
 

 
 

The Role and Power of Stakeholders in 

Branding 

Post-Mature Destinations: 

A Case Study of Calella 
 
 
 

Zaida Rodrigo Pérez 
 

 
 
 

This thesis is offered in partial fulfilment of the requirements 

of the Cardiff Metropolitan University for the degree of 

Doctor of Philosophy 
 
 

2012 
 

 
 
 

The research described in this thesis was carried out in: 

The Welsh Centre for Tourism Research 

Cardiff School of Management 

Cardiff Metropolitan University 

Western Avenue 

Cardiff , UK CF5 2YB 



ii | P a g e  

 



iii |  P a g e  

 

Declaration 
 
 
 
 

I declare that this piece of work has not been accepted in substance for any degree 

and is not being concurrently submitted in candidature for any degree. I further 

declare that this thesis is the result of my own investigations, except where 

otherwise stated. A bibliography is appended. Finally, I hereby give consent for 

my thesis, if  accepted, to be available for photocopying and for inter-library loan, 

and for the title and summary to be made available to outside organizations. 

 
 
 

Signed:  

Date: 16 October 2012 

 

Zaida Rodrigo Perez (Candidate) 
 
 
 
 

Signed:   

Date: 16 October 2012 

 

Professor Nigel Morgan (Director of Studies) 

 

Signed:   

Date: 16 October 2012 

 

Professor Annette Pritchard (Supervisor) 



4 | P a g e  

 

Abstract 
 

 
 

The main aim of this thesis is to explore the relevance of destination branding 

strategies for destinations in decline and to identify the role of stakeholders in 

those strategies through a case study of Calella in the Costa de Barcelona- 

Maresme, Spain. Five research objectives, encompassing a critique of relevant 

literature, conceptual discussion and empirical research, assist in accomplishing 

the overall  aim. Key concepts that underpin the study are: the role and power of 

stakeholders and stakeholder management in destination management; the TALC; 

destination regeneration strategies; destination branding. The study adopts a case 

study approach, employing four main types of complementary sources: semi- 

structured interviews, structured interviews, archives and personal observations. 

 
 
 

The findings provide empirical evidence highlighting that a positive place image 

is a necessity for an effective destination brand and that stakeholder involvement 

is paramount for the successful development of destination branding strategies. In 

the case study destination of Calella it emerges that there is a mismatch between 

the expectations of stakeholders in the private and public sectors, where  the 

former seem uninterested in adopting a holistic approach and prioritise their own 

personal business goals - even if  these are contrary to the interests of the wider 

resort community. In addition, there is little community involvement or 

representation in local decision-making and strategy development. 
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These findings have practical implications for the tourism industry, specifically 

for post-mature seaside resorts and especially for Calella itself. Recommendations 

include: enhancing the effective involvement of stakeholders in destination 

management decisions to increase óbuy-inô, óownershipô and óself-identificationô 

with marketing and branding strategies. 
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CHAPTER ONE: INTRODUCTION  
 
 
 
 
 
 
 

1.1. Chapter  

Int roduction 
 

 

This introductory chapter outlines the main dimensions of the study, provides the 

rationale for the choice of Calella in Spain as the case study destination and 

briefly reviews the development of the resort from its origins as a fishing village 

into one of the fi rst mass tourist destinations in Europe. The introduction also sets 

out the research question and the aim and objectives, locates the researcher within 

the thesis and describes the personal link between her, the topic and geographical 

area of study. Finally, the case study methodology is introduced and the thesis 

structure is outlined. The chapter concludes with a thesis overview, which 

includes a brief synopsis of its seven chapters. 

 
 
 
 

1.2. Study 

Background 
 

 

Spain is one of the worldôs leading tourism destinations and the area of Costa del 

Maresme and Costa Brava has been one of its most popular regions, featuring in 
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British and other European travel operator brochures for over half  a century. 

Calella is one of the prime tourist destinations in the Costa del Maresme (recently 

renamed the Costa de Barcelona-Maresme). However, in summer 2001, one of the 

UKôs main tour operators, First Choice, decided to cease operating in the area, a 

move followed by other significant tour operators such as TUI and Thomas Cook. 

The reason the tour operators cited for this change of strategy was that the area 

was seen to be suffering from tourist fatigue. Indeed it has been heavily dependent 
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on the mass sand-and-sea tourism market for five decades and, as a result the 

Catalan government has indicated a need for significant improvement in both the 

destination product and its marketing in order to encourage the tour operators to 

return (www.infotrac.com). This situation has also been widely recognized in the 

tourism academic literature and Priestley and Mundet (1998) have referred to the 

Costa Brava as a destination in stagnation, whilst Butler described it in these 

terms as early as 1980. Thus, Calella, adjacent to and sharing similar 

characteristics to the Costa Brava could be said to have already been a post- 

mature resort in stagnation over 30 years ago (Gale, 2001). 

 
 
 

It has been suggested that destination branding strategies, linked to regeneration 

and investment hold the key for such places in severe decline (Morgan, Pritchard 

and Pride, 2002, 2011a, 2011b; Bennet and Savani, 2003). Thus, this study will 

assess the relevance and effectiveness of destination branding strategies in 

revitalising the case study destination of Calella and make recommendations 

which can be transferred to similar destinations in decline. However, one of the 

central challenges facing destination managers is to ensure that all  stakeholders 

with a legitimate claim to participate are included in the development of a 

branding strategy (Dinnie, 2011). The study therefore, focuses on the extent to 

which the relevant stakeholders have been effectively included in the attempts to 

revitalise the case study resort. 

 
 
 

Ind (2001) recognizes the difficulty of branding at a corporate level, as more 

stakeholders need to be taken into account. However, it is especially difficult to 

brand a destination because the image of that destination is influenced by a range 

http://www.infotrac.com/
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of stakeholders, including internal stakeholders, the host community, and current 

and potential tourists - all of whom also have a particular image of the destination 

(e.g. Lane, 2005; Murphy and Murphy, 2004). Indeed, this is emphasised by 

Avraham and Ketter (2008), who use the term ósocial-public marketingô to 

describe the marketing of such places and who argue that for this kind of 

marketing to be effective: 

 
 
 

local decision-makers must act democratically, not in an elitist or 

patronising way; they have to cooperate in the process with the 

placeôs residents and other local players; the marketing plan should 

not be imposed on the market as a top-down decision but evolve 

bottom-up; and it should be based on the benefit to the general public 

rather than to the decision makers or their narrow interests 

(2008 p, 7). 
 
 
 
 

At the same time, whilst Calella is a tourist resort with all  the complexity of 

stakeholder groups typical of such a place, it is also a city with a wide range of 

interests where the tourism sector has grown organically within the urban area. 

This has created a very complex network and mesh of stakeholdersô interests, a 

characteristic not shared by neighbouring and competing destinations, such as 

Santa Susana. It therefore makes an interesting case study within the Costa de 

Barcelona-Maresme region. 
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1.3. A Personal 

Journey 
 

 

Calella is an ideal destination to study for any tourism academic as it has clearly 

gone through several stages of development and today is urgently in need of 

regeneration. It was one of the fi rst mass tourist destinations and still relies on 

tourism as the major driver of its economy (see Walton, 2011; Ten, 2004). Whilst 

this does not in itself  make it unique, I also have a personal interest in this 

destination as it is close to my home and the place where I spent many happy 

summers. Thus, my personal attachment to the area provided a catalyst for my 

study. Initially, my centre of attention was on destination branding but it soon 

became apparent that this focus required expanding to encompass investigation of 

the role of stakeholder dynamics and the power relations that surround the tourism 

development and rejuvenation of Calella if  the study was to provide greater 

understanding of the key issues. Beyond my personal interest, of course, Calella is 

an ideal case study of a post-mature and declining destination pursuing 

rejuvenation strategies. It therefore has the potential to provide considerable 

insight into the validi ty of the destination life cycle model in the context of 

destination re-branding (Butler, 1980; 2006, Murphy 2008). 

 
 
 
 

1.4. The Calella 

Context 
 

 

Calella has a total population of just over 18,500 and is located on the coast 

between the towns of Sant Pol de Mar and Pineda, about 50 kilometres north from 

Barcelona and 50 kilometres southwest of Girona. It is in the coastal region north 

of Barcelona known as Costa de Barcelona-Maresme and adjacent to the well- 
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known tourist destination of the Costa Brava. One of the main characteristics of 
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Calella are the long and beautiful beaches of Platja Gran, Platja de Garbí y and 

Platja de les Roques that are enjoyed both by locals and tourists 

(www.emaresme.com/maresme/calella).  These  extensive  beaches  of  attractive 

golden sand, which have consistently been awarded the European Blue Flag in 

recognition of their high standards of facilities and cleanliness over the last 

decade, have played a central part in the development of this significant tourist 

resort (www.calella.cat). 

 

 
Before the area developed as a tourist resort, the main economic activities were 

agriculture and fishing, in common with many other Spanish coastal resorts that 

relied on the favourable weather to grow vegetables and crops and their proximity 

to the sea to sustain a vibrant fishing industry (Ten, 2004; Tortella, 2000). Today, 

however, the coastal area which includes Calella relies largely on the service 

sector. Indeed, at the beginning of the twenty-fi rst century almost 70% of the local 

economy was dependent on the service sector, the majority of this being tourism 

since, as described above, the area was a pioneer in the package holiday market 

some half a century ago (Walton, 2011). 

 
 
 
 

1.4.1. The Development of Calella as a Tourist Resort 
 

 

Calella is a town with more than 650 years of documented history and is 

recognized for its Catalan heritage and culture, as well  as its language.  The 

earliest records indicate that Calella was settled by the Romans in the fi rst century 

AD, although the following centuries saw a very long period of stagnation due to 

wars and plagues until the town began a period of sustained growth in the mid- 

http://www.emaresme.com/maresme/calella
http://www.calella.cat/
http://www.amazon.co.uk/s/ref%3Dntt_athr_dp_sr_1?_encoding=UTF8&amp;search-alias=books-uk&amp;field-author=Gabriel%20Tortella
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eighteenth century. At this time the traditional activiti es of agriculture and fishing 

were augmented by shipbuilding and textile industries and, thanks to the new 

trade routes with the American colonies and the growth of the fishing industry, the 

region benefited enormously (Phillips and Phillips, 2010). 

 
 
 

The town suffered in the fi rst decades of the nineteenth century as a result of the 

war in France and the subsequent revolts but continued to grow steadily, with the 

opening of the fi rst steam factories in the mid-1880s compensating for the 

reduction in sea trade following the loss of the New World colonies. Indeed, there 

followed a prosperous period for Calella in the early twentieth century, only 

ended by the Spanish Civil  War in the 1930s (see Graham, 2005; Tortella, 2000; 

Ten, 2004). This was followed by a further period of economic stagnation and 

population decline until the 1960s, when the area began to become known as a 

tourist resort. 

 
 
 

There was a period of spectacular economic and population growth during the 

1960s and 1970s. In these decades the townôs development as a resort and the 

subsequent in-migration into the region radically transformed the traditional 

image of the town, which saw a rapid increase in the density of hotels and holiday 

apartments. This growth also boosted the development of neighbouring towns and 

contributed to the appearance of new neighbourhoods, such as Poblenou of 

Pineda, next to Calella (Ten, 2004). 

 
 
 

Today, Calella, the tourist capital of the Maresme coast, is well-known as a 

cosmopolitan and lively town, enjoying a typical Mediterranean climate. In close 

http://www.amazon.co.uk/s/ref%3Dntt_athr_dp_sr_1?_encoding=UTF8&amp;search-alias=books-uk&amp;field-author=William%20D.%20Phillips%20Jr
http://www.amazon.co.uk/s/ref%3Dntt_athr_dp_sr_2?_encoding=UTF8&amp;search-alias=books-uk&amp;field-author=Carla%20Rahn%20Phillips
http://www.amazon.co.uk/s/ref%3Dntt_athr_dp_sr_1?_encoding=UTF8&amp;search-alias=books-uk&amp;field-author=Gabriel%20Tortella
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proximity to both Barcelona and Girona with excellent road and rail  connections, 

it is an idea holiday destination and offers the possibilities of a varied excursion 

and leisure activi ty programme. The town comprises a large commercial area with 

pedestrian streets and multiple shops. It offers 14,000 bed spaces for tourists 

across a range of different accommodation types, including apartments, hotels, 

and campsites and accommodates annually over a quarter of a million tourists 

from all  over Europe, mostly from the United Kingdom (UK) and Germany (The 

Memoria Patronat Municipal de Turisme de Calella, 2007). 

 
 
 

1.5. The Thesis Aim and 

Objectives 
 

The main aim of this thesis is to explore the relevance of destination branding 

strategies for destinations in decline and to identify the role of stakeholders in 

those strategies through a case study of Calella in the Costa de Barcelona- 

Maresme, Spain. Yin (1989 p. 23) suggests that the case study method: 

 
 
 

...investigates a contemporary phenomenon within its real-life context, 

addresses a situation in which the boundaries between phenomenon 

and context are not clearly evident, and uses multiple sources of 

evidence. 

 
 
 

This makes it an appropriate methodology for this study as destination branding is 

driven by people who have expectations, emotions and feelings and the situation 

is in constant change in response to new opinions and policy goals, governmental 

changes, shifting tourist images of Calella and new initiatives to develop new 
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products in the sector (Flyvberg, 2006). 
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The case study approach (e.g. Yin, 1989; 2003, 2012; Flyvberg, 2006) typically 

analyses six types of complementary sources: i) documents; ii)  archives; iii) 

semi-structured interviews; iv) observation; v) structured interviews; vi) focus 

groups. This study analyses four of these: semi-structured interviews, structured 

interviews, archives and personal observations. To achieve the study aim, the 

following five specific  objectives are operationalised: 

 
 
 

(i) Objective One. To critically review the relevance of the concept of 

destination branding to post-mature destinations; 

 
 
 

(ii)  Objective Two. To analyse the evolution of Calella into a post-mature 

resort and to map its development against the TALC; 

 

 
 

(iii)  Objective Three. To identify the key tourism stakeholders in Calella and 

to analyse their multifaceted roles in a post-mature resort; 

 
 
 

(iv) Objective Four. To critically analyse the influence of the key 

stakeholders in devising strategies to revitalise Calella as a destination; 

 
 
 

(v) Objective Five. To provide recommendations to assist post-mature tourist 

destinations such as Calella to harness stakeholder power in order to improve 

their reputations in a competitive environment and to provide 

recommendations for destination branding strategies. 
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1.6. Thesis 

Structure 
 

 

Figure 1.1 illustrates the structure of the thesis and demonstrates how each of the 

five objectives is operationalised over its seven chapters. Chapter One has 

provided the study introduction, outlined the background and rationale for the 

study, the research question and thesis objectives, in addition to contextualizing 

the researcher in the enquiry and providing an overview of the thesis. 

 
 
 

Chapter Two reviews the key literature of relevance to the study and outlines the 

central concepts which inform the thesis. It provides a critical review of the three 

main areas of literature relevant to this study, namely: (i) destination image; (ii) 

destination branding; (iii)  stakeholder theory. The chapter tackles issues of 

definition (especially of destination branding) and the divergence between 

academe and practice in the emerging field of place branding. 
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Figure 1.1: Thesis Structure and Objectives 
 

 
 

Chapter one: 

Introduction 

ωStudy background 

ωAim and objectives 

ωThesis structure 
 

 
 

Chapter two: Literature 
review 

ωObjective one: To critically review the relevance of 
the concept of destination branding to post-mature 
destinations 

 
 
 

Chapter three: Study 
approach & methods 

ωQualitative research 

ωCase study methodology 
 

 
 

Chapter four: 

TALC and Calella 

ωObjective two: To analyse the evolution of Calella into 
a post-mature resort and to map its development 
against the TALC 

 
 

Chapter five: Stakeholder 
analysis - interviews 

ωObjective three: To identify the key stakeholders 

ωObjective four: To critically analyse the influence of 
the key stakeholders on CalelƭŀΩǎ destination 
strategies 

 

 
 

Chapter six: Document 
analysis, structured 

interviews & observations 

 

ωObjective four: To critically analyse the influence of 
the key stakeholders on managing CaleƭƭŀΩǎ 
destination strategies 

 
 
 
 
 
 

Chapter seven:Conclusion 
and recommendations 

ωObjective five:To provide recommendations to help 
post-mature tourist destinations harness stakeholder 
power to improve their reputations in a competiti ve 
environment. To provide recommendations for 
destination branding strategies. 

ωReview of objectives 

ωKey findings 

ωContributions 
 
 
 
 

Chapter Three describes the epistemological and theoretical perspectives which 

underpin the thesis and provides a justification for the choice of research design 

and methodology, particularly the use of case study as an approach. It provides 

details of the different data collection methods employed to achieve the thesis 

aim,  namely:  semi-structured  interviews,  structured  interviews,  archives  and 
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personal observations. It concludes with a discussion of ethical considerations and 

generalisabili ty. 

 
 
 

Chapter Four addresses objective two by describing the case study resort of 

Calellaôs evolution as a tourist resort and analysing its current position as a post- 

mature destination, applying the TALC model to the destination. Chapter Five 

presents the findings of the fieldwork phase which consisted of the semi- 

structured interviews with the key tourism stakeholders in Calella. It discusses 

them in relation to the literature on stakeholder involvement reviewed in Chapter 

Two and thus analyses the importance of stakeholder ómanagementô in the case 

study destination. 

 
 
 

Chapter Six focuses on the findings from the phases of field work based on three 

more of Yin´s (1989, 2003) sources of information, namely archives, observations 

and structured interviews with a panel of destination branding experts recruited as 

part of the primary research. Chapter Seven concludes the study by providing a 

final overview of the thesis. It reviews each of the five objectives and the extent to 

which the aim and objectives of the thesis have been achieved. It then summarises 

the key findings and contributions and makes recommendations to assist post- 

mature tourist destinations such as Calella harness stakeholder power in order to 

improve their reputations in a competitive environment. The chapter concludes 

with a discussion of the limitations of the study, opportunities for future research 

and my personal reflections. 
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1.7. Chapter  

Summary 
 

 

This introduction has considered the rationale for the research and explored the 

significance of the study. It has also briefly described the case study destination of 

Calella in Catalonia in order to contextualize the research, outlined and discussed 

the research question and presented the research aim and objectives. Finally, it has 

very briefly introduced the study methodology and concluded with a chapter by 

chapter overview of the thesis. 

 

 

CHAPTER TWO:  DESTINATION BRANDING & 

STAKEHOL DERS 

 

 
 
 

2.1. Chapter  Int roduction 
 

 

This chapter reviews the key literature of relevance to the study and outlines the 

central concepts which inform the thesis. It provides a critical review of the four 

main areas of literature relevant to this study, namely: destination image (section 

2.2); destination branding (section 2.3); place branding (section 2.4); stakeholder 

theory (section 2.5). The chapter also tackles issues of definition (especially of 

destination branding in section 2.3.1.) and the divergence between academe and 

practice. 

 
 
 

As will  be discussed below, destinations are widely regarded as hugely complex 

phenomena to manage and the very term ódestinationô has proved challenging for 
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scholars and practitioners as it allows for many interpretations and is a slippery 

and mutable concept (see Saarinen, 2004; Howie, 2003). Buhalis (2000) refers to 

a destination as a geopoliti cal area with a variety of resources and components; 

similarly, Valls (2004) focuses on destinations as geographic areas with resources 

of interest for the visitors. Morgan, Pritchard and Pride (2011b, p. 4) identify this 

confusion in the definition of a destination and summarise it by saying that ósome 

treat a destination as a set of attributes and others treat it as a set of cultural and 

symbolic meanings and contested realities.ô 
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2.2. Destination Image 
 

 

2.2.1. Motivation & Appeal 

 
In todayôs fiercely competitive tourism environment, a destination must surpass 

its rivals in maintaining every dimension of sustainability (environmental, 

economic, social, cultural and political) if  it is to successfully develop and 

maintain its marketplace competitiveness. Satisfying and even exceeding visitor 

expectations by providing high quali ty products and services ï in our so-called 

expectation economy ï is vital to the long-term profitabili ty of local tourism 

businesses, which are the fundamental elements of any destination visitor 

economy. In this, of course, the external image of a destination plays a vital role. 

 
 
 

Destination image is a hugely complex and well  traversed sub-field of tourism 

management. Buhalis (2000, p. 98) suggests that a ódestination can be regarded 

as a combination (or even brand) of all products, services and ultimately 

experiences provided locally.ô Considering destinations are also experiences, the 

marketing involved in creating and sustaining a tourist destination is of major 

importance (Morgan, Pritchard and Pride, 2011a). However, as Morgan and 

Pritchard (1999) point out, there is a research gap in destination branding in terms 

of how its principles are translated into practical marketing activi ty and, further, in 

how to conceptualize the empirical analysis of the application of branding to 

tourism products. A well-recognized conceptual framework that facilit ates 

empirical research is still hard to identify (Lee et al 2005, p.816). 

 
 
 

People travel as they are motivated to do so, what drives them to make a choice 

and decide upon a destination is of importance to tourism research and businesses. 
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George (2003) indicates that many factors can affect this decision. Kozak (1998) 

and Kozac and Rimmington (2000 and 2002) establish a relationship between 

choice of destination and psychographic profiles of tourists. As travellers sacrifice 

and commit time and money for an enjoyable experience, these buyers are 

becoming more inquisitive and research more into the destinations they are 

considering visiting (Coathup, 1999). Social media and Web 2.0 have radically 

changed the marketing environment for destinations and these new digital 

platforms present serious challenges for DMOs (Bruce, Bondy, Street and Wilson, 

2009; Munro and Richards, 2011; Sigala, Christou and Gretzel, 2012). Whilst the 

impact and implications of social media are beyond the scope of the present study, 

it is important to acknowledge that, as tourists acquire knowledge prior to 

travelling, this knowledge has to match the experience of the destination, fulfilling 

what Baker (2007, p. 184) refers to as each ópromise pointô of the destination 

brand. 

 
 
 

Kozak (1998) indicates that attractions, facilities and services, infrastructure, 

hospitality and cost are the main elements that make a destination attractive. 

Buhalis (2000) introduces the six óAôs (attractions, access, amenities, available 

packages, activities, ancillary services) and outlines the importance of monitoring 

satisfaction levels between hosts and tourists as opposed to tourist arrivals 

(growth) in order to survive as a tourist destination. This point can also be linked 

with the tourist product portfolio, but it is difficult to apply without generous 

budgets and a consensus among stakeholders which itself  can be very challenging 

to secure due to the fragmented structure of the tourism sector in destinations of 

this type. 
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Ritchie and Crouch (2005) develop Buhalisô (2000) Six óAôs and indicate that the 

core resources and attractions are those that determine the destination appeal and 

provide the foundations for a memorable experience. They identify seven types: 

 
 
 

¶ The physiography of the destination (landscape, scenery and climate); 

 
¶ The  culture  and  history  of  the  destination  (including  its  handicrafts, language, 

traditions, gastronomy, art and music etc.); 

¶ The range of activities available; 

 
¶ The events offered; 

 
¶ The superstructure; 

 
¶ The types of entertainment; 

 
¶ The strength of market ties. 

 
 
 
 

Some of the resources mentioned above, in particular the market ties, are related 

to human experience, whereas Buhalisô (2000) list only refers to physical 

resources, which can be assessed in the same way independently of personal 

preferences. 

 
 
 

2.2.2. Components of Image 

 
Successful branding strategies need the use of appropriate images that will  entice 

potential tourists to visit the destination. Crompton (1979) defined destination 

image as a sum of beliefs, ideas and impressions that a tourist holds of a 

destination. Gunn (1972) differentiates between organic and induced images. The 

organic images are created through a li fetime of social interaction and induced 



18 | P a g e 

Chapter Two  

 

 
 
 

images are those used by those involved in tourism businesses. The main 

difference is that the organic image is created by default, whereas the induced is 

manipulated by other parties. Other authors have expanded on this division and 

added other forms of images. For example, Opperman (1996) and thereafter, 

Opperman and Chon (1997) include a third element, perception, which is 

important in the buying decision process. Leisen (2001) and Awaritefe (2004) 

include the concept of ócomplex imageô, which is the combination of the two 

devised by Gunn (1972, 1988). 

 
 
 

These images created by the tourist play an important role in the decision-making 

process. In addition, Selby and Morganôs (1996) research studied the contrast 

between the naive image, which is created by the organic image, the projected 

image and the re-evaluated image, which is created after visiting a destination. All 

these scholars agree with Lee et al (2005) and Lumsdon and Swift (2001) who 

state that if  a potential tourist has a positive perception, the attitude towards that 

destination is also positive. This means that a positive image plays a key part in a 

successful destination experience, as discussed by Seddighi et al (2001). 

 
 
 

Keller (1993, 2001, and 2003) states that potential tourists are influenced by a 

destination image when making a choice and as competition increases it becomes 

more important for marketers to identify the brand images that will  be attractive 

and advantageous. The challenge becomes greater when the destination is 

stagnant or in decline, and the question then becomes how can one deal with 

negative images? The marketing of a place starts with a set of positive or negative 

attributes already established through organic images (Gunn, 1997) and these 
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have to be replaced by induced images designed and managed by marketers 

working through DMOs, these replaced images are also described by Phelps 

(1986) as ósecondary imagesô. 

 
 
 

This means DMOs fi rst identify new targets and develop a positioning strategy to 

underpin their activities. Keller (1993) concludes that those organic images 

associated with history, heritage and culture are highly salient for the marketersô 

perceptions and, therefore, they need to evaluate what role these organic images 

play in visitorsô perceptions as this will  be of great importance for a successful 

positioning strategy. As will  be discussed below, the history, heritage and culture 

of Calella could be described as negative due to its political past and its previous 

reputation as a mass tourism destination that has become obsolete and 

unfashionable. The image of a destination is so important because, according to 

Castro et al (2007), it becomes the dominant impression for the visitor. 

 
 
 

2.2.3. Image & Marketing 

 
Selby and Morgan (1996) attempt to differentiate and link place image with 

destination marketing and thus, rebranding. Image is part of marketing and 

branding, and in tourism, the image held by the stakeholders is of greatest 

importance when devising a branding strategy. Selby and Morgan (1996) indicate 

that the importance of destination image is paramount as a determinant of buying 

behaviour and analysing the correlation of images between visitors and non- 

visitors is necessary to establish what areas need marketing. Leisen (2001) and 

Mackay and Fesenmaier (1997) state that potential visitors research information 

from a variety of sources (now expanded by digital platforms) and this is how 
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they create their own images of the destination and criteria for choosing a 

destination. In a similar fashion, Chen et al (1999, 2000 and 2001) link images 

created by the potential visitor with pull  factors that will  drive the potential tourist 

to the destination. Leiper (2000, p. 366) comments that ówhat sustains tourist 

flows is not the absolute health of the destination in terms of its environmental 

features, but touristsô perceptions of the relative states of environments for 

satisfying activities in places at either pole of tourism geographyô and continues 

by arguing that there are now new generations of visitors who accept places might 

be degraded and that some attractions have been destroyed. 

 
 
 

Gertner and Kotler (2004; 2011) analyse what determines a placeôs image, the 

challenge of strategic image management and specific  tools for confronting 

negative image problems. They define a placeôs image óas the sum of beliefs, 

ideas and impressions that people have of that placeô (Gertner and Kotler, 2004, 

p. 50). However, they also state that although people might share the same 

perceptions, their attitudes towards a place can be different. This proves to be an 

added challenge as there is not only a variety of stakeholders to take into account 

but also a variety of perceptions. They also suggest that the characteristics of the 

target audience should be similar in terms of attitudes and perceptions and that the 

place brand positioning strategy should help to identify a clear vision, so that the 

specific  messages can then be clearly communicated through effective branding. 

 
 
 

2.2.4. Addressing Negative Images 

 
Gertner and Kotler (2004) focus on negative images and how to correct them; 

they identify three methods: 
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- ignore it and it will go away; 

 
- turn a negative into a positive via reframing or repositioning; 

 
- add new positive attitude-building characteristics and use communications and branding 

tools to disseminate the message to the targeted markets. 

 
 
 

At the same time, they provide examples of events that can create a negative 

image (however, they do not include negative images which are the result of 

destination stagnation or decline) such as kidnappings, terrorism, war, political 

unrest and civil conflict etc. and discuss how a place might turn the negative into a 

positive; they further advocate that a negative feature can be converted into an 

attraction. This is possible when a particular and specific  negative event has 

damaged the destination, such as in certain crises, but it becomes more difficult 

and challenging when the problem arises from the lack of uniqueness, attributes or 

interesting features of the destination. It is even more the case when a destination 

stagnates through a lack of enthusiasm amongst the stakeholders and a lack of 

interest in an area that has been exploited for many decades and whose mass 

tourism industry is in decline, as is the case with Calella. 

 
 
 

Addressing negative images is also a major challenge if  the stakeholders do not 

agree or accept which are the negative areas which require addressing. Thus, 

although negative images can be overcome, such an effort requires consensus 

amongst the key and powerful stakeholders and a consistent effort by all those in a 

position to manage or óstewardô the place brand (Morgan et al 2011b). For 

example, Gould and Skinnerôs (2007) and Gouldôs (2011) studies of marketing 
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Northern Ireland as a post-conflict society, demonstrate how a lack of agreement 

on the communications strategy will derail and undermine a branding position. 

 
 
 

Gertner and Kotler (2004) also differentiate between an image and stereotype by 

indicating that an image is more personal and a stereotype is a widely held image 

that is extremely distorted, one-dimensional and carries a favourable or 

unfavourable bias; stereotypes influence the image of a place and can be related to 

the organic images created by the media and other sources as outlined by Gunn 

(1997). 

 
 
 

2.2.5. Differentiation & Competitive Advantage 

 
Prebensen (2006) analyses tourists from different backgrounds and with dif ferent 

knowledge bases and explores image characteristics to create a competitive 

advantage through branding, advocating that powerful brands differentiate the 

product, reduce risks, lower marketing costs and enhance the perceived image 

among customers; however he notes that the difficulty arises when the brand has 

not been successful or the destination lacks direction and branding becomes a 

complex task. Prebensen (2006) also states that destination branding needs to 

identify and distinguish a destination through positive image building and 

supports Gunnôs (1972) theory of image building, agreeing on the differences 

between organic, induced and modified-induced image. He suggests that images 

are unique for every person as they are created through a combination of 

experiences and associations. Prebensen (2006) also indicates that people from 

different countries will  hold different images, which makes it more complex for 

marketers to devise effective branding strategies. 
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Several authors also attempt to link brand image and attributes (e.g. Buhalis, 

2000; Caldwell  and Freire, 2004; Hankinson, 2004, 2005; Chernatony and 

DallôOlmo, 1997; and Morgan, Pritchard and Pride, 2002, 2007). In the same way, 

Keller (1993, 2003) indicates that these attributes can be grouped according to 

what he calls brand attitude and argues that images need to be close to the tourist 

self-concept in order to have a satisfactory experience and more positive attitude 

towards the place itself. 

 
 
 

In terms of strategies, Gertner and Kotler, (2004) discuss óicon marketingô, or 

relevant celebrity endorsement, even though they acknowledge that image 

improvement is no cure if  a place has fundamental problems. They also discuss a 

further strategy, strategic image management (SIM), which can assist place 

marketers through tracking the image held by various stakeholders, such as 

investors, residents and visitors (Gertner and Kotler, 2004, 2011). Both these 

strategies are concerned with place images and exemplify how destination 

branding and destination image management overlap. 

 
 
 

From this brief review of the literature so far, it can be seen that the key 

researchers writing on destination image classify image associations into two 

main categories: functional attributes and symbolic attributes. Some also discuss a 

third category of experiential attributes and Keller (2001) adds a fourth in brand 

attitudes (overall  evaluation of a brand, closely linked with the perceived quali ty 

of the brand). All  these attributes or models can be useful from a theoretical 
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perspective but are difficult to test empirically and problematic to apply to a 

mature destination with an established image and reputation. 

 
 
 
 

2.3. Destination Branding 
 

 

2.3.1. Definitions 

 
Whilst it is rapidly expanding, the destination branding literature is as yet quite 

new compared to other areas of tourism management and much of it emphasises 

the complexity involved in destination branding (Pike, 2005). Clearly destination 

branding as a strategy is much more than simply a name, slogan or a logo as that 

does not suffice to create differentiation. However, a slogan is necessary for 

branding and establishing the positioning strategy. This is an interesting point of 

discussion as the name of the destination evokes images that influence destination 

choice and the visitorôs purchasing behaviour. Slogans enhance the commercial 

side of place marketing and support the brand image. On the other hand, Pike 

(2005) indicates that destinations are multi-attributed and it is challenging to 

strive for a focused brand as it needs to captivate the variety of stakeholders and 

differentiate a place from the competitors. In order to achieve such differentiation, 

the destination needs a Unique Selling Point/Proposition (Benett and Salvani, 

2003; Mundt, 2002; Morgan et al 2002, 2004, 2011). 

 
 
 

Mundt (2002) is criti cal of the term destination branding and challenges its abili ty 

to deliver success as destinations lack a core focus. This is echoed by Benett and 

Salvani (2003) who argue that branding has replaced image building and 

comment  that  the  development  of  straplines  and  logos  do  not  work  in  a 
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destination unless they are purpose built resorts, as is the case with theme parks. 

Mundt (2002) sums up this view by pointing out that a destination is very 

different to a manufactured product or even a service. There are many destinations 

with similar attributes, but finding each oneôs unique selling point is a challenge 

as they all  target different market segments and many operate across different 

seasons. This is a view also shared by de Chernatony and DallôOlmo (1997) and 

de Chernatony et al (2004). 

 
 
 

Mundt (2002) continues his discussion by arguing that the term destination is 

vague whereas successful branding needs total control of the product, which is 

impossible in a destination. A destination is a highly complex entity and a DMO 

does not control the marketing mix and will,  therefore, find it impossible to have 

power over the many multifaceted aspects of activity necessary in place branding. 

Whilst it is logical to want to benefit  from branding at destination level (as in 

other sectors of the tourism industry) he argues that, in many cases the abili ty to 

brand has been overestimated in tourism organisations and the strength of a 

destination depends not only upon branding but also on other factors (Mundt, 

2002). 

 
 
 

2.3.2. Challenges 

 
The challenges of managers branding destinations are greater than those facing 

managers of goods and services. Pike (2005) identifi es six reasons for this: 
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1. Destinations are more multidimensional than consumer goods and other types of services; 

2. The interests of the diverse stakeholders are different; 

 
3. The politics of decision making can be a barrier to good practice as DMOs are reliant on 

government funding and allocating responsibilities can be a problem; 

4. DMOs donôt have control over the local tourism community and therefore the 

implementation of the brand is likely to fail; 

5. Brand loyalty could be monitored through repeat visitation but DMOs donôt have access 

to the information from accommodation registration desks. However, they can measure it 

through market research; 

6. Funding can a problem for DMOs in terms of both scale and consistency. 
 
 
 
 

At the same time Pike (2005), emphasises the complexity of the term ódestinationô 

as it can mean anything from a country to a resort. In fact, Mundt (2002, p. 342) 

goes as far as to argue that óthe term destination is too broad and has too many 

meanings to be of much use in such a generalised form.ô 

 
 
 

Ritchie and Crouch (1999, p. 103) define a destination brand as: 
 
 
 
 

...a name, logo, work 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. 
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Consequently, a brand should perform a number of roles, including influencing 

destination choice, impacting on the destination experience (as the brand comes to 

ólifeô) and shaping post-experience recollection of a destinationôs memories. 

Again, this reinforces the importance of image building, positioning and 

delivering once the visitor reaches the destination. 

 
 
 

2.3.3. Strategies 

 
It is important to note that to position a destination is to make it more attractive to 

the target market and distinctive from other similar destinations. According to 

Morgan et al (2002), there are three destination positioning strategies: a 

destination can be a positioning leader, a follower or it can be implementing 

repositioning as Calella is attempting to do. Positioning is an important strategy 

for destination branding and to ensure the future of tourism in destinations (or 

even to guarantee a level of competitiveness and economic growth), marketers 

must devote time and effort to deliver the right strategy and therefore fulfil 

customer expectations (Bloom, 2005). 

 
 
 

Whichever positioning strategy is adopted to market a destination and its 

products, it is crucial that the position provides character and personali ty since it 

is this which will  create a unique destination (Sainaghi, 2006). As there is a close 

link between image and branding, developing effective models and theories which 

are applicable to all  destinations can prove challenging. It is also the case that 

many destination branding models, such as those devised by Morgan et al (2002) 

are appropriate to new and emerging destinations but are less easily applied to 

destinations in decline. 
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According to Caldwell  and Freire (2004) destination brands can be characterised 

as having two dimensions: representational (attributes linked to self-expression) 

and functional (utilitarian aspects of the destinations ï climate and infrastructure). 

Most researchers agree that images and perceptions are more powerful than 

physical resources (Hankinson, 2004; Leisen, 2001; and Hosany, 2007). Other 

researchers discuss destination attributes using different dimensions. Gnoth 

(1997) argues that a destination brand contains three levels of attributes: 

functional, experimental, and symbolic. The more symbolic the brand attributes 

are, the less tangible they are, and thus the more difficult to portray as unique. 

Gnoth (1997) makes the interesting point that symbolic attributes seem to prevail 

in the minds of people and, if  those become negative symbols, the impact caused 

can be damaging for a tourist destination. Clearly, these negative perceptions of 

the destination can prevent tourists from visiting that destination (Sedigghi et al, 

2001). 

 
 
 

De Chernatony and McWilli am (1990) comment that the key two dimensions 

which create the strength of a brand are representationality and functionality. The 

fi rst dimension is founded on the idea that consumers use brands to help them to 

express something about themselves, the second dimension is based on the idea 

that consumers associate certain attributes with different brands. Destination 

branding is then focused on creating effective images for a destination; images 

that are credible and órealô and that ultimately improve the positioning of the 

destination, encouraging expenditure and improving the destination overall (Park 

et al, 2009). 
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Of course, as discussed above, destinations can refer to anything from a country to 

a resort or a city. If we apply De Chernatony and McWilli amôs (1990) brand box 

model to tourist destinations, it seems that cities depend more on specific 

promotions and events than countries and are more dependent on market trends, 

whereas countries are more stable. This is endorsed by Anholtôs (2006) index of 

country brands, which demonstrates that countriesô images show little signs of 

fluctuation. At the same time, regions and cities are more linked to self  expression 

needs than countries and countries are more linked to the physical attributes 

(Caldwell and Freire, 2004). 

 
 
 

Therefore, the image of a country and the image of a city are determined by 

different factors. However, where the two are linked (for example, Barcelona as a 

city is a sub-brand of Spain) consensus and consistency are necessary to 

harmonise the relationship between a country as an umbrella brand and its 

different regions and cities (Huertas Roig, Morgan and Pritchard, 2010). A 

country can focus on the emotional attributes, whereas the cities and other smaller 

areas can benefit  from the added functional attributes, which enable them to 

compete among different destinations within the same country. 

 
 
 

The complexity of branding means that managers and researchers often focus on 

individual elements of branding such as: names, symbols and logos; brand 

images/identities and brand associations (Hankinson, 2005). For example, Dosen 

et al (1998) discuss the new and old slogans for branding Croatia, as its tourism 

had several changes in the previous decade. They investigate the importance of 
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considering the perceptions and views of tourists when branding as it can help to 

maintain a competitive edge and they remind us that branding a destination is 

important as it relates to branding a service, which is intangible: 

 
 
 

Also it indicates that the competitiveness of a brand can be 

determined in the context of likeability, level of consumption, post-sale 

satisfaction and demographic features and the purpose of branding in 

international tourism is to identify services as belonging to a 

particular service providerôs country and to enable differentiation of 

its services from those of its competitors (Dosen et. al.1998 p. 112). 

 
 
 

It seems that there is a consensus in the literature that branding aims to 

differentiate and to create a competitive advantage but it seems as if  there is no 

clear indication of how to achieve this when the tourist destination is in decline. 

For this reason, many destinations in decline do not spend the resources in 

branding or re-branding as it can be costly and may not be effective, although 

authors such as Ritchie and Crouch (1999) believe that the expense of branding a 

destination and improving the image are worth the investment. 

 
 
 

As we have seen above, a clear position is essential; Lee et al (2005, p. 817) 

advise that: óPlogôs distinction between branding and positioning is adopted so 

that branding is viewed as a strategic goal of destination marketing and 

positioning as a precedent step toward the completion of destination branding.ô It 

is good practice, prior to agreeing on any positioning strategy, that the DMO 

ensures  that  all  relevant  stakeholders  reach  consensus  on  the  value-based 
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philosophy and the vision of the destination (Ritchie and Crouch, 2005). Once the 

positioning strategy has been developed, the destination has to establish a strong 

brand to build upon. As we will  see, this is a complex issue in Calella as the 

different stakeholders have diverse views on what should and should not take 

place in the city. 

 
 
 

Figure 2.1 refers to the elements of destination marketing and suggests that 

branding should be undertaken after image measurement and before finalising the 

positioning strategy. This figure illustrates how the destination marketing process 

flows from the broader strategic level to a more operational level and the dif ferent 

steps for destination marketing, with the fi rst being the identification of target 

markets and measuring the destination awareness before any development of the 

destination brand. This means that identifying the customer base and recognising 

the current imagery of the destination are two key areas in any destination 

branding activi ty. 
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Fig 2.1: The Key Elements of Destination Marketing 
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Source: Ritchie and Crouch 2005, p.189. 
 
 
 
 

2.3.4. Brand Personality 

 
Goossens (2000) studies how tourists are pushed by their emotional needs and 

pulled by the emotional benefits. Therefore, emotional and experiential needs are 

relevant in pleasure seeking and choice behaviour, which in turn influences 

destination choice. Besides, destination image, critical for the success of an areaôs 

tourist development (Hosany et al.2006), is likely to influence buyeŕ s in the final 

choice, as people choose the final destination based on their perception of pull 

factors (Hong et al. 2005). In addition, the role of image of a tourism destination 
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is closely linked with the marketing and branding of the destination when viewed 

through the framework of the traveller's buying behaviour (Ferraira et al. 2000) 

Destination branding creates a desirable image to tourists and different to the 

competitors so that it can be positioned to attract the desired target (Park et al. 

2004). 

 
 
 

Hosany and Ekinci (2006), state that destination image and destination personality 

are related concepts and positively influence tourist́ s behavioural intentions. 

Following from Aakeŕ s (1997) Brand Personali ty Scale, Hosany and Ekinci 

(2006) indicate that two of the destination image scales (affective and 

accessibility) are significantly related to sincerity, excitement, and conviviali ty. 

Seeking consensus for a reliable scale, in their study, Hosany and Ekinci (2006) 

contend that tourists use personali ty attributes in their evaluation of tourism 

destinations and according to their results destination personali ty was found to be 

a three dimensional construct consisting of (sincerity), (excitement), and 

(conviviali ty). This outcome is related to the linkage between the cognitive 

destination image with the personali ty of the destination. 

 

In an increasingly competitive tourism market place, destination marketers face 

the challenge of attracting tourists through destination branding and destination 

personali ty building practices (Ekinci et al. 2006), in particular as places become 

substitutable, destination personali ty, defined as the set of human characteristics 

associated with a destination can offer a competitive edge (Ekinci et al. 2006). 
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Therefore, it is important for a brand to build on widespread positive sentiment 

among tourists as this brand equity and personali ty will  consolidate a customer 

base with loyal visitors and will also attract new markets. 

 
 
 

2.3.5. Emotions & Effectiveness 

 
Branding is gaining importance in destinations and is becoming a more proactive 

dimension of destination marketing (Ritchie and Crouch, 2005; Chiesa, 2009). 

However, branding is often applied without a clear understanding of the true 

nature of the fundamental functions of a destination brand and several 

commentators emphasize the importance of branding an experience (Ritchie and 

Crouch, 2005; Chiesa, 2009). Tourists seek experiences; they make a decision and 

exchange time and money for an experience of their liking. Similarly, Caldwell 

and Freire (2004) examine if  there are differences between branding dif ferent 

types of tourist destination; a country, a region or a city as there is a general 

agreement among academics and practitioners that places can be branded in much 

the same way as consumer goods, although the complexity of defining a 

destination and more so a tourist destination proves that some branding principles 

are difficult to apply. Caldwell  and Freire (2004) conclude by saying that, as 

countries are so functionally diverse, they should focus on the emotional or 

representational dimensions of their brand, which takes us back to the pyramid 

developed by Morgan et al (2002). 

 
 
 

Countries can be seen as products when they relate to tourism (tourism 

destinations). For example, óthe brand essence formed the brief for the creation of 

the new global brand identity for Britain; having defined the strategy, the task to 
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date has been to bring the brand to life through visual and verbal consumer 

touchpoints in a vivid and compelling wayô (Hall, 2004, p. 173). The initial 

concepts were based on the hypothesis that there are two key twofold vectors: óthe 

degree of emphasis placed by a location on people versus place; and the 

weighting on a ópowerô positioning versus one based around romanceô (Hall, 

2004, p. 175) and at the heart of the hypothesis, was the principle of accessibility. 

Branding a country is different to branding a smaller tourist area not only because 

of the already established differences, but also because of the complexity of the 

stakeholders and the available budgets. 

 
 
 

Whatever the different branding concepts in terms of territory, destinations do 

have a sense of fashion and their brands say something about the people who visit 

them. The World Tourism Organisation (WTO) recognised there is a tendency to 

see tourism destinations as a `fashion accessoryô, in the sense that they are a way 

to define peopleôs identities (Caldwell  and Freire 2004, p. 52). This point has been 

echoed by Morgan et al (2002, 2004) who also see destination choice as lif estyle 

indicators. This is expressed differently by Buhalis (2000), Ritchie and Crouch 

(1999, 2001 and 2005) and Huybers (2007) who suggest that people choose to 

travel to certain destinations according to their desire for particular characteristics, 

such as climate, scenery, amenities and cultural attributes. 

 
 
 

Franzen and Bouman (2001, p.34) explore the link between emotions and brands 

and indicate that: 
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...emotional associations act as heuristics in the decision-making 

process. In choice processes they lead to a reduction of a number of 

alternatives and to an ultimate choice on the basis of gut feeling. A 

brand emotion is a dominant choice criterion. 

 
 
 

Emotions play an important role and the more recent the emotion the stronger it 

is. For this reason one might want to return to a holiday destination just after the 

completion of that holiday but the choice might become less attractive after a 

certain period of time. 

 
 
 

2.3.6. Core Values & Coherence 

 
Many destinations lack a unique selling proposition (Morgan et al 2002). There is 

often no uniqueness or distinctiveness in a destination and this is very true of the 

area of Calella, which is a stagnant sun and sea destination. The identification of 

core values would be beneficial from a positioning point of view, a point also 

reinforced by Benett and Salvani (2003) and Mundt (2002), who agree with Lee et 

al (2005) in their assessment that óthe USP approach is clearly applicable to 

tourism branding theory, and may be especially helpful given the difficulty in 

branding highly symbolic attributesô (p. 819). The challenge is to build a USP in a 

stagnant destination as the attributes have been overused. 

 
 
 

As indicated above, digital platforms are now a crucial part of branding. A study 

on the effects of the internet in destination marketing shows that websites have 

become essential as part of destination branding and as a destination channel and 

indicate that an increasing number of people use the internet (Lee et al., 2005; 
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Sigala et al., 2012). The internet is seen as an effective tool for branding a 

destination and it is cost effective and effective in market penetration. 

 
 
 

Lee et al (2005) point out that an effective brand has to be coherent and Keller 

(2003) concludes that a successful branding strategy blends all  the branding 

elements in a unique way to give the customer the órightô image. These authors 

emphasise the important role that an image plays, but again point to the confusion 

between destination image and branding. Lee et al (2005) conclude their 

discussion by providing different approaches to destination branding, one of 

which is co-branding. This is a distinct possibil ity in the case study area for this 

research project as although co-branding is often used in relation to 

geographically distinct towns, it can embrace an entire region in need of re- 

branding and therefore it can be more efficient in terms of cost and resource 

allocation. 

 
 
 

To summarise, successful destination brands reside in the customerôs heart and 

mind, have clearly differentiated themselves, deliver on a valued promise, and 

simplify customer choices. However, brands need to evolve over time, which 

again, is difficult to achieve when government bodies need to be market 

responsive and to be agile and flexible organisations ï qualiti es rarely associated 

with bureaucratic, political bodies (Morgan et al., 2002). 
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2.4. The Extension into Place Branding 
 

 

2.4.1 Definitions 

 
Destinations are complex in nature but in todayôs highly competitive environment, 

a lack of focus or differentiation can create ówallpaperô advertising and branding, 

which is extremely substitutable and leads to a destination being the óany countryô 

described by Morgan, Pritchard and Pride (2011b). Clearly, many tourist 

destinations often boast the same resources and many lack differentiation. For this 

reason, the idea of place branding or place reputation is gaining importance over 

destination branding. 

 
 
 

The term place in this sense embraces many other areas than just the tourism 

system itself  ï as Frost (2004) suggests if  a country becomes known as óan 

exporter of quality branded goods, the countryôs product brands and its place 

brand will work together to raise expectations overseasô 

(www.brandchannel.com). However, there is a clear need to identify the different 

concepts between, place, destination, branding, marketing and image. Indeed, óno 

general theoretical framework exists to underpin the development of place brands 

apart from classical, product-based branding theoryô (Hankinson 2004, p.110). 

 
 
 

Place branding is more complex than corporate branding. Moreover a destination 

can have a particular reputation and therefore óthe job of the marketer is to select 

a portfolio from these elements to form the basis of the destination productô 

(Hankinson 2005, p. 25). However, the visitor will  create an opinion based on the 

experiences about the place and the marketer will not have full  control over this 

http://www.brandchannel.com/
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experience. Places can be multi-functional and consumed simultaneously by 

different consumer segments. 

 
 
 

Papadopoulos (2004, pp 36-37) indicates that there are two different fields that 

have transformed ways of thinking about destinations and places. One is the 

notion of óplace brandingô, which aims to: 

 
 
 

¶ Enhance the placeôs exports; 

 
¶ Protect its domestic businesses from óforeignô competition; 

 
¶ Attract or retain factors of development; 

 
¶ Position the place for advantage domestically and internationally in economic, political and 

social terms. 

 
 
 

The second aspect is óproduct-country imageô, which affects how a product is 

seen by its target market and affects the buyerôs attitude towards that product. 

 
 
 

This means that óimage-based place marketing, coupled with the potential 

reaction of buyers to it, represents an important force that is li kely to intensify 

competition among existing strong competitorsô (Papadopoulos 2004, p.37). 

However, these same concepts indicate that smaller or less developed countries 

will  be at a disadvantage. Moreover, just li ke destination marketing, place 

marketing is fragmented due to the nature of the diverse stakeholders and 

therefore there is no unity in the image created or portrayed. 
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2.4.2. The Power of Place Brands 

 
Institutions in the public sector are beginning to realise that places have an image 

and that marketing it systematically, into a consistent and holistic óbrandô to 

include tourism, inward investment, education, urban design, architecture etc. can 

be fruitful and effective (Klingmann, 2007; Viti ello and Willcocks, 2011). 

Moreover, the place image can be seen as equity and becomes an important part 

of the competitive identity in a place marketing strategy (see Anholt, 2006, 2007). 

Places should be able to identify core competences and therefore they have the 

abili ty to use systematic image-based place marketing (Papadopoulos, 2004). 

Besides, it seems that there are three interrelated characteristics that challenge 

marketing strategies in the public sector, namely: 

 
 
 

1) The lack of unity of purpose among constituencies; 

 
2) Governmentôs lack of decision-making authority; 

 
3) The difficulty in establishing measurable performance outcomes. 

 
 
 
 

These three areas need to be addressed for an effective implementation of place 

branding programmes. At the same time, they need to be considered in relation to 

all  the previous factors discussed above, such as consensus among stakeholders, 

unity, clarity and consistency in the vision, the positioning strategy, the branding 

message, etc. 

 
 
 

For smaller developed countries or developing countries the issue is often not 

whether to brand, but how to brand in order to be competitive internationally, as a 

result  of  their  own  specific  challenges  and  difficulties  (Anholt,  2006).  The 
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concept of place branding is also an interesting strategy for world cities or 

wealthy regions and nations. Much of this discussion of place branding and the 

country-of-origin effect are however, beyond the scope of my study, which 

focuses on the effectiveness of destination branding and specifi cally on the role 

and inclusion of stakeholders. 

 
 
 

To summarise this section, ultimately, DMO managers need to understand travel 

motivations (targeting), to develop a clear image for their destination, and to 

create a positioning strategy in accordance with a branding vision. As Buhalis 

(2000) comments: óthe international tourist industry is becoming an increasingly 

competitive marketplace where only the best-managed destinations are likely to 

prosperô (p.104). Moreover, successful branding can only take place where there 

is effective and inclusive stakeholder management. From a practical stance, 

stakeholders need to be included in destination branding and the following section 

(2.5) discusses the crucial area of stakeholder involvement in destination 

branding. 

 

2.5. The Role of Stakeholders in Successful Branding 
 
 
 

There is an extensive and growing literature on the role of stakeholders in 

destination development and management. Several scholars have identified the 

need to involve the different parties in successful destination branding (e.g. Hunt, 

1991; Jamal and Getz, 1995; Long, 1991; Donaldson and Preston, 1995; Sautter 

and Leisen, 1999; Fyall  and Garrod, 2005; Fyall, 2011). Sautter and Leisen (1999) 

devised a stakeholder map and indicated these different groups have to be 

involved in the planning process. They established the difficulties in getting all  
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the stakeholders involved and argue that these complexities make planning harder 

for destinations (figure 2.2). In a similar way, Ritchie and Crouch (2001 and 

2005), Jamal, Stein and Harper (2002), Piggott, Morgan and Pritchard (2003) and 

Dinnie (2011), amongst others all  agree that the key stakeholders have to be 

included to ensure the effective implementation of strategies. 
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Figure 2.2: Tourism Stakeholder Map 

 

 
 
 
 
 

Source: Sautter and Leisen 1999, p. 315. 
 
 
 
 

2.5.1. Stakeholders & Planning 

 
Stakeholders are an intrinsic part of tourism policy and planning and a focal point 

of interest in destination branding. Different stakeholders hold different views, 

interests and power and understanding these dynamics is essential to effective 

destination branding. Buhalis (2000, p. 100) argues that: 
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DMOs should focus on 4 strategies: enhance the long-term prosperity 

of local people, delight visitors by maximising their satisfaction, 

maximise profitability of local enterprises and maximise multiplier 

effect, optimise tourism impacts by ensuring a sustainable balance 

between economic benefits and socio-cultural and environmental 

costs. 

 
 
 

These sentiments are echoed by Hall  (2000) and are illustrated in the wheel of 

tourism stakeholders as seen in figure 2.3. Scholars therefore agree that DMOS 

have to harmonise relationships between these different groups. However, 

keeping all  the stakeholders informed and gearing them towards one shared vision 

is difficult in stagnant tourist areas, where there are also problems of seasonality 

and failing or marginal businesses. 
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Figure 2.3: The Dynamic Wheel of Stakeholders 

 

 
 

Source: Buhalis, 2000. 
 
 
 
 

2.5.2. Stakeholders & Power 

 
In many ways, power is everywhere in tourism at every level and this power is 

used to manipulate imagery of the destination (Morgan and Pritchard, 1998; 

Cheong and Mill er, 2000). This is interesting as images are the basis for 

destination branding and key elements in the decision- making process of visitors 

or potential visitors. People rely on information and imagery to choose a 

destination and if  those with most power can manipulate the images, they are 

responsible for the branding of the destination. This leads to the possibility of 

certain stakeholders having such power that even though they are not directly 

involved in the marketing of the destination (for example as DMOs) they can 
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wield influence over the creation of images (Jamal and Gertz, 1995; Morgan and 

Pritchard, 1998). 

 
 
 

In terms of power and the effect that stakeholder power has over destination 

branding, Aiken and Mott (1970) devised three methods of assessment: positional, 

reputational and decision making power. Positional power refers to the authority 

the individual has in society and the status of the individual and it is linked 

directly with their power and authority to make decisions. Reputational power 

refers not so much to the position held, but the reputation that one has in the 

destination and how believable and respected are oné s ideas. It relates to power 

over other stakeholders. Finally, decision making power is about the abili ty to 

take decisions and how successful these are. This is an interesting attempt to 

classify levels of stakeholder power, although in practice it is probably more 

accurate to see a combination of all  three types (Marzano and Scott, 2005, 2006, 

2007). 

 
 
 

Palmer and Bejou (1995) discuss how the fragmentation of stakeholders makes 

destination marketing very complex as of course to be successful, destination 

branding must be a collective endeavour (Ritchie and Crouch, 2003). In the same 

fashion, Morgan, Pritchard and Piggott (2003) reinforce the need for a 

collaborative process among stakeholders. It is clear then that in theory, 

stakeholders have to work together, believe in the same branding strategy, follow 

through and above all, should be consulted. However, the practice makes this 

collaborative process diff icult to embrace because as Buhalis (2000) indicates, the 

independent stakeholders look primarily to maximise their own benefits. 
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This leads us to Mundtôs (2002) criticism about destination branding and his 

argument that the lack of ownership and responsibili ty makes destination branding 

impossible. Mundt (2002, p.341) explains that successful branding needs overall 

control of the marketing mix in the destination and since destinations are very 

complex and varied, ówithout being able to decide on products and services, 

prices and distribution there cannot be a successful branding.ô Buhalis (2000), as 

already mentioned, agrees that managing destinations is difficult due to the variety 

of stakeholders, who have conflicting interests. Most are operating in a micro- 

economy and are small to medium-sized enterprises (SMEs) with independent 

needs and requirements and very different budget and planning horizons to public 

sector organisations. 

 

 
 

2.5.3. Stakeholders & Relationships 

 
Arguably, therefore a key challenge to branding, even if  the stakeholders are 

consulted, will  be the tendency for many of them, especially if  they are SMEs, to 

ultimately prioritise their personal benefits over the success of the destination 

brand (Dinnie, 2011; Fyall, 2011). There are those who consider that unity is 

possible, however. Thus, Fiona Gilmore (2002) suggests that repositioning a 

country can be done successfully and that a key part of this process is to capture 

the peopleôs spirit. Moreover, she argues that the positioning strategy has to cover 

four factors: macro-trends, target groups, competitors and core competencies. 

Focusing on the example of Spain, whose gross domestic product (GDP) grew by 

23.3% from 1991 to 2000 she analyses how the Spanish government harnessed a 

wide range of Spanish artistic talents in creating a successful campaign. Although 
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as a nation Spain is fragmented territorially it embraced the country branding 

platform as an umbrella for its many diverse regions (see Roig, Pritchard & 

Morgan, 2010). 

 
 
 

Whilst different countries have different structures in most cases, the public sector 

and in particular, the local and regional governments will  be more aware of the 

specific  necessities of the destination (Ritchie and Crouch, 2003, 2005). Naturally 

of course, the local community play an important role in the tourism planning 

process of a destination. Jamal and Gezt (2005) indicate that all  the actors who 

might be affected by tourism policies should be involved in the decision making 

process at an early stage. This is important to get the necessary consensus and the 

only way to capture what Gilmore (2002) calls the peopleôs spirit. 

 

 
 

At the same time, Gilmore (2002) states that óyoungô nations have the advantage 

to brand themselves as they have not yet acquired a negative image through 

perceptions or associations. Moreover, if  these are small countries their tourism 

organisations can be run as corporate organisations where corporate branding 

techniques could apply. In any event, all  nations need to tackle their image or they 

will  be positioned by default by the competitors to their possible disadvantage. 

Gilmore (2002) also warns about bad images and stereotypes and states that: 

 
 
 

ócommunication equitiesô are the positive elements of brand identity 

and could be: a logo, a strapline, a colour or sound etcéand these 

positive equities are opportunities to counter competitive threats; ... 
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great  brands-  whether  they  are  countries,  corporate  or  product 

brands, are not easily destroyed by disaster (p. 284). 

 
 
 

Frost (2004) believes that although new products start as a plain canvas, countries 

face greater difficulties in changing their brands because people already have 

associations with and perceptions of places. This again the lack of unity in the 

destination branding literature, as well  as the lack of unity between practitioners 

and academia on this topic. 

 
 
 

Indeed, it could be argued that there are two broadly different approaches in place 

marketing: urban planning and tourism and vacation marketing (Hankinson, 

2004). In both, the place marketer has little control over the consumer experience, 

not to mention the challenges posed by the variety of stakeholders to the 

ócreationô and presentation of a consistent brand proposition. At the same time, 

most of the literature focuses on brand image or perceptual perspectives and 

establishes that the role of the brand is óto build a meaningful relationship with the 

consumer in order to secure higher profitsô (Hankinson, 2004, p. 114). Figure 2.4 

refers to a place brand represented by a core brand and four categories of brand 

relationship which extend the brand reali ty or brand experience in a dynamic and 

evolving way. 
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Figure 2.4: Place Brand Mapping 
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2.6. Chapter  Summary 
 

 
 

Tourism is widely regarded as playing a key role in the long-term prosperity and 

development of many places worldwide. It is an important source of employment 

and can improve the quali ty of life for local residents; the management of a 

tourism destination, however, is a hugely complex issue. This chapter has 

provided a critical review of the four main areas of literature relevant to this 

study, namely: destination image (section 2.2); destination branding (section 2.3); 

place branding (section 2.4); stakeholder theory (section 2.5). The chapter also 

discussed issues of definition (especially of destination branding in section 2.3.1.) 

and outlined that there is often a divergence between academe and industry 

practice in this area. The next chapter (chapter three) now discusses the study 

approach, its epistemological underpinnings and the study methodology. 

 

 

CHAPTER THREE: STUDY APPROACH &  METHODOLOGY  
 
 
 
 
 
 
 

3.1. Chapter  

In tr oduction 
 

 
 

This chapter provides an overview and explanation of my understanding of the 

social world (ontological stance) and a discussion of how I understand the 

creation of knowledge (epistemological stance). In line with my approach, I will 

use the fi rst person in this chapter to discuss my stance on these important issues 
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(for theses adopting a similar approach see for example, Dunkley 2007; Lester, 

2011). Thus, the chapter opens with a brief contextualising discussion of social 

science research (section 3.2), summarizes the epistemological and theoretical 

perspectives underpinning my research (section 3.3) and moves to a justification 

of my choice of research design and methodology, specifi cally the case study 

approach (3.4). 

 
 
 

The second part of the chapter focuses on the practical processes of my fieldwork, 

as well  as providing details of the different methods used to gather the data in 

order to achieve the research aim and objectives through three main stages 

(section 3.5). The fi rst stage consisted of structured online interviews with an 

expert panel (objective one). The second stage used document analysis to examine 

a range of sources from regional and local archives, including government 

documents and promotional materials in order to investigate the image of the case 

study  resort  of  Calella  (objective  two).  The  third  stage  consisted  of  semi- 

structured interviews with key stakeholders in the case study resort of Calella 
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(objectives three and four). The chapter concludes with an explanation of how the 

data was transcribed and analysed and discusses issues of ethics, validi ty, 

reliabili ty and generalisabili ty. 

 
 
 

3.2. Int roduction to Social Science 

Research 
 
 
 
 

A reading of the considerable literature on social science epistemology and 

ontology quickly reveals a lack of consensus over definitions, terms, and 

frameworks (Crotty, 1998). This lack of agreement on terminology presents a 

challenge for researchers and I have come to agree with Holliday (2002) that I can 

only express how I see and experience the world. This does not mean that I agree 

with all  the elements of a particular epistemology in its entirety but that I align 

myself  with one which most closely reflects my worldview and my posi tioning. 

As I will discuss in this chapter, this is interpretivism. 

 
 
 

Whilst there is a lack of agreement over terminology, most writers do agree that a 

researcherôs theoretical perspective (worldview), which represents particular ways 

of understanding different questions, notably those of ówhat isô (ontology) and 

ówhat it means to knowô (epistemology) shapes the research questions he or she 

will  ask and the way in which he or she will  conduct research in terms of choice 

of methodology and method (Crotty, 1998). Ontology is the study of being, which 

focuses on ówhat isô and óthe nature of existenceô, whereas epistemology is the 

theory of knowledge. Scheurich (1997 p. 29) defines epistemology as óthe study of 

how we know or of what the rules of knowing are.ô Again, however, there is no 
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consensus  on  these  matters.  Some  scholars  believe  that  epistemology  should 
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precede ontology (Crotty, 1998) whereas others believe one needs to understand 

the nature of existence before engaging with the nature of knowledge (Guba and 

Lincoln, 1989). 

 
 
 

Whatever the order one favours, there is a close relationship between the 

researcherôs theoretical perspective and his or her choice of methodology and 

methods. Indeed, it is what Crotty (1998) describes as óa pivotal issueô. He 

contends that: 

 
 
 

éjustification of our choice and particular use of methodology and 

methods is something that reaches into assumptions about realityé. It 

also reaches into the understanding you and I have of what human 

knowledge is, what it entails, and what status can be ascribed to it (p. 

2). 

 
 
 

The issue of paradigms is crucial in this debate and Denzin and Lincoln (1998, 

2002) suggest that paradigms encompass ontological, epistemological, and 

methodological premises. Paradigms are therefore central to any research 

undertaken, although they may not necessarily be acknowledged as such. Guba 

and Lincoln (1994 p. 107) indicate that a paradigm might be seen as óa set of 

basic beliefs (or metaphysics) that deals with ultimates or first principles.ô 

 
 
 

In order to proceed with assembling a robust piece of research in which the 

ontology, epistemology and methodology have an internal logic, one needs to 

reflect on the central issue of whether there is a reali ty shared by all  or whether 
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reali ty is created in each personôs mind. This tackles the fundamental notion that 

opposing paradigms revolve around notions of subjectivism and objectivism. 

These are vital to the development of alternative ontological and epistemological 

viewpoints. órealistô ontology contends that reality exists outside of a personôs 

mind (Cohen and Manion, 1994). By agreeing that existence and knowledge can 

be external, realists also agree that reali ty existed prior to the world. In contrast, 

idealism asserts that everything we experience is of a mental nature, meaning that 

knowledge can only be in oneôs mind and that it is not possible to know anything 

external as such. It is a concept closely linked with the interpretive paradigm and 

to qualitative research. 

 
 
 

Table 3.1 illustrates how the divergence between the two ontologies of 

objectivism and subjectivism influence the research process. However, it is 

noteworthy that methods can be mixed and that there is a growing tendency to use 

a variety of methods regardless of the researcherôs philosophical stance; thus a 

positivist can use qualitative methods and an interpretivist can defend the use of 

quantitative ones (Heintum and Morgan, 2012). 
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Table 3.1: The Influence of Paradigms on the Research Process 

 
  

Objective Paradigm 
 

Subjective Paradigm 

Ontology Realist Idealist (or relativist) 

Epistemology Positivist Interpretivist 

Data collection Observes Interprets 

Positionality Detached Involved 

Methods Quantitative Qualitative 

 
 
 
 
 

Phillimore and Goodson (2004, p.35) suggest that a researcher can identify his or 

her inquiry paradigm by answering three interrelated questions. These are: 

 
 
 

- The ontological question. What is the form and nature of reali ty and what 

can be known about reali ty? 

- The  epistemological  question.  What  is  the  nature  of  the  relationship 

between the researcher and what can be known? 

- The methodological question. How can the researcher find out what she/he 

believes can be known? 

 
 
 

Phillimore and Goodson (2004) further provide a conceptualisation model with 

four main paradigms (positivist, post-positivist, critical and interpretive) and state 

that: 
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éresearchers influenced by the interpretivist enquiry paradigms turn 

the conventional positivistic approach to knowing upon its head. 

Rather than arguing that only the qualified researcher is capable of 

knowledge production, they consider that the complex social world 

can be understood only from the point of view of those who operate 

within it (p. 35). 

 
 
 

Here, like Crotty (1998), they link ontology and epistemology, as they suggest 

that one discovers reality as it is learnt and experienced. At the same time, their 

comment above indicates the importance of understanding the relationship 

between the researcher and the research participants and how important it is to 

consider that one cannot really know what is in anotherôs head and that at best one 

can only arrive at an interpretive understanding. At the same time, Crotty (1998 p. 

67) refers to interpretivism (my theoretical perspective) as óculturally derived and 

historically situated interpretations of the social life-worldô; therefore, the 

interpretive óparadigmô supports the notion that the real world is in oneôs head. 

For this reason, it can never be the same for everybody and will  only exist in a 

subjective manner. 

 
 
 

Crotty (1998 pp. 4-5) illustrates the elements of the research process which 

includes the researcherôs epistemological, ontological, theoretical and 

methodology premises, which could be termed their paradigm or framework (see 

Table 3.1). Each paradigm makes certain demands on the researcher, the research 

question they pose and the way he or she interprets the fieldwork data. 
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Crotty (1998, p. 3) defines epistemology as óthe theory of knowledge embedded in 

the theoretical perspectiveéô Knowing about what we know and how we know it 

in tourism is an epistemological question, epistemology being the branch of 

philosophy which studies knowledge and which is concerned with the origins and 

nature of knowing (see Botterill,  2007). Epistemology takes its origin from the 

Greek óepistemeô, which means knowledge and ólogosô meaning explanation 

(Mill er and Brewer, 2003). In his discussion of the diagram below (figure 3.1.), 

Crotty (1998) argues that interpretivism should be considered as a theoretical 

perspective and that it sits in parallel with positivism and post-positivism. 

 
 
 

Figure 3.1: The Elements of the Research Process 
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Source:  Crotty, 1998, p. 4 
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3.3. Study 

Approach 
 

 
 

This next section of the chapter explains how these issues of ontology, 

epistemology and methodology have shaped this thesis. Figure 3.2 illustrates my 

stance starting from a subjective approach that leads to a justification of all  the 

different ólayersô and adapts the previous model from Crotty taking into account 

those aspects considered useful and relevant to my justification of the methods. 

All  of them have either been discussed a priori  or developed in later sections of 

this chapter. 

 
 
 

Interpretive research attempts to study a phenomenon in its natural settings and 

interpret and explain the phenomenon through the meanings that people assign to 

them (Myers, 1997). It seeks to uncover how the subject of study understands 

their life and moves away from acquiring knowledge through external observation 

and experiments, towards insights obtained by means of conversations with 

human beings (Babbie, 1998). Interpretive approaches tend to be associated with 

qualitative research because researchers find that conversations and interviews 

(for example) reveal more about peopleôs subjective meanings than questionnaires 

which result in statistical data (Lazar, 2001). 
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Figure 3.2: The Study Approach 
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Source: Adapted from Crotty (1998 p.4) 
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When referring to qualitative research, Denzin and Lincoln (1994, 2002) state that 

all  qualitative researchers are interpretivists and add the further comment that 

qualitative research is part of a set of interpretive practices and has no theory or 

paradigm of its own, nor a set of methods. Maybe this is because qualitative 

research has not been taken as rigorously as quantitative and therefore no real or 

specific  set of ideas have been attributed to it, or maybe because qualitative 

researchers are open to whichever method fits best. However, it could be argued 

that interpretative approaches have methods directly linked to them such as 

semiotics and narrative and can also generate theory as in this case where a 

grounded theory, ethnographic approach takes place. 

 

 
 

3.3.1. Grounded Theory 
 

 

Grounded theory is an iterative process by which the analyst becomes more and 

more ógroundedô in the data and develops increasingly richer concepts and models 

of how the phenomenon being studied really works (Denzin and Lincoln 2003, p. 

279). Jennings and Junek (2007) propose the greater application of grounded 

theory in tourism research and defend its versatile application in an interpretative 

framework: 

 
 
 

Grounded theory is one innovation (since users reinterpret it) and a 

critical  turn from dominant quantifying research methodologies used 

to understand the human in tourism phenomena (p.202). 
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Grounded theory helps generate explanations of phenomena in a social context, 

which is precisely the aim of this thesis as it explores power relations and 

stakeholder influence on the branding in the destination of Calella. 

 
 
 

3.3.2. Tourism Approaches 

 
Despite the emergence of ócriti calô approaches in the tourism academy, the 

epistemological, ontological and methodological underpinnings of critical 

research remain under-theorised and under-explored (Chambers, 2007; 

Hollinshead, 2012). Tourism research has been considered for many years a field 

of enquiry that lacks óa strong theoretical and conceptual baseô (Finn, 2000 p. 17) 

and whose many models have been taken from other disciplines. For example, the 

tourist area life cycle (TALC) (of interest to this study) is an adaptation of the 

earlier product life cycle model. Thus, Tribeôs (2010) recent analysis of tourism 

knowledge suggests that the fieldôs lack of theoretical development confirms its 

uncertain status and óindisciplineô. 

 
 
 

This under-theorization in tourism might be because ómaking theoretical sense of 

fun, pleasure and entertainmentô has proved a diff icult task for social scientists on 

many occasions (Urry, 2002 p 7). Certainly, it is apparent that business rationales 

have long dominated tourist enquiry and therefore most researchers favour 

positivist, quantitative measures of activi ty (see Xiao and Smith 2006, 2007). This 

is not to say that all  tourism research has been conducted from a positivist 

perspective there has always been a stream of work in tourism enquiry, which has 

engaged with interpretivism and critical theory (Botterill  2003; Nash 2007). 

However, in the last decade, those tourism voices seeking to challenge established 
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epistemologies, ontologies and methodologies do seem to have become louder. As 

tourism is a field that is mostly concerned to understand peopleôs behaviours 

perhaps a more interpretive approach might be preferable. 

 
 
 

3.3.3. Interpretive Tourism Approaches 

 
The explosion in tourism research has led to recognition of the need to develop 

research enquiry in different and new ways (Morgan and Pritchard, 2007). 

Although the tourism academy still needs to decentralise and reconceptualise 

tourism enquiry to take account of a much broader spectrum of knowledge 

traditions and value systems, there is an increasing shift towards more critical and 

interpretive ways of knowing tourism (Pritchard, Morgan & Ateljevic, 2011; 

2012). Phillimore and Goodson (2004) link tourism and Denzin and Lincolnôs 

(1994) ófive momentsô and illustrate how in tourism one can move from one 

moment to another. In the fourth moment or Crisis of Representation there is a 

higher level of reflexivity in the work and a more individualistic and personal link 

appears between the researcher and the research setting and data, therefore 

allowing the ethnographic research to become more critical and for fieldwork and 

writing to become blurred. The fi fth moment is the result of new groups emerging 

and new narratives being written; both these latter moments have influenced my 

approach. 

 
 
 

As an interpretivist researcher, one is not only part of the research but ultimately 

one can only provide an interpretation of what other people say. As Hertz (1997) 

indicates this is reflexive research in the way that it allows us to understand the 

different factors affecting those participating in our study and therefore making 
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us, the researcher, more conscious. Hertz (1997) also argues that the researcher 

has to be aware of his or her positioning. For example, in my case, I was involved 

in the research from the fi rst moment I decided to study my childhood holiday 

destination of Calella and I recognize that (whilst my choice of interviewees is 

determined by their membership of certain resort organisations) I have inevitably 

shaped the data by choosing who to interview, how to interview them and what to 

ask them. All  these are aspects that must be recognised as part of the 

methodological process. 

 
 
 

This reflects how all  research projects are journeys where certain aspects interlink 

and overlap as the researcher enters the field and observes how complexities and 

power relations are played out. Authors such as Hollinshead (2004) and Swain 

(2004) have argued of the need to understand power relations in research projects, 

as well  as in the relationships between the local community, stakeholders and the 

visitors in a destination. These power relations are relevant to this thesis and as 

will be discussed below, emerge as central in research. 

 
 
 

Tourism research is arguably more open to new ways of conceptualising tourism 

and employs more varied and innovative methods than ever. Yet, the two main 

qualitative methods used in tourism research remain in-depth interviews and 

group discussions or focus groups (Westwood, 2007). Both of these were 

considered for this study as they could have been useful in exploring how the 

various stakeholders understand the key concepts of the brand and image, and the 

current situation of Calella and its óhistorico-cultural backgroundô (Morgan and 

Pritchard 1998, p. 209). In my research a range of methods or techniques are 
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deployed to investigate the phenomenon of stakeholder involvement in resort 

development and (re)branding. The study attempts to undercover the meaning 

people attach to social phenomena and so it will  endeavour to explore what is 

happening and why it is happening (Saunders et al., 1997, 2003). As a result, the 

research design focuses on an in-depth examination of the case study resort of 

Calella. 

 
 
 

3.4. Research 

Design 
 
 
 
 

This section of the chapter explains how the research methodology was shaped, 

justifies the design choices and explains how it was operationalized. A 

methodology is the strategy or design that links the overall  ópackageô of methods. 

In this thesis, I use an inductive approach appropriate to qualitative research 

which has an exploratory nature. I undertook the research and then theorised from 

the data as a consequence of the findings. For example, when the expert panel was 

consulted, I obtained their opinions about theories and concepts that relate to 

destination branding which informed my data collection, and then in turn as part 

of an inductive approach I fed my findings back to the expert panel. 

 
 
 

According to Crotty (1998) there are two main questions that need answering at 

the outset. What methodologies will  be employed and how can we justify them? 

Methods are the techniques used to gather data. In this research study, I used a 

case study approach and employed qualitative methods, which encompassed: (i) 

interviews with key stakeholders in the resort of Calella; (ii)  document analysis; 
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(iii)  material gathered from my óexpert panelô of practitioners and academics with 

an interest in destination branding; (iv) field observations. 

 
 
 

3.4.1. A Case Study Approach 

 
A case study approach encourages the use of multiple methods in order to capture 

the complexity of the subject of study (Denscombe, 2003). Case study 

methodology is strongly associated with qualitative research (Stake, 2005) and 

can be defined as óa strategy for doing research which involves an empirical 

investigation of a particular contemporary phenomenon within its real life context 

using multiple sources of evidenceô (Robson 2002, p. 178). Case studies are in- 

depth, in-context explorations of issues, organisations, events, processes or, in this 

case a geographical area (Creswell, 2003; Cassel and Symon, 2004; Flyvberg, 

2006). Yin (1989, 1993, 2003, 2012) identifies six sources of evidence commonly 

used in case studies: documents, archival records, observations (direct and 

participant), open-ended interviews, structured interviews and surveys, and focus 

groups. This study adapted Yinôs (1989, 1993) case study approach and the 

sources of evidence used can be seen in Appendix One. They are: 

 
 
 

¶ semi-structured interviews with key stakeholders in the resort of Calella; 

 
¶ documents from the case study resort (largely in Spanish); 

 
¶ structured interviews with my destination branding óexpert panelô; 

 
¶ my own field observations. 



68 | P a g e 

Chapter Three  

 

 
 
 

Case studies can be single or multiple and at the same time, these can be 

exploratory, descriptive or explanatory (Yin, 1993). A single case study focuses 

on one case study, whereas multiple case studies include two or more cases in the 

same study. An exploratory case study tries to define questions or determine the 

feasibility of research procedure, a descriptive case study gathers information to 

describe a phenomenon within its context and an explanatory study explains how 

events happened (Yin, 1993; Stake, 2005). In this research, the case study is an 

exploratory case as it aims to review the relevance and effectiveness of destination 

branding strategies for destinations in decline through a case study of Calella in 

Costa de Barcelona ï Maresme. 

 
 
 

A single case study might include a number of embedded units, such as events or 

funding programmes to regenerate the resort. Whatever the units the design would 

be termed an embedded case study design (Yin, 2003). This research is an 

embedded single case study as it explores how current theories in destination 

branding and reputation can be applicable to destinations in decline. At the same 

time, it uses different units of analysis by focusing on the different programmes 

and projects. 
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3.5. Research 

Methods 
 
 
 
 

This section discusses each of the sources of evidence examined in the case study 

(see Appendix one for a more detailed list). 

 
 
 

3.5.1. Interviews 

 
At the outset, the fieldwork with stakeholders was intended to be conducted via 

focus groups. However, once I began the Spanish fieldwork, I realised it would be 

difficult to assemble groups of stakeholders as there were time constraints and 

confidentiali ty issues. Thus, interviews proved more feasible and manageable. It 

soon became apparent that people were more at ease in interviews and the power 

dynamics between them did not come into play. Moreover, it was easier  to 

explore issues in much more depth and detail. During an interview, the researcher 

has control over the flow, the structure and the dynamics of the conversation. 

These aspects differentiate a research interview from any other forms of 

colloquial conversations. However, Fontana and Frey (2003) indicate interviews 

are powerful tools to understand our fellow human beings: 

 
 
 

The interview method involves questioning or discussing issues with 

people. It can be a very useful technique for collecting data which 

would probably not be accessible using techniques such as 

observations or questionnaires... 

 
 
 

Of course, the concepts and ideas explored in the interviews might hold different 
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Gibson 2004, Corbetta 2003). In the interpretative paradigm this is seen as an 

advantage of the method so that instead of looking for a template, the data is seen 

as complex and rich. Details of the interviewees are given in table 3.2. 

 

 
 
 
 
 

Table 3.2: Study Interviewees (Stakeholders) 

 
 

Interviewee 
 

Position 

 
Eva Esplugas 

 
Deputy head of the Consortium for the new 

branded area of Costa de Barcelona Maresme 

 
Jordi Ten 

 
Editor of Publintur 

 
Josep Maria Juhe 

 
Mayor of Calella 

 
Mr Corrales 

 
Hotel Owner 

 
Enric Hernandez 

 
Hotel Owner & President of the Tourist 

Association of Calella 

 
Loida Serrano 

 
Tourism officer (appointed by the Mayor; main 

task is to liaise with the mayor on tourism aspects 

and has the responsibility to plan and support 

strategies on a public sector level) 

 
Montserrat Candini 

 
Convergencia i Unio- opposition political party 

 
Lisa Sturman 

 
Team link 

 

 
 
 

Descombe (2003) suggests that interviews are an appropriate method when the 

object is to gather information based on emotions and when the data may be based 
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on privileged information. In this thesis, the importance and power of the 

stakeholders was an important aspect of the research and access was an issue. I 

wanted to conduct semi-structured interviews with all  the members of the G10, a 

group that represents stakeholders in Calella (although it is dominated by 

businesses and public sector representatives). Whilst I could not secure 

interviews with all  10 members, significantly the eight members I did interview 

included Jordi Ten, an influential person in the destination as editor of Publintur 

and author of the most important book about the development of tourism in 

Calella. With his support and using snowballing, I undertook interviews with 

eight key stakeholders from Calella during 2008. Snowball  sampling is a non- 

probabili ty sampling technique where participants recruit future participants from 

among their acquaintances. This sampling technique is often used in populations 

which are difficult for researchers to access and the sample group appears to grow 

like a rolling snowball  (Salganik and Heckathorn, 2004). For similar reasons, I 

rejected the idea to pilot interviews as the same nature of the interviewees made it 

difficult to pilot. The nature and characteristics of the people I decided to 

interview were so particular that it would have been misguiding to pilot the 

interviews with any other people. To ensure the interview questions were optimal, 

I decided to seek advice and feedback from my supervisors. 

 
 
 

Given that my research emphasis was on gathering rich data on the sensitive 

subjects of destination reputation and óresort politicsô, qualitative work with a 

small sample of influential and knowledgeable people who were willing to share 

the range of their experiences and opinions ï and to comment on those of people 

similar to them (so-called shadow data) was appropriate (Luborsky & Rubenstein, 

http://en.wikipedia.org/wiki/Non-probability_sampling
http://en.wikipedia.org/wiki/Non-probability_sampling
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1995; Morse, 2000). As Loborsky and Rubenstein (1995 p106) comment, óthere is 

seldom a simple answer to the question of sample é size in qualitative research.ô 

Indeed in a recent National Centre for Research Methods review paper (Baker and 

Edwards, 2012) the overwhelming response from a number of renowned 

qualitative social scientists to the question of óhow many qualitative interviews is 

enoughô was that it depends on a range of factors to be taken into consideration. 

These include epistemological, methodological and practical issues such as 

research aims and objectives, validi ty within epistemic communities and available 

time and resources. 

 
 
 

This research placed emphasis on the quali ty of the data generated from the 

interviewees rather than the sample size. Indeed arguably it is impossible to make 

any sample in qualitative research representative, as Passerini (2012, p.32) 

observes óone can never make her/his group of intervieweesô representative in the 

sense of quantitative sociology.ô In this study of Calella, the interviewees included 

eight of the G10 membership, which captures a range of types of member and of 

views. Moreover, in qualitative research, small sample sizes can provide much 

clarity on a subject, as Mason (2012, p.30) states, it is: 

 
 
 

... better to have a smaller number of interviews, creatively and 

interpretively analysed, than a larger number where the researcher 

runs out of time to do them justice analytically. It is better to aim to 

offer sound qualitative insights, than try to mimic a quantitative 

órepresentativeô logic. 
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Indeed both Passerini (2012) and Brannen (2012) maintain that a single case may 

be sufficient if  it is unique and not comparable to other cases. In previous 

research, similar claims have been made, thus Gray (2003, p.101) for example 

refers to the fact that óthe sampleô has traditionally been regarded as óa 

representation of the wholeô and thus failed to recognize the richness of material 

that can emerge from a small number of interviews. In small scale projects she 

argues that the emphasis should be on óthe core of respondents é [and]  their 

capacity to provide as rich a set of data as can be managed.ô 

 

 
 
 
 
 

All  except one of the interviewees (Jordi Ten) were recorded digitally and all  the 

interviews were conducted and transcribed in Catalan (table 3.3). Kvale (1996) 

draws attention to the link between key aspects of interviewing and conversations 

to understand knowledge of the world of the interviewee and uses the seven stages 

of an interview investigation model, which I followed (table 3.3). Once 

transcribed, I translated the interviews but being bilingual, I interpreted the 

meanings of these interviews in Catalan - my fi rst language. Whilst I pre- 

determined some questions, the interviews developed as conversations, allowing 

the interviewee to feel free to expand on the areas of interest to him or her. As 

will  be discussed below, the data analysis was done via open coding and using a 

narrative style so that any loss of meanings in the interpretation was minimised. 
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Table 3.3: Seven Stages of the Interview Investigation 

 
 

Stage 
 

Activi ty 
 

Implementation 

 
Thematizing 

 
Formulate purpose of 

investigation before 

interview starts 

 
Aim and objectives of 

this thesis. Tourism 

development in Calella. 

 
Designing 

 
Plan the design of the 

study with regards to 

obtaining knowledge and 

ethical/moral issues 

 
Semi-structured 

interviews with members 

of the G10. A group that 

represents stakeholders in 

Calella and focuses on 

businesses and public 

sector representatives. 

 
Interviewing 

 
Conduct the interviews 

with a guide and 

reflective approach to 

knowledge sought 

 
Interviews in their own 

locations, all of them in 

Catalan and with the aim 

of ascertaining their 

views about current and 

future situation of 

tourism activi ty in Calella 

 
Transcribing 

 
Prepare the interview 

material for analysis 

 
The interviews were 

recorded on digital tape 

and transcribed in the 

original language 

 
Analysing 

 
Decide which methods of 

analysis are appropriate 

for the interviews 

 
Through themes and 

repetition of elements. 

 
Verifying 

 
Ascertain the 

generalizabili ty, 

reliabili ty and validi ty of 

the interview findings 

 
Case study sources and 

linkage with the expert 

panel through the Delphi 

technique. 

 
Reporting 

 
Communicate findings 

 
Write thesis 

Source: Adapted from Kvale 1996, p. 88. 
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3.5.2. Documentation 

 
The second source of evidence used in the case study was document analysis. 

Together with surveys and ethnography, documentary research is one of the three 

principal types of social research and has been widely used throughout the history 

of sociology and other social sciences (Prior, 2003; Scott, 2006). Documents are 

hard to define and technically range from shopping lists, graffiti  and cartoons to 

memos, government documents, diaries and even monuments and tapestries (Prior 

2003, p.2). In this case study, the documents analysed included relevant websites 

and promotional materials from the resort, the Spanish national tourism 

organisation and the tour operators. During my fieldtrips to Barcelona, I visited 

the library (Biblioteca de Turisme de Catalunya) which holds information and 

statistical data about the development of tourism (see Appendix One for a full  list 

of documents analyzed). 

 
 
 
 

3.5.3. Expert Panel 
 

 

Focus groups are one of the most popular methods in social science research, 

especially qualitative enquiry that seeks understanding rather than explanation 

(Stake, 1995). They are also well  used in case studies which attempt to understand 

human experience (Von Wright, 1971). Focus groups were considered in this 

project but rejected in favour of interviews with the key stakeholders as they were 

thought more likely to yield candid comments on sensitive issues. In addition, 

focus groups with such busy individuals proved impossible to coordinate. 

http://en.wikipedia.org/wiki/Statistical_survey
http://en.wikipedia.org/wiki/Ethnography
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However, as part of the research methodology, an expert panel was used as a 

ósounding boardô for the project and to provide guidance on aspects of destination 

branding. Five individuals were recruited by email through convenience and 

snowballing (see table 3.4. and appendix two for a detailed description of each 

member) and became a kind of e-focus group as the early communications 

included all  members, although many later emails were exchanged on an 

individual basis. The discussion began with an email asking each expert to answer 

four questions: (i) Firstly, how would you define destination branding? (ii) 

Secondly, who would you consider to be the key stakeholders involved in 

destination branding? (iii) Thirdly, do you think they are all  equally powerful? 

(iv) Finally, what do you consider to be the main strategies which stagnant 

destinations can pursue in rebranding? The answers to these questions shaped the 

framing of my fieldwork. 

 

 
 

Table 3.4: Constitution of Expert Panel 

 
 

Expert 
 

Expertise in Destination Branding 

 
Malcolm Allan 

Director, Destination Consulting, Colliers 
International UK 

 
Bill Baker 

CEO of Destination Branding and 
author of Branding for Small Cities. 

 
Prof Liping Cai 

Professor  of   Hospitality  &   Tourism 
Management, specialist in branding, 

consumer behaviour in travel and 

tourism, and community-based tourism 

development and marketing. 

 
Dr Can-Seng Ooi 

Academic based in Copenhagen 
Business  School,  widely published  on 

destination branding. 

Roger Pride Director of Marketing, Visit Wales 
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3.5.4. Non-Participant Observation 

 
As I outlined in the introduction, I was born near the case study destination of 

Calella and have been a visitor to the resort for the past 30 years, spending the 

school holidays there as a child and the summer ones as an adult. The fieldwork 

for the stakeholder interviews was conducted in the resort area during the summer 

period where Calella is at its peak in terms of tourist arrivals and therefore, I had 

the opportunity for direct observations of the resort atmosphere. Non-participant 

observation is a well  established method for the systematic study of human 

settings and behaviour and ideally suited for descriptive research (Barner-Berry, 

1986). In this case my observations were recorded in a fieldwork diary. In the 

diary I reflected upon what I was seeing and feeling as a researcher but I also 

linked it with emotions and memories that were the result of my experiences in 

the resort. Whilst I was doing the fieldwork I was also participating as a tourist as 

the weeks of August were the ones I could use to do the fieldwork and it is 

Calellaś s peak season. During that time, I could experience the new all-inclusive 

trends whereby guides direct tourists from one establishment to another; I could 

see the local rejection to tourists and the degradation of the environment with 

obsolete establishments. 

This dual non participant and participant observation became useful once I could 

realise my position. Initially I thought I was just observing as a researcher and 

later on I realised I was also consuming and experiencing as a tourist with, 

perhaps a different gaze. Contrasting my reflections with the interviews and 

documents provided me with more depth and a better understanding of the 

phenomenon. 
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3.6. Data 

Analysis 
 

Grounded theory methodology is a good ófitô for interviews and for the use of the 

expert panel responses as this process allows óopen codingô until one reaches what 

Bryman and Bell  (2007) term theoretical saturation, either due to the coding of 

data or the collection of data. Miles and Huberman (1994, p. 69) suggest that óthe 

researcher needs to reduce and channel data into a small number of concepts that 

can be mentally encoded, stored and readily retrieved.ô Thus the interviews were 

coded and the data broken down to create themes that I later developed into 

categories. Miles and Huberman (1994) also discuss the concept of ódisplayô (see 

figure 3.3), saying: 

 
 
 

For qualitative researchers, the typical mode of display has been 

extended, unreduced text, usually in the form of written-up field notes, 

which the analyst scans through, attaching codes and then extracting 

coded segments and drawing conclusions. The analyst then writes a 

second form of extended text: a case study report (p. 93). 

 
 
 

As described above, I conducted and transcribed the interviews in the original 

language (Catalan) as I am a native Catalan. Once the recorded interviews were 

all  transcribed I started open coding and it became apparent that the same themes 

were emerging from different people. For example, all  the interviewees talked 

about the new sporting event, the Challenge; all  agreed that Calella is in a mature 

stage; and all  welcomed the new name of Costa de Barcelona-Calella. Whilst 

there was agreement on these broad areas, there was less agreement on how the 
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Figure 3.3: The Interview Research Process 
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Once the transcripts were produced, the data coded and themes identified, the next 

step in the process was cross checking and this was done by cross referencing 

with other supporting evidence collected during the fieldwork and my own 

observations and experiences. The final step in the process is synthesis (Kvale, 

1996). I now wrote in English and as I translated the words, so I interpreted them, 

using my judgement to identify any extra meanings to the spoken words, where, 

for example, interviewees had added emphasis to their replies. 

 
 
 
 

3.7. Positionali

ty 
 
 
 

In this chapter, I have defended my chosen interpretative approach and a research 

study that employs qualitative research using small sample sizes. This approach 

recognises the role of the positioned researcher. As Hall  (2004:138) indicates 

óaccounts of any discipline and of research within that field of study are situatedô, 

whilst Barnes and Sheppard contend thatóthey depend on the point of view of the 

author, which in turn reflects how he/she is positioned intellectually, politically 

and sociallyô (2000, p. 6). This same argument is endorsed by other authors such 

as Coffey (2007), Jamal and Everett (2007), Tribe (2006), and Jamal and 
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leads to interpretation and consequently, óan ongoing interpretive role of the 

researcher is prominent in qualitative case studyô (Stake, 1995 p. 43). For some, 

this opens up questions of validi ty and reliabili ty and for this reason, it is 

important to devote some space to a discussion of the positionali ty of myself  as 

the researcher. 

 
 
 

My aim in this thesis was to explore how current strategies in destination branding 

can assist stagnant destinations using the example of Calella. I wanted to 

understand how those strategies were regarded by the different stakeholders from 

the óinside.ô Throughout my previous research training, I had always been 

influenced by the scientific, objective approach and sought to detach myself  from 

the research (Hall, 2004). However, influenced by the contributors to Ateljevic, 

Pritchard and Morgan (2007) and the work of Botterill  (2003, 2007), I embraced a 

different approach to my research. 

 
 
 

Botterill  (2001, 2003, 2007) writes about his own research journey in tourism 

from an auto-ethnographic framework. As a tourism lecturer with a passionate 

interest in this particular topic and as a native of Barcelona, I have a personal 

relationship with my topic, which I could have chosen to ignore and óhideô or 

which I could recognise. Actually, my love and nostalgia for the destination of 

Calella was the trigger for this thesis. Of course, at the same time, I should not 

forget that I am already someone with an established set of images and ideas, a set 

of preconceptions and reservations that were difficult to detach from the research 

process. This problem of detachment is discussed by Dunkley (2007, p.371) in 

relation  to  dark  tourism,  as  she  says:  ówhilst  exploring  the  thanatouristic 
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experience, [i t]  ... became clear to me that taking a cool and distanced approach 

to the field was not going to be simple or even desirable given that it is such an 

emotive subject.ô 

 
 
 

I realised that this acquired knowledge about Calella could be an asset to my 

research. Instead of ignoring a source of knowledge in its own right, I embarked 

on a personal journey of discovery - as discussed by Noy (2007) in his auto- 

ethnographic study of tourists and backpackers. I made the decision to be an 

active part of the research process, from an observerôs point of view and a 

researcherôs stance. Once aware of my position, I could turn my association with 

the resort into a resource and acknowledge that I was not a blank canvas, but a 

collage with layers of experiences that contradicts the general assumption that 

observations rely on the objectiveness and neutrali ty of the researcher (Belsky, 

2004). 

At the same time, I elected to use methods that required me to be part of the 

process (expert panel, interviews, observations, etc.). It is worth mentioning here 

that my position in the research process changed considerably throughout the 

fieldwork I conducted in Calella. Initially I was someone with a touristôs 

knowledge having spent my summers from childhood to adulthood in a town near 

Calella. As I conducted my interviews my role shifted from an interested outsider 

to a potential source of guidance and information. One day I was asking questions 

and the next I was being asked them. Eventually I was invited to contribute to 

discussions over the future of the resort. 
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3.8. Validity and 

Reliability  
 

Validi ty, generalizabili ty and reliabili ty have particular meanings and applications 

in qualitative research (Kvlae, 1996). In contrast to approaches in the positivist 

tradition, the key measure is the trustworthiness of qualitative research (Decrop, 

2004). Moreover, qualitative generalization is particularly important in case 

studies as the researcher spends a considerable amount of time in the field (Kvlae, 

1996). In this thesis, the generalizabili ty is naturalistic, as óit rests on personal 

experience: It develops for the person as a function of experience; it derives from 

tacit knowledge of how things are and leads to expectations rather than formal 

predictionsô (Kvale 1996 p. 323). On the other hand, reliabili ty relates to how 

consistent the research is and in this case, consistency was gained by using a 

variety of sources of information. Another important aspect of trustworthiness is 

triangulation, defined by Denzin and Lincoln (1998 p. 4) as óan attempt to secure 

an in-depth understanding of the phenomenon in questioné triangulation is not a 

tool or strategy of validation but an alternative to validation.ô Guba and Lincoln 

(1985) discuss validi ty and reliabili ty and in table 3.5 I adapt their model to 

demonstrate how these measures are applied in this particular research project. 

The table demonstrates how the case study approach (Yin, 2003) maintains 

consistency, credibili ty and validi ty though the employment of different methods 

and sources of evidence. 
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Table 3.5: Coping with Validi ty and Reliabili ty 

 
 

Measure 
 

Recommended 
 

Implementation 

 
Credibili ty 

 
Prolonged 

engagement; 

Persistent 

observation; 

Referential adequacy. 

 
Prolonged engagement as part of the 

researcherôs positionali ty; 

Referential adequacy from other sources 

(such as Ten 2006) and data gathered 

from other stakeholders. 

 
Transferabili ty 

 
Purposive or 

theoretical sampling 

and writing thick 

descriptions. 

 
Interview recordings and transcriptions; 

panel emails. 

 
Dependabili ty 

 
Having a research 

plan, a second opinion 

and leaving an audit 

trail to check if 

someone else would 

arrive at the same 

conclusion. 

 
The auditors were my supervisors. 

 
The expert panelôs opinions validated my 

analysis; 

Feedback from the interviewees. 

 
Confirmability 

 
Reviews and 

reflective journals. 

 
Reflective journals and the project 

supervisors. 

 

Source: Adapted from Guba and Lincoln 1985. 
 

 
 

It is important to mention that to ensure there was consistency in the research; 

different methods were used to contrast and corroborate concepts. Moreover, there 

were four main areas of research that were used to increase credibili ty and validi ty 

as sources of documents and interviews were contrasted with the researcher´s 

observations and the expert panel. To ensure dependabili ty continuous feedback 

form supervisors was sought. 
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3.9. Chapter 

Summary 
 
 
 

In this chapter I have identified the key epistemological underpinnings of the 

thesis, described my interpretivist stance and mapped my philosophical journey 

onto Crottyôs (1998) model. This fi rst half  of the chapter was followed by a 

justification and review of the research approach and methodology adopted in the 

thesis. In these sections I defended my choice of qualitative methods and justified 

a case study research approach following Yinôs 1989 model. The chapter then 

outlined and described in detail each research method employed and the sources 

of evidence reviewed in the case study. The next chapter will  map the 

development of Calella against the TALC, discuss in detail the current situation in 

the tourist destination and present a SWOT analysis for the resort. 

 

 

CHAPTER FOUR: 
 
 
 

CALELLA  &  THE TOURIST AREA LIFE  CYCLE  
 
 
 
 
 

 
4.1. Int roduction 

 

 

This chapter discusses the Tourist Area Life Cycle (TALC) and examines the 

development of Calella as a mass tourist destination from its beginnings in the 

early 1950s to today. The chapter provides context for the case study destination, 

including an exploration of its geography (section 4.2) and a contextualization of 
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its tourism development - placing Calella in its Spanish and Catalan contexts ï 

(sections 4.3, 4.4. and 4.5.). The chapter does more than merely providing 

background for the case study destination, as it also maps the development of 

Calella against the TALC (section 4.6), concluding with a detailed account of the 

current situation in the tourist destination. 

 
 
 

4.2. Calellaôs Geography 

 
Calella is a vibrant cosmopolitan city with a Mediterranean climate and culture. It 

is a maritime city located in the region of el Maresme in the province of 

Barcelona (Catalonia). The city is 25 kilometres from Mataró (the capital of the 

region) and 56 kilometres from Barcelona, which is just a 40 minute journey by 

car and 60 minutes by train. It is also just 50 kilometres from the city of Girona, 

making it an ideal destination for seaside excursions from a number of urban areas 

(figure 4.1). 
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Figure 4.1: Calellaôs Location 

 

 
 
 
 
 

 
 
 
 

 
Source: https://maps.google.es and http://www.pueblos- 

espana.org/cataluna/barcelona/calella/mapa/ 

https://maps.google.es/
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Calella also has an extensive range of tourist attractions. Indeed, with three 

kilometres of beaches offering clean sand and blue water, parks, nature reserves 

and sports facilities (figure 4.2.), Calella can offer visitors year-round 

entertainment and activities including cultural (concerts, dances, local festivities) 

and sporting events (swimming, sailing, volleyball, walking, beach football, etc.). 

The city also has a diverse commercial base, is home to approximately 800 shops 

and a good range of hotels and accommodation operations housing its quarter of a 

million annual visitors who come to the city from all over Europe, the vast 

majority being Britons and Germans. 

 
 
 

Figure 4.2: Calellaôs Beachfront 
 
 

 
 

 
 

Source: www.thinkspain.com. 

http://www.thinkspain.com/
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Figure 4.3 illustrates Calellaôs main tourist resources. The resources are classified 

per clusters depending on whether they are cultural, sports, leisure, natural or 

shopping. The most remarkable is that the ótouristô part of Calella forms one 

cluster. Therefore, most of the townôs hotels, bars, restaurants and discothèques 

are located in the same area. 

 
 
 

Figure 4.3: Calellaôs Main Tourist Resources 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: www.calella.cat. 


