl pons ¢ dolio ol du i Kp Cogr o &S ool (Jlopll bl o cons & elos]
235 9 By g o oled ISy b LSB0S Ky g g Bl e o ()50 ilse izmen 5 25 3y (alacgli
Al e dduan Jaid g0 poad dl) 4T85 cGledp clacyles ol (See (SiSOUVONG, 2018) aas #, Llgs o Ly
Shlasl o BS 4 i Ml e a5 A Sy 3gd 0 e 4ul) Solite |y polal sl (Sew B yae
(Aksari et al., 2012) 545 bl loys ¢ o, K35

Lo )" o am3 o gy Sl ol 0 2 pagad 5 Jb o Mt (5L & sl g ol 4 gl 35 Cogn
Mabo 15y cquSs 3005 939 uate (il (glp glite 5,509, 93 45 ABd o LS witmen ) ol S5 Sonl 434S
ol %03 gl D9 e bl 0yl g o2l dloail (e DB a8 b (9> Sluwie Jold daste Gladind )b ]
dSge polis oplply md o JSB 1) dale By pgal (o SB3)5 Slygal g 398 00 Jitie 0gill g Judll o] K35,5 4 Xy
390 3 By ENjlo ol 4 B Cogn |y dls lusG 85 wlgi e (6 )K83)5 dalle Sy Ly pgal )3 9 Ly Cugr
Gglite 09y 93 el pl sl dade Wiy I 5835 sy Sl (A6 Ny pgal S I 3 ols (St Glidate 5 395
Cugh (L pgad) Uy GBS by o 3l g (Wy Cogr) Uy GBS L o801 o)y 3939 duaie (gjludiy Juloo 4y
(V JS&) (El Aouni et al., 2013) s 35y Jlos (clp 1y o803 93 byl o338 oi 1l (5l 050 4013 30 paguai

1. Aaker & Joachimsthaler



Gl 9B pas (§ W iF Co oo wlalllae VY

Soono (s g (55 4B ) S| (g SN03,5 (Sadio Ny prgal 9 Cugh Bl aled

"

/ P Oy \5
I|' l_.“:'je LSl | g Syl JSuaie L:\JLL'-U}’ II/""‘- . '““"\ o '|I
|' : 3 dig gl ) |
| =3y ey

‘/ (Elega s ; .-_" elmsgls \\. —|7_-_-f |
l'. |\«sah/\,-amh ) |

| b L I' I

I"\. apage | .-"II ,.\ ;f
'x e | /
\ / -..JJ‘.HH ‘_-..Jﬁ.bbuf ) e ___,.-

ol (g5lw iy ) JSUS
El Aouni (2013) 3! J& 4 Cai (2002), Hankinson (2004), Govers and Go (2009) and Seyyedamiri <l a5 oS 55 1/ &so

& a 5% o“ ".“?
ol 005 8] (£, 553,513 (53t izny 55 esingy cnibaspn 5 g 0



w9 paS (5 35O oF L g Wlallle VWA

V€4 € yliumo g 5al (09 0 lowi (093 89 ciouwigd mas (5,5 Cu e Cilallae

BT RS UV PR

il

o33 oL g oylgis

S 8l )3 a3 155 4l )9S S Ly Bl 3 e G oy GiR9R nl Saa

(YY) oy

Sl B Cle oy S (oo ey a2 e Cao I ) (Gslul (6)RE05 K Cagp porie dllie
b o &l (684505 Maie Cugr Julodgds o0

bl s 3,507 K808 s X0 o
(¥+A) 5 5 SuiSiss

G 3, %50,5 )3 o g ol ] Bl 300 53 oY cdgd o mgn bl imgh cpl Ban
sl 385 S5 o il Cogn ) i oS (g pgual 4

Y VA) T Kl guaas

bl opte slagel il Bl g Xy Cogn jgdie (Ao S Jho () p Caz 53 B OLS

ol

S5 3] gl S SiSS 185y o e e (5]l
(VAY) ) ls

a3 o Al ol odles (asul ¢ Jaaze lgieds Ny Cogn > ¥ g A5 o0 slbdils

(Yorr) plotuagr 5 STty Loy,

ile B9y (slagsby) jl oalisul b (65825 dade lgicds (licasS S pgad (b))l e cpl S

Canl lolS™ el

SB35l STyl iygb oS K55 L)

(Vo V) TS Ly gl 5 (el

bl S (il Jlb (695 bl oS Canl 0l Slpiiy Mo (Gl (pogrie Jio dlie ol
ol 4By S (3l Az Cpeliee BT 3 4SS pgead (S ISS T8 Cgn )l 5l

TSl aliungy aolie gl (Lo (g5l
(V+Y)

WB,5 jgeo (Sorime b iy 0 By Cugn g paal (a3 I sla Sho ey p word el slajiags

5 JJ)‘.) Juad dw:o.))].))u d)iw.); dlﬁ.&a&a JJ).{ )J}aw9JJ)J Cugr dl.bus‘&a WX L)j 50 ds.b.wwl; um!bﬁf

A3y ggoge cpl 4 Himgd ol

W g, g g

S slapiagy Jl Jolbs slaaidlh oS58 &b il (&S Giagh B 53 g ol il 3505y elel 2 Giagk oyl
ol 6)lel dnals s oolisl Xy i g By Cogr j han peds W) g o )a5 IS dnwgs (gl i cpl > 43,5 g0
U599 3 xS aees sy ol YYD B Yoro Sloj ojl 50 ¢ ugeSiel Sllas oS0l 3 odd piie Yle Jolid imgh
Can Lingk Ubsy i Ligk cpl > b5 odlizel MAX QDA 2020 J58le s 5 laosls oo (sl 5 diabdn (s pSeiges

1. El Aouni

2. Sisouvong

3. Prayag

4, Cai

5. Scopus

6. Sandelowski & Barroso

ol oasodlazul odls o (gly (Yo o) 7 gyl g Swgliiw (glals yo



Wi 9B pas (§ W i Lo o Dlallle YA

Soono (s g (55 4B ) S| (g SN03,5 (Sadio Ny prgal 9 Cugh Bl aled

. 2 ‘
Wb dl) | S S "":;;:"" dﬁ""‘ sadlia Lt

Dldgs A Sy 1S3
(Yo o¥) guosb g (Swwglion tast0

3 a7

—ilis

e S et i peliss

o9 3 Sl

Sl yiw Il (6,553)5 Aolie L5y pgal g By Cogh 4 oximd S polic ololid &8 iagh cpl Cus 4 a9 L

T TR T PPRES

(7 Jgi) 2d (095 ) ©yg0ts (g

i g DA (yetd (S ol )y
S (6,5653,5 dolie My gl g Ly Cugn & odiad S polie (d}i%q)What
Sz Jolse ol 4 oliwd (sl addllas 3)90 dsols (asllas 590 axol>)VWHO

Sl 00D i g oy (Sloj 0)93 43 4 bgye )35 31 elgs

(Sloj cudgaxe) When

Sl oas oolaiiwl clelllas ploul (gly (g do

b9y S3552) Who

O ool (o) 52

el ped g g b 0dlitwl (g S @losl j) edlazul Jds 4 YKl K565 eald ol0L 5l cldllas sl (gly
Mongeon & Paul-) e o sls 353 14900 SMoxe jl (6,553 degemme o> Cawl (5 g oLl YML» &l g cba

Jodz asll 3 .8\ 18 wyp dj90 (warsSl 03ld oL > YeVO U Yeee Jlo il b yimgh plos oplpls (Hus, 2016
20,5 o A8 Mepllss (g (g5l gl SleMbl & by yo

1. google scholer
2. WOS




w9 paS (5 35O oF L g Wlallle Y

Y€+ ¢ um)g}gb @93 b)w @93 89 cmpr&d)@b; Co o Ol lao

woplla gordume (5351l 1€ Jgua

ovgreSwl 031> a5 8313 8L

SRS )3 (silekiy e Jo> ORRgR 0393t

“Branding” AND “Tourism” sl sl
“Brand image” AND “Tourism”
“Brand identity” AND “Tourism”

YoYDL Yoo oy Jlo i Soy g il ylS Ve (Bl ¢l 5 s 255 5 393 ne

cuwlio O R0 O § g

ool 0220, 5 Bld b b3l cpl 3 ala Sy 42 5998 ) ye ol 3V Slilllas dx 355 (asuie 1 d> e ol
ol o )5 a5 )3 SWle (6 bye sl (Lol Jhmo duw (Voo A) e g5 peles g, ) ool b g

(Lo Olgs) Sl bagpe (£)X83)5 3 (Gilwdy & Lhagh geose LT (1

(i3 0S) Seunl 01 18T (S50, 1> Wy gl 9 Ly Caga (IS 2 adlls o LT (o

(Wlio (glgiomo) Sl oad o)L3l (6, K53)5 )3 Xy Cogh g Xy pgad (slapite g Jolge ool 4 o jimgh claadl 1 LT (z
b9y S bl b plonl SVle (e 0l lgis yp b 398 slajkae polil p dls o dw (b (6 auld e
2 e 93 ()l Cumelr g ColdS @ (e sl Cl (G Comlus b Mebia (55 aigel Glagh cpl g5 ged
Fiw g ot (gl dlie ¥Y oo ) b plonl Slatunn (sooeiue Aulh (LIS p g €8y g0k g it Sloj (slaog
Aamd e Gl 1) Slatums gy St 3 S 8bye Jolpo (V) US54l g 0 ol

sty dipady «lalllas g asls  clolSil 3l e ead, olulzd ilefllas Lo, dgy ol Baplo 5l wsas aa s alalsd Zdefllan

[ PREN I HER P e eeedie cloagT,
I g ks AL S, 5

PET- e ,_;lnﬂf_.,

4 ollad dae? ool
AR = e gl

S

i Ao 5l g aadle, Ty clengy

=tasgama  flael g oS

TS BN W FELE" -

V¥ mlazn

matfa gy 5l el pluld 212,
a

= alf yin e 5l s et bz 6 I
Al

(Page & et al. 2021) loww y3 Jo (wluw! o c¥s (6, NI, wl 8 Y JSS

1. Summers



Gowi 9B pas (§ W F Lo pw ol Y

00 (o g (5 i 4By B g 52,5 Sl Ny g 9 Cugh Gl bl

Waidly 38l o Juloo g s
Osende VY olawi Cbld dg3g oddzylas iwwy g ko fasdse b &S blojl el p oead by Yle dalllas L
15 03lizl MAXQDA J38le 5 5 cyolie a5 Julos g, j1 Wodls Julos elys el po gl 5 o bl i lojles
oo Ly 5 beald lolid b G 508 glsul &Yle (a8 slaaisl ol il adg) pls o) o o 4l ol 1
Jlossns jl Jols sbasl dbsye (ul ) b anatod S8 (gende 5 o lojls (ygede B D el (peliae
g okdd ylojlw yaeude VY LD 10 g olwlid Gl aeude Voo Olalllas gladidl cuS 5 5l o Cawl dddll)] i Slalllas

WA (Adiwd (6,R0D )5 sladate Ly ygal (¢, Xb0,S sladats Ny Cuge 2518 g Y

e )5S
GBS gladdly o litel (hoxiw (gl (5la) Calus 5 (SULB5L (380 o slael bwgi (o) B9 GReeR ol
Py icaby oy awyp a Y Cawlus b Singh Ve gomins 5 ()l50S alpo olod )0 a5 &35 pay b ool
Cod el iy ) lle s bwgi g gl el bb)liS ool pelae QLl B> 5 (uelae e Ll )5 bl o
(peliae 8Sud o Job 53 9 03,5 (oo gy |y oaBBl elide (oMl 263 oS b o Sitinghy oo (ole 53 035

CES I g (B Mg b )2 3590 ko] s 4y (b

G953 sLadl
SRBS Ny poal g (55835 Ly Cugn 5518 geude 93 ) wl melde Colys o aBl Lldga 5 I e
WSy lalgy iy SG5d lp Canased iy Kby ol jlojlo ygeuie A Jold (6, 5000,5 Ly Cugn a5 00D (gdbdiwd
(s, as gl Shg ol Ly paad sl lojl pelide piced Cwl Mate Cugn g d’.ﬁ)ﬂr@ (2l pole da i)
2ol ) zyiae lbo olyen 4 115 g sximdlojle @b woliae ashl (>l LWl g KO, pgar ¢ 3 Ui ¢ able

O3 5158 g 03 lojlw il (gonde 10 Jgux

Ry Ry

|9 b yooud
& H oy oaidd lojlus | 13

Paunovic et al, (2021), Rodrigues & | saio laciw «c,553,5 aie pgwy 5 OBl | Gy Sinyg | cugn
Schmidt (2021), Zhao et al, (2022), A . o .
ZouganeLi et al (2012), Tsaur et al (2016), 99505 025, "'wy S o
Seyyedamiri (2010), Mak (2011), Gomez | S@ole ()b ,Bl 515 in daojglanl )b
Aguilar et al (2016), Suna & Alvarez Sl sl Ko ¢ S )b
(2021), Santos & Campo (2014),
Hankinson (2004), Hu et al (2025), Yen et

al, (2020)

Paunovic et al, (2021), Yen et al, (2020), Culls o Siald (bud Caopos oo Cpadids
Rodrigues & Schmidt (2021), ZouganeLi R
et al (2012), Briciu et al, (2019), Wheeler ”

et al (2011), Tsaur et al (2016),
Seyyedamiri (2010), Mak (2011), Dyankov
et al, (2018), Suna & Alvarez (2021),
Hosany et al, (2007), Gbmez Aguilar et al
(2016)




w9 paS (5 35O oF L g Wlallle

WY

V€4 € yliumo g 5al (09 0 lowi (093 89 ciouwigd mas (5,5 Cu e Cilallae

El Aouni, et al (2012), Bjork (2012),
Paunovic et al, (2021), Yen et al, (2020),
Tsaur et al (2016), Rodrigues & Schmidt
(2021), Zhao et al, (2022, Dyankov et al,
(2018),

oSy Gty 9 Jib (obiyy (Smp CU
oo 5 SUSP (S 5 Jo loidloy ailed
Seibgs adle

Ly S 5

Paunovic et al, (2021), Matiza & Oni
(2014), Yen et al, (2020), Briciu et al,
(2019), Tsaur et al (2016)

bl obls)l aie p glacpass L bL)
on bl @iy clple @b I bl 2b)lik

byl U 2529 <ol yide g p3 50

Ly by,

Bjork (2012), Paunovic et al, (2021), Zhao
et al, (2022), ZouganeLi et al (2012),
Wheeler et al (2011), Seyyedamiri (2010),
Mak (2010), Tsaur et al (2016)

iyl (Samd sl byl elaizl slagis)
opdles sl oldlhe sl b)) Su)b
b))l sgixe i)l (e slahj))
iyl ible 5 (93)Slas syl (s

b

b b))l

Paunovic et al, (2021), Zhao et al, (2022),
Bjork (2012), Rodrigues & Schmidt
(2021), De Rosa et al (2019), Yen et al,
(2020), Tsaur et al (2016)

oy bty e wads ()b pb iy pU e yleds

.

El Aouni, et al (2012), Rodrigues &
Schmidt (2021), Zhao et al, (2022),
Wheeler et al (2011), Seyyedamiri (2010),
Suna & Alvarez (2021), Santos & Campo
(2010)

Cogh (s Cogh o Su)l Cosh ( Sin)d Cogn
) gdin ( wlus Cogr ulo oypg pd 40

Rodrigues & Schmidt (2021), Zhao et al,
(2022), Seyyedamiri (2010), Suna &
Alvarez (2021)

Oand o SMolss o ylsind (o Sen Lacl don

28 oo

Papadimitriou et al (2015), Tasci et al
(2007), Prayag (2009), Garanti et al (2019),
Daye (2010), Hankinson, (2004),
Hankinson, (2005), Hu et al, (2025)

QUL &y (g piwd b loopj g J& 5 o> CodeS
A CadsS ey Cotel 30l Cad

s S
&> os

BeerLi & Martin (2004), Garanti & et al
(2019), Prayag (2009), Cheniki & Baziz
(2020), Tasci et al (2007), Qu et al (2011),
Baloglu & et al (2014), Papadimitriou et al
(2015), (Hosany et al, (2005), (Li and
Jiang, 2025), Gomez & et al (2015),
Seyyedamiri & khosravi (2020), Dénmez
& Turkmen (2017), Stojanovic & et al
(2017), Papadimitriou & et al (2015)

Wl ahllasl 53,8 63,911 g Llis w05l
wliugd )3y (39 S tel)] @SS i
b plete pgal g el el (Sl
Coles (3Mloggme 0dlgls cgilpiclors doj
Wliaio 1B @¥giue oo o j )b casl>

oS s L

s Sy

Tasci & Gartner (2012), (Govers & et al,
2007), BeerLi & Martin (2004), Daye

Sl slapld g oygdyp colids

Sy




Gl 9B pas (5 WO 3F Co o wlalllae VY

Soono (s g (55 4B ) S| (g SN03,5 (Sadio Ny prgal 9 Cugh Bl aled

(2010) |
Tasci & Gartner (2012), (Govers & et al, | 4 lapks dadilo, > ahe Jiwo slogluld yolas
2007), Prayag (2009), Beerl__l & Martin s & e clbls,) S5
(2004), Daye (2010), (Hankinson, 2004),

(Hankinson, 2005)

Baloglu & et al (2014), BeerLi & Martin | YU cuiS b pgai oo, s slop 5 o S
(2004), (Hankinson, 2005), (Li and Jiang, hgpme 3y Vb kS b it ag ons ks

2025), Papadimitriou & et al (2015), )
Stojanovic & et al, Seyyedamiri & | e/t orbie g ojlul wlale Sluleda (g
khosravi (2020), Gomez & et al (2015) olate 3l 0 late cutS

Ny pgpad dal ypands

&3S es s S

raie Sy 0y 580, hslizel 5 M) plos 4 (o3, Shes yolie kz2ls ol (V+)4) o, Kan 5 ) 5] & jslailen
Gl S5 4 63,Slas polic dnaly Lolol 5 5l o)Lt sl iwd b oMie cladilie § @85 ol o 85,5
@ o jiagg ST 55 )l 0)lil L yies ;> JBgJes pimam Uy 4 Cund )] Cuasd (losd cotS I pel dafie (63 Slos
el 005 o)Ll £gdg0 cal g (Vo) sl 5 (Vo V) )Ken 5 ol slasinghy e plgic 4 o o)Li] (63 Slos adl3e

tble gl Sy

b Kd2)5 oSl el (68825 ) ulidily) Jelge Sl 48,5 LS dao ble (sl Sy amdie (Lo phagly (slaasdl
g kg bly; s lgiologe ool bpe dake Sy & Cund ([R83,5 )3 4 el el s & ke Sy 4 o
4 e i ) B )R85 dabe Sy 4 88T plunl b salg ()R85 3 Cute Slolus] oy 4 260 Cuarene
Ol ) G585 (slaej:SIl b edtus blo )l (dble pgad alplhy 29800 KB)5 10 o) g (2l (gloojl 5o
GR35 wabe Gl K3, Sy Culeg 3 S ande S 1) dale @ s lag] (555 e &) s Sl o35
ol b ya 59 sBopSl g ble Jolge 4 3Lyl 3925

W pgai g SGB )| pgai
L bale) Bojb Jl owypd ©ygots (X005 &5 SGB pslal oo ol 55 dip pigad Glagh glaaisl bl
Ashis gty g pls MolS 903 &5 w3 o S5 395 (sl o | (gl duaio (slag iy oy b g (ladales Slids

el 398 g0 (S5 paaly GLLIL bawg &S QW g 5 col (UL L
KEJVR ) YRR tJRE PR PR JVRLOWDL SV PR JURE SE Y-
Ol e 3ol wdlis (S50, L diliwgd Hldy i Sy sl S 4 o)kl Wy Caasd Gimgh (cbanl ywlul

5 Wojshanl jcunl ()R035 date S sl b))l dsgerme Wp Simyd (6005 dolie Cuplin g SE2)5 le
Sl Shy ok 2o b oS 235 e Giules 4 1) dade S Simp & Slsl g (Sl )BT B 4B S e Sy pgujghl

1. Garanti




w9 paS (5 35O oF L g Wlallle WE

V€4 € yliumo g 5al (09 0 lowi (093 89 ciouwigd mas (5,5 Cu e Cilallae

e Blal s bl o 5K olis ogale sla Sig oS 3 iy St o 2y (5K835 agalls
S 0 Lalgy ) ol oo 55 g o o Simgh e sloadle dog gt 5 o Jin (JBsJe> 5 S5l y;
(S i b 5l Ny clple Wl cwlay] 4 slad &) g 18,5 L bl g)lEn JSE s lis

ol 9> slacuslaw ¢ ob L Olbls)l ey slacpasds

Lo 3,1 g Muale Coge

Cage ) o Cugn | idu Cusl dale Cogp (o RBS sladate Ny Cuge sl Sk jl (K piegk glaasl ulul
5 2950 A ol oSl Ren L ¢ Jol aling 5 39500 duaiio b )5S Sy lol Sl cumo (B ol iy wolio
Cosp iy dx g ol 4 b a5 il ohen 4 353 L) e ol ol g Simgd o)l (i 55 68805 wolie 355
oingly sl bl p )ls i &) 08 S Hialed 3 ()35 ,8b 45 conl o S5 B0l e oS Ll lgieds Muade
Sy polis diile (yejpw SG p3ye Cugh I (SU Wi e 0ypge (pl &5 ALBb oo N SG 0 pmge ol dae Cogr polis
(oloizl byl ()b S oo cugl 1) 6)lud polie 5 s GBS e &5 A3k spar Cogr b g yeiS S 23
S N83)5 dolie Ny Cugr a4 (2SS ) Mg e daen sFPPn] (ble 5 (3 Shee sla )l lus] cpdles ()b
Ausb 38,5t

bl pols

sl Sy AN Cjgod b (W35 My Cogr d])g L;ho‘ OB XS paoual (650535 Y guame BuliSas e
> Gl 5,55,5 siolio (218, o sloSg o s b g IS il & g |y Ao S, 3,5y
s 5l

235 oo JSb it (laiyd ) (dlasgome Gajbo & Cunl (1 Bl 355 Cagn slaadlye | (S (imgly slaadl 4 2 L
Oladss pl poogMe (daie > Jd ogad (iSu (5,563,5 o slalels (5, K55,5 wolie ol pie ¢ e LS L)
Gy 3oLl pl dcgemme W bl il abe Cogr dy a3 SS 0 j8 LKE0 5 8l gl Sl j0 &S aad e ol
S yidio oy cpl 4o )8 Aalgd dtws |y late S Cusr &S WS o B Spde (55) 0SS L el 5 Sl

(6 345 4 g Sy

Pl g sled 559 o L (o) (il S e ool (508 LS S adiate (Byme gl (6)S50)5 sladatio ol pae
@y G S5 sldale ol pae Db e IS iled 4 Cunl ale S 384 parie sla SR eiadlis &
2988 Sy Sinpd g ol Wiy Cugr polis el (S Wi dalde 3 1) i d KBS 5 IS e les
aind gicds (Yoo o) Jluadle 9 ST 250 Cogn Jao o a8 canla o) 5 48,3 @lis ¢ ,9uS )] cunlo sdimd i 48 ol
g 85 Cal il Jolss b cod atie )R85, sladuaie ) ), K3,5 o i bl .l 015 aSTr o 5
d9350 ot 4l Oslise ) bl Cunl (Ko () S50)5 calplt 2 Gialed 4y Ll g 2> 0lge (S
yolie Il B odd caw Simgh cpl 53 09d (2Bly Oluyzd g S0 )3 cljllas] o GBS @ e Slgi 0 &S A5 S
ol 53 i cplple 0y g Bl on 2l 4 pole ol duglie b Culei)d g 398 (plolid Xy dalie 9 Ly Coga Lol
Ml S83)5 wolie Sy pgal g Ny Cugr polis G led (8L (2 > LRRgR



Wi 9B pas (5 W i Lo o Dl VYD

00 (o g (5 i 4By B g 52,5 Sl Ny g 9 Cugh Gl bl

slairgy Sladl g byl ) (555 L b edlatal cuS 518 by, | malie (il Lol slpadls ololid
(Able (3,los pgal (aSld mh ualie audbb l dn S ololid porde 93 (pl @ oSS polis (i pla
Sim b ol (mte oS 0 gl el Wiy Cagn oo paSLE A g Ky gl ) ugad (SUB Y gl (Bl
o)l (6)X53)5 sladiaie Xy Cugh g Ny pgal Ol Sliled 1 3)90 dw Adlal )3 Al oo Wy SjS g Ly Cpasid Wi
D9 (s

g blo aimd oo (LS (b |) (500,85 wolie Ny Cagn g Ny pgal (o pleS (iagh | Jol @S 1]y
GBS b (6583, aolie ol pse Jold (6855, sl iliseo plaiid o Mol Jols 1) 25y Cagn (V-YY) )l
slial sbaud jub g Cbls) 5 Cledbl (5)gls cépin wals p31 bl » Jy wbe oo GUSLe (ogad
5" Saggly )l SIS (6)R80)5 ol iy Cugr ay (B JSE g il o plad 4 e Sl Bk ) R85 st
lod)S fiwe 1y alpwplinly SwdlS o Sag) (slaixl slaails) & WS ply 36 Simggy > (V-TY) o Kan
2 & At @33 e g LR85 cplpls Wedoe S ile Bp sl alpepliely )3 eS8l b ol S8 S
Wl i (6)553,5 dolde Wy Cogr il

S 5id)S Aolin Ny pgal & (wJSS ) ible g (3 Ses sapadld p 4T i sapiagy 1S e
ryas M (5835 dalke Ny pgad I pisu |y LWl g SSB) polar J5) ) JEB 4 (YeVe) Sbp Skl
digsy Ly (BasSas e (YVOY) 'Sy dlar o0 o Jai bl 51 g aiblio )il polie 51 SGB) 5 )
Sy 2Lk 4l culply )l ouge a1y By lacaie 5 s oSl sbml asle (Gblib sbagiales )b Sl X5y c L
o LB 1o p» QU ppar Jo bl polie &5 amd e Ui Siagh @l (Jg 90 Sl Xy (BASAS e by
)y By Cogn aS(VAAY) ,)alS Jas BUS a5 dmd o Uis sdelcuwnddy plad ol ply ol 35 51 85y pgad 23 K5 5
2 dolie Glute 5 (LLLL e g adye (iS50 53 (K835 o S (g0 Wdee sl 1) Xy pigal g jpedd e
P Uit 90 b Sk s el Sl g joredye Ao Ver Ky pgal g Ny Cogn iyl L IIS,EE Lo s
Mo (b b By Cogn g SB25 b By e 4 (o2 IS 5l alasl (isy aiie 135,56 porde 93 (] (6 S IS
Lol

Ax 93 lgiee ) Jelge s (o Blen 5 L)Lk pasls 93 5] 4 ool Cusd 4y (slaasls 4 (25 L tpgus
I ULy Sy pgad g pogale belgs Jl (36 1) 85 Cagn VSIS 55 (YY) hlen 5 (gl JI 3 slo (wgelel 5 ogale
J9 515 0)lbl By Cogn 4 (2SS ) ugele Jalse (18 & s (V28) 58 5 5,95 (59 2 ogMle Whae ugelel Jalge
Mo 21> AT poade 93 3 4 (2SS ) ugelel g (ugele yais 93 o oS dmd o (Lt 3L (Slgl )3 L oslcundy gl
b Sy 5 230 i3 1y ol Cllas BMS 85y gt )3 (63,55 5 (GBS polie b Sy cugn Jho > L Simy
S Sy 2 wgalel polic  AST b (65,5 ) Ly Cogn & 3,8 bl S8l e S5 as byl
Ao ugele polis I (BU 8y Cogn Sl S Jue

P Ny Cagr g Sy S Shy spp dine) e baiagh oad pbdl Silatugw e 4 @y L
P 4 By pgai g Ly Coga gl ol 1 &5 Wi ol Limgh g ¢S U Ll 488 Ojgo (K825 ladais
ol dltino ol )3 pSl Smogy (55l 9 423 B (54T )0

1. Suna & Alvarez
2. Paunovic

3. Bjork

4. Govers and Go



w9 paS (5 35O oF L g Wlallle \eg

V€4 € yliumo g 5al (09 0 lowi (093 89 ciouwigd mas (5,5 Cu e Cilallae

sl 50 gk die) ool 3 gl adllae Sy aly )3 5 35 ugsSl 23 SGL )5 gt L ol ey
ol g3 03 eloll plo (6503 S Slalllas 395 oo dlgriin (ST pubine 4 45T 8,55 1,5 gotius 3y90 03> (slaoll
& onii plosl iagly cul )3 laslas 5 sy pgd Cund Sl & Bpo pils Gingh ezren i3 plocl disej
ool Cauwds SleMbl jlael iomiw (glp cpiomen S blod 1) alzie cpl 393 (sla jimgs 13 4 39 o Slpiudn S pbfio
a4 Bl Gimess 53 350 duog ol 2 egde 23,5 Lol i (sla a4 3 oS it S 9d e ety
g0 odd (plolid (sladilye B)b Sl g 298 ady imgh nl ) oad LS (o Sty pelel p ol K825 Ky
2y 8 b))

b Gigi ool )3 0 (Ll gladdlge o5 39 oo Slaidiy )9S (6)553)5 (2b)lik (e 4 g Slles bld &
RpaS a9 03)S dagi Ny Cugr dm 4 il & Cul Epon Glpl )NB0,5 i ubed oy Gl 5RE,5 K 3550
015 oo Silpoles G 298 4oy lpl 65835 Ky plgie 4 ilpolare 298 St 03l )18 42 0y50 1) Ky
el Gl 3RE05 Ly Cagh e g (K25 N pgal ob

Fb ol

3l

OAR9H 3 (N o akew

sl ply g o

&8l Ly

3l

Xle

Aaker, D. A. & Joachimsthaler, E. (2000) ‘Brand Leadership’, The Free Press, New York

Aksari, N. M. A, Hede, A.M., & Burgess, S. (2012). Exploring destination identity and destination image
in the new age of tourism: A case study of brand BaL.i. E-Journal of Tourism. 3(1),18-22.
doi: 10.24922/eot. v3i1.21242

Almeyda-lbanez, M., & George, B. P. (2017). The evolution of destination branding: A review of
branding Literature in tourism. Journal of Tourism, Heritage & Services Marketing (JTHSM), 3(1),
9-17.
https://doi.org/10.5281/zenodo.401370

Baloglu, S., Henthorne, T. L., & Sahin, S. (2014). Destination image and brand personaL.ity of Jamaica:
A model of tourist behavior. Journal of Travel & Tourism Marketing, 31(8), 1057-1070.
https://doi.org/10.1080/10548408.2014.892468

BeerLi, A., & Martin, J. D. (2004). Factors influencing destination image. Annals of tourism
research, 31(3), 657-681.
https://doi.org/10.1016/j.annals.2004.01.010

Bjork, P. (2012). Brand recovery: A Quick fix model for brand structure collapse. Journal of Travel &
Tourism Marketing, 29(6), 520-531.
https://doi.org/10.1080/10548408.2012.701164

Briciu, V. A., Demeter, R., Nechita, F., Kavoura, A., & Briciu, A. (2019). A proposed onLine platform
for ranking place brand’s identity characteristics of official tourism websites. In Strategic


https://doi.org/10.5281/zenodo.401370
https://doi.org/10.1080/10548408.2014.892468
https://doi.org/10.1016/j.annals.2004.01.010
https://doi.org/10.1080/10548408.2012.701164

Gl 9B pas (§ W 3F Lo o wlalllae VY

oo (Ahaas g (o8 48 ] (6 5XN03,5 Sako Xy gl g Cugh Gl uled
Innovative Marketing and Tourism: 7th ICSIMAT, Athenian Riviera, Greece, 2018 (pp. 755-762).
Cham: Springer International PubL.ishing.
https://doi.org/10.1007/978-3-030-12453-3 87

Cai, L. (2002), Cooperative branding for a rural destination, Annals of Tourism Research, Vol. 29, No. 3,
720-742.
https://doi.org/10.1016/S0160-7383(01)00080-9

Cheniki, K., & Baziz, A. (2020). Evaluating the abiLity of local municipaLities to promote strong brand
image in Algerian cities. Geo Journal of Tourism and Geosites, 28(1), 21-34.

Chigora, F., & Ndlovu, J. (2018). From fantasy to reaLity: identifying the destination brand constructs
that influence the brand performance in Zimbabwe. African Journal of HospitalLity, Tourism and
Leisure, 7(5), 1-13.

Cleave, E., & Arku, G. (2015). Community branding and brand images in Ontario, Canada. Place
Branding and PubLic Diplomacy, 11(1), 65-82.
https://doi.org/10.1057/pb.2014.5

Daye, M. (2010). Challenges and prospects of differentiating destination brands: The case of the Dutch
Caribbean islands. Journal of Travel & Tourism Marketing, 27(1), 1-13.
https://doi.org/10.1080/10548400903534725

De Rosa, A. S., Bocci, E., & Dryjanska, L. (2019). Social representations of the European capitals and
destination e-branding via multi-channel web communication. Journal of destination marketing &
management, 11, 150-165.
https://doi.org/10.1016/j.jdmm.2017.05.004

Donmez, Y., & Turkmen, F. (2018). The Relation between the Landscape Design and brand image in PU
Purchase References of Tourists: the case of SAFRANBOLU AND NEVSEHIR, IN
TURKEY. AppLied Ecology & Environmental Research, 16(1).

Dyankov, T., Krastev, V., & Yancheva, K. (2018). Evaluation of brand identity of Bulgaria as a tourist
destination. Tourism: An International InterdiscipLinary Journal, 66(1), 19-34.
https://hrcak.srce.hr/197380

El Aouni, F., Cascon-Pereira, R., & Herndndez-Lara, A. B. (2013). The role of emigrants in the
construction of a destination brand: a new research Line. Tourism and hospitaLity
management, 19(1.), 35-47.
https://doi.org/10.20867/thm.19.1.3

Garanti, Z., llkhanizadeh, S., & Kissi, P. S. (2019). The Impact of Branding on Tourists’ Satisfaction and
Loyalty in Iran. In Experiencing Persian Heritage. Emerald PubLishing Limited.
https://doi.org/10.1108/S2042-144320190000010014

Gnoth, J. (2002). Leveraging export brands through a tourism destination brand. Journal of brand
management, 9(4), 262-280.
https://doi.org/10.1057/palgrave.bm.2540077

Gbémez Aguilar, A., Yagie Guillén, M. J., & Villasefior Roman, N. (2016). Destination brand
personaL.ity: An appLication to Spanish tourism. International Journal of Tourism Research, 18(3),
210-2109.
https://doi.org/10.1002/jtr.1997

Gomez, M., Lopez, C., & MoLina, A. (2015). A model of tourism destination brand eQuity: The case of
wine tourism destinations in Spain. Tourism management, 51, 210-222.
https://doi.org/10.1016/j.tourman.2015.05.019

Govers, R. and Go, F. (2009), Place Branding: Glocal, Vvirtual and Physical Identities, Constructed,
Imagined and Experienced, (1st ed.), Palgrave Macmillan, New York

Govers, R., Go, F. M., & Kumar, K. (2007). Promoting tourism destination image. Journal of travel
research, 46(1), 15-23.
https://doi.org/10.1177/0047287507302374

Hankinson, G. (2004), “Relational network brands: Towards a conceptual model of place brands”,
Journal of Vacation Marketing, Vol. 10, No. 2, pp. 109-121.
https://doi.org/10.1177/135676670401000202


https://doi.org/10.1007/978-3-030-12453-3_87
https://doi.org/10.1016/S0160-7383(01)00080-9
https://doi.org/10.1057/pb.2014.5
https://doi.org/10.1080/10548400903534725
https://doi.org/10.1016/j.jdmm.2017.05.004
https://hrcak.srce.hr/197380
https://doi.org/10.20867/thm.19.1.3
https://doi.org/10.1108/S2042-144320190000010014
https://doi.org/10.1057/palgrave.bm.2540077
https://doi.org/10.1002/jtr.1997
https://doi.org/10.1016/j.tourman.2015.05.019
https://doi.org/10.1177/0047287507302374
https://doi.org/10.1177/135676670401000202

w9 paS (5 35O oF L g Wlallle WA

V€4 € yliumo g 5al (09 0 lowi (093 89 ciouwigd mas (5,5 Cu e Cilallae

Hankinson, G. (2004). The brand images of tourism destinations: a study of the saLiency of organic
images. Journal of Product & Brand Management, 13(1), 6-14.
https://doi.org/10.1108/10610420410523803

Hankinson, G. (2005). Destination brand images: a business tourism perspective. Journal of Services
Marketing, 19(1), 24-32.
https://doi.org/10.1108/08876040510579361

Hosany, S., Ekinci, Y., & Uysal, M. (2007). Destination image and destination personaLity. International
Journal of Culture, Tourism and HospitalL ity Research, 1(1), 62-81.
https://doi.org/10.1108/17506180710729619

Hu, Y., Yang, L., & Xu, D. (2025). Differentiated brand building of traditional mountain scenic spots in
Jiangxi Province: Insights from tourists’ perception images and sentiment characteristics. Plos
one, 20(9), e0332121.
https://doi.org/10.1371/journal.pone.0332121

Kapferer, J. -N. (1998) ‘Strategic Brand Management’, Kogan Page, Londo

Kapferer, J.N. (2012). New strategic brand management: Advanced insights and strategic thinking.
http://unitec.ebLib.com.au/patron/FullRecord.aspx?p=871552

Konecnik, M., & Go, F. (2008). Tourism destination brand identity: The case of Slovenia. Journal of
brand management, 15(3), 177-189.
https://doi.org/10.1057/palgrave.om.2550114

Li, Y., & Jiang, S. (2025). A study on the influencing factors of tourists’ travel intentions: a
configurational analysis based on fsSQCA. Journal of HospitaLity and Tourism Insights.
https://doi.org/10.1108/JHT1-07-2024-0660

Mak, A. K. (2011). An identity-centered approach to place branding: Case of industry partners’
evaluation of lowa's destination image. Journal of Brand Management, 18(6), 438-450.
https://doi.org/10.1057/bm.2010.56

Matiza, T., & Oni, O. A. (2014). Managing the tourist destination image: The case of Africa. Tourism: An
International InterdiscipLinary Journal, 62(4), 397-406.

Michelson, A., & Paadam, K. (2016). Destination branding and reconstructing symboL.ic capital of urban
heritage: A spatially informed observational analysis in medieval towns. Journal of destination
marketing & management, 5(2), 141-153.
https://doi.org/10.1016/j.jdmm.2015.12.002

Mongeon, P., & Paul-Hus, A. (2016). The journal coverage of Web of Science and Scopus: a comparative
analysis. Scientometrics, 106(1), 213-228.
https://doi.org/10.1007/s11192-015-1765-5

Papadimitriou, D., Apostolopoulou, A., & Kaplanidou, K. (2016). Participant-based brand image
perceptions of international sport events: The case of the Universiade. In Journal of convention &
event tourism (Vol. 17, No. 1, pp. 1-20). Routledge.
https://doi.org/10.1080/15470148.2015.1046100

Paunovic, I., Obermayer, N., & Kovari, E. (2022). OnLine branding strategies of family SME wineries: a
Hungarian-German comparative study. Journal of Family Business Management.
https://doi.org/10.1108/JFBM-09-2021-0099

Pereira, R. L., Correia, A. L., & ScHutz, R. L. (2012). Destination branding: A critical overview. Journal
of QuaLity Assurance in HospitalLity & Tourism, 13(2), 81-102.
https://doi.org/10.1080/1528008X.2012.645198

Prayag, G. (2010). Brand image assessment: international visitors' perceptions of Cape Town. Marketing
intelLigence & planning.
https://doi.org/10.1108/02634501011053577

Qu, H., Kim, L. H., & Im, H. H. (2011). A model of destination branding: Integrating the concepts of the
branding and destination image. Tourism Management, 32(3), 465-476. doi:
http://dx.doi.org/10.1016/j.tourman.2010.03.014


https://doi.org/10.1108/10610420410523803
https://doi.org/10.1108/08876040510579361
https://doi.org/10.1108/17506180710729619
https://doi.org/10.1371/journal.pone.0332121
http://unitec.eblib.com.au/patron/FullRecord.aspx?p=871552
https://doi.org/10.1108/JHTI-07-2024-0660
https://doi.org/10.1057/bm.2010.56
https://doi.org/10.1016/j.jdmm.2015.12.002
https://doi.org/10.1007/s11192-015-1765-5
https://doi.org/10.1080/15470148.2015.1046100
https://doi.org/10.1108/JFBM-09-2021-0099
https://doi.org/10.1080/1528008X.2012.645198
https://doi.org/10.1108/02634501011053577
http://dx.doi.org/10.1016/j.tourman.2010.03.014

Wi 9B pas (§ W i Lo o Dlallle YA

oo (Ahaas g (o8 48 ] (6 5XN03,5 Sako Xy gl g Cugh Gl uled

Ritchie, J. R. B., & Ritchie, J. R. R. (1998, September). The branding of tourism destinations. In Annual
congress of the international association of scientific experts in tourism, Marrakech, Morocco (pp.
1-31).

Rodrigues, C., & Schmidt, H. J. (2021). How the Creative Class Co-creates a City’s Brand Identity: A
QuaL.itative Study. Journal of Creating Value, 7(1), 19-43.
https://doi.org/10.1177/23949643211010594

Sandelowski, Margarete; & Barroso, JuLie. (2017). Handbook for synthesizing QuaLitative research.
New York and London: Springer

Santos, E. R. M. D., & Campo, M. L. R. (2014). Destination branding: A reflective analysis of Brand
Cape Verde. Place Branding and PubLic Diplomacy, 10(1), 87-102.
https://doi.org/10.1057/pb.2013.8

Seyyedamiri, S. (2010). Destination brand identity development and value system. Tourism Review.
https://doi.org/10.1108/16605371011061624

Seyyedamiri, N., & Khosravani, A. (2020). Identification of the effective e-promotional tools on
improving destination brand image. Journal of Global Information Management (JGIM), 28(3),
169-183.

DOI: 10.4018/JGIM.2020070109

Sisouvong, V. (2018). Brand identity and brand image of tourism destinations in Lao PDR (Master's
thesis).

Suna, B., & Alvarez, M. D. (2021). The role of gastronomy in shaping the destination’s brand identity: an
empirical analysis based on stakeholders’ opinions. Journal of HospitaLity Marketing &
Management, 30(6), 738-758.
https://doi.org/10.1080/19368623.2021.1877587

Summers, J. A., Brotherson, M. J., Naig, L., Ethridge, B., Singer, G. H., Kruse, A., & Wang, W. (2008). A

preliminary synthesis of qualitative research: Gaining emotional well-being from other parents. Paper
presented at the Beach Center on Disability State of the Science Conference, Washington, DC. Retrieved
from http://www.beachcenter.org/Wisdom/EmotionalWellBeing/WisdomRP2_Summary of
QuanMetaAnalysis_April08.pdf

Stojanovic, 1., Andreu, L., & Curras-Perez, R. (2018). Effects of the intensity of use of social media on
brand equity: An empirical study in a tourist destination. European journal of management and
business economics, 27(1), 83-100. Tasci, A. D., Gartner, W. C., & Tamer Cavusgil, S. (2007).
Conceptualization and operationaL.ization of destination image. Journal of hospitalLity & tourism
research, 31(2), 194-223.
https://doi.org/10.1177/1096348006297290

Tasci, A. D., & Gartner, W. C. (2007). Destination image and its functional relationships. Journal of
travel research, 45(4), 413-425.

Tsaur, S. H., Yen, C. H., & Yan, Y. T. (2016). Destination brand identity: Scale development and
vaL.idation. Asia Pacific Journal of Tourism Research, 21(12), 1310-1323.
https://doi.org/10.1080/10941665.2016.1156003

Wheeler, F., Frost, W., & Weiler, B. (2011). Destination brand identity, values, and community: A case
study from rural Victoria, AustraLia. Journal of Travel & Tourism Marketing, 28(1), 13-26.
https://doi.org/10.1080/10548408.2011.535441

Yen, C. H,, Teng, H. Y., & Chang, S. T. (2020). Destination brand identity and emerging market tourists’
perceptions. Asia Pacific Journal of Tourism Research, 25(12), 1311-1328.
https://doi.org/10.1080/10941665.2020.1853578

Zhao, Y. Cui, X, & Guo, Y. (2022). Residents’ Engagement Behavior in Destination
Branding. SustainabiL.ity, 14(10), 5852.
https://doi.org/10.3390/su14105852

ZouganeLi, S., Trihas, N., Antonaki, M., & Kladou, S. (2012). Aspects of sustainabiLity in the
destination branding process: A bottom-up approach. Journal of HospitaLity Marketing &
Management, 21(7), 739-757.
https://doi.org/10.1080/19368623.2012.624299


https://doi.org/10.1177/23949643211010594
https://doi.org/10.1057/pb.2013.8
https://doi.org/10.1108/16605371011061624
https://doi.org/10.1080/19368623.2021.1877587
http://www.beachcenter.org/Wisdom/EmotionalWellBeing/WisdomRP2_Summary%20of%20QuanMetaAnalysis_April08.pdf
http://www.beachcenter.org/Wisdom/EmotionalWellBeing/WisdomRP2_Summary%20of%20QuanMetaAnalysis_April08.pdf
https://doi.org/10.1177/1096348006297290
https://doi.org/10.1080/10941665.2016.1156003
https://doi.org/10.1080/10548408.2011.535441
https://doi.org/10.1080/10941665.2020.1853578
https://doi.org/10.3390/su14105852
https://doi.org/10.1080/19368623.2012.624299

