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Abstract

The main am of this thesis is to explore the relevance of destination branding
strategies for destinations in dedine and to identify the role of st&kehalders in
those strategies through a case study of Calella in the Costa de Barcedona-
Maresme, Spain. Five reseach objectives, encompassinga critique of relevant
literature, conceptual discussionand empirical resach, assistin accomplishing
the overal aim. Key concepts that underpin the study are: the role and power of
staleholdes and stakeholder manaement in destination manaement;the TALC;
destination regeneration strategies; destination branding. The study adoptsa case
study approah, employing four main types of complementry saurces. semi-

structured interviews, stretured interviews, archivesand persanal obsevations.

The findings provide empirica evidencehighlighting that a positive placeimage
is a necessty for an eff ective destination brand and that stakeholderinvolvement
is paramountfor the successful development of destination branding strategies. In
the case study destination of Calella it emerges that there is a mismath between
the expedations of staleholdas in the private and public sedors, where the
former sean uninterested in adoptinga holistic appraach and prioritise their own
persord busiress goals - even if these are contrary to the interests of the wider
resort communty. In addition, thee is little communty involvement or

representation in lo@ decision-makingand stetegy development.
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These findings have practicd implicaions for the tourism industy, specificaly
for postmatue seasideresortsand espedally for Calella itself. Recommendations
include: enhancing the effective involvement of stakeholdes in destination
manaement dedsions to increase 6 ly-ind ¢ o erns handgodf-identificat i o n 6

with marketing and lranding strategies.
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CHAPTER ONE: INTRODUCTION

1.1. Chapter
Int roduction

This introductory chapter outlinesthe main dimensionsof the study, providesthe
rationale for the choice of Calella in Spain as the case study destination and
briefly reviews the developmentof the resort from its origins as a fishing village
into oneof the first masstouristdestinationsin Europe. The introduction aso sets
out theresearch question and theaim and objedives, locatesthe researcher within
the thesisand describes the persord link between her, the topic and geographical
area of study. Finally, the case study methoddogy is introduced and the thesis
structure is outlined. The chapter concludes with a thesis overview, which

includes abrief synopsisof its seen chapters.

1.2. Study
Background

Spain is oneof the worldds leading tourismdestinations and the area of Costadel

Maresmeand CostaBravahas been oneof its most popularregions, feguring in
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British and other European travel operator brochures for over half a century.
Cdlella is oneof the primetourist destinationsin the Costadel Maresme(recently
renamedthe Costade Barcelona-Maresme. However, in summer 2001,0neof the
UK®& saintour operators, First Choice, decided to cease operating in the area a
movefollowed by other significant tour operators suchas 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 touristfatigue. Indeed it has been heavily dependent
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ChapterOne

on the masssand-and-sea tourism maket for five decades and, as a result the
Catalan government has indicaed a need for significant improvementin both the
destination product and its marketing in order to encouragethe tour operatorsto

return (www.infotrac.com). This situation hasalso been widely reamgnized in the

tourismacalemic literature and Priestley and Mundet(1998) have referred to the
CostaBrava as a destination in stegnation, whilst Butler described it in these
terms as ealy as 1980. Thus, Caella, adjacent to and shaing similar
characteristics to the CostaBrava could be said to have already been a post

mature resort in stagnation over 30 years ago (Gale, 200)).

It has been suggestedthat destination branding strategies, linked to regeneration
and investnent hold the key for suchplaces in severe dedine (Morgan, Pritchard
and Pride, 2002,2011a, 2011b;Bennet and Savani, 2003. Thus, this study will
assessthe 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 dedine. However, one of the
central challenges facing destination maregers is to ensurethat al staleholdas
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 stakeholdes have been effectively included in the attemptsto

revitalise the case study resort.

Ind (2001) recognizes the difficulty of branding at a corporate level, as more
staleholdes nedl to be taken into account. However, it is especially difficult to

brand a destination becausethe image of thatdestination is influenced by a range
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of stalkeholdes, including interna staleholders, the hostcommunty, and current
and potentialtourists- al of whomalso have a particular image of the destination
(e.g. Lane, 2005; Murphy and Murphy, 2004). Indedd, this is emphasised by
Avraham and Ketter (2008), who use the term Gociaklpublic market | nta 6
describe the maketing of such places and who argue that for this kind of

marketing to be effective:

local dedsion-makers must act democratically, not in an €litist or
patronising way; they have to cooperate in the process with the
placed sesidentsand other local players; the marketing plan should
not be imposed on the market as a top-down dedsion but ewlve
bottam-up; andit shouldbe basedon the benefit to the general public
rather than to the etision m&ers or their narrowinterests

(2008p, 7).

At the same time, whilst Calella is a tourist resort with al the complexity of
staleholder groupstypical of sucha place, it is also a city with a wide range of
interests where the tourism sedor has grown organicdly within the urban area.
This has created a very complex network and mesh of staleholde's @nterests, a
characteristic not shared by neighbouring and competing destinations, such as
Santa Susa. It therefore makes an interesting case study within the Costade

Barcdona-Maresme rgion.
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1.3. A Personal
Jour ney

Cdlella is an ided destination to study for any tourism acalemic as it has clearly
gone through several stages of development and today is urgently in need of
regeneration. It was one of the first masstourist destinations and still relies on
tourismas the majordriver of its econamy (see Walton, 2011;Ten, 2004. Whilst
this does not in itself makeit unique, | aso have a persordl interest in this
destination as it is closeto my homeand the place where | spentmany happy
sumners. Thus, my personal attachmentto the area provided a catalyst for my
study. Initially, my centre of attention was on destination branding but it soon
became apparent thatthis focus required expandingto encompassnvestiggtion of
therole of staleholder d/namics and the powerrelationsthatsuroundthetourism
development and regjuvenation of Calella if the study was to provide greaer
understanding of thekey issues. Beyond my personal interest, of course, Calellais
an ided case study of a postmatue and dedining destination pursuing
rguveretion strategies. It therefore has the potential to provide consicerable
insight into the validity of the destination life cycle modelin the context of

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

1.4. The Caldla
Context

Cdlella has a total population of just over 18500 and is located on the coast
between the towns of Sant Pol de Mar and Pinedaabout 50 kilometres north from
Barcdonaand 50 kilometres southwest of Girona It is in the coastal region north
of Barcdona known as Costade Barcelona-Maresme and adjacent to the well-
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known tourist destination of the CostaBrava. One of the main characteristics of
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Cdlella are the long and beautiful beaches of Platja Gran, Platjade Garbi y and
Platia de les Roques that are enjoyed both by locas and tourists

(www.emaresmecom/maesmectalella). These extensive beades of attractive

golden sand, which have consisterity been awarded the European Blue Flag in
recognition of their high standrds of facilities and cleanliness over the last
decale, have played a centra part in the development of this significant tourist

resort(www.calell a.cat).

Before the area developed as a tourist resort, the main ecmnomic adivities were
agriculture and fishing, in commonwith many other Spanish coastal resorts that
relied on the favourable weatherto grow vegetahl es and cropsand their proximity
to the sea to sustin avibrant fishing industy (Ten, 2004; Tortella, 2000. Today,
however, the coastal area which includes Calella relies largely on the service
sedor. Indedd, at thebeginningof the wwenty-first century aimost 70%of theloca
econamy was dependent on the service sedor, the majarity of this being tourism
since, as described above, the areawas a pionee in the pakage holiday market

somehalf a century ago (Walton, 2011).

1.4.1. TheDevdopment of Calella as a TourisResort

Calella is a town with more than 650 years of documened histay and is
recognized for its Catalan heritage and culture, as well as its larguage. The
ealiestrecordsindicae that Calella was settled by the Romansn thefirst century
AD, athough the following centuries saw a very long period of stegnation dueto

wars and plagues until the town began a period of sustined growth in the mid-
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eighteenth century. At this time the traditional adiviti es of agriculture and fishing
were augmened by shipbuilding and textile industries and, thanksto the new
traderoutes with theAmerican colonies andthe growth ofthefishingindustry, the

region benefitecenormoudy (Phillips and Phillips, 2010.

The town sufered in the first decades of the nineteenth century as a result of the
war in France and the subseaent revolts but continuedto grow steadily, with the
opening of the first steam factories in the mid-1880s compensting for the
reduction in seatrade following thelossof the New World colonies. Indeed, there
followed a prosperous period for Calella in the ealy 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
populationdedine until the 1960s,when the area began to become known as a

tourist iesort.

There was a period of spectacular eamnomic and populationgrowth during the
1960sand 1970s.In these decades the townd slevelopment as a resort and the
subsegant in-migration into the region radically transfamed the traditional
image of thetown, which saw arapid increasein the density of hotelsand holiday
apartments. This growth also boosed the development of neighbouing townsand
contribued to the appearance of new neighbourhoods, such as Pobknou of

Pined, next to Calella(Ten, 2004.

Today, Caella, the tourist cepital of the Maresme coast, is well-known as a

cosmopolitanand lively town, enjoying a typical Mediterranean climate. In close
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proximity to both Barcdonaand Girona with excdlent road and rail connedions,
it is an ideaholiday destination and offers the possibilities of a varied excursion
and leisureadivity programme. The towncompiises a large commercial area with
pedestrian streds and multiple shops.It offers 14,000 bed spaces for tourists
aaossa range of different acommodition types, including apartments, hotek,
and campsitesand acommodites annually over a quarter of a million tourists
from all over Europe, mosty from the United Kingdom (UK) and Germany (The

Memoria Patronat Murgipal de Turismede Calella, 2007).

15. The Thesis Aim and
Objectives

The main am of this thesis is to explore the relevance of destination branding
strategies for destinations in dedine and to identify the role of stakehalders in
those strategies through a case study of Calella in the Costa de Barcdona-

Maresme, Spain. Yin (1989 p. 23)suggests that theasestudy method:

...investigatesa contemporary phenomenonwithin its real -life context,
addressesa situation in which the boundares between phenomenon
and context are not clearly euvdent, and uses multiple sources of

evdenc.

This makes it an appragoriate methodol@y for this study as destination branding is
driven by people who have expedations, emotionsand feelings and the situation
IS in consBnt change in responsdo new opinionsand policy goas, governmengl

changes, shifting tourist images of Calella and new initiatives to develop new
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products in the sctor (Flyvberg, 2009.
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The case study approach (e.g. Yin, 1989;2003,2012; Flyvberg, 2006) typicaly
analyses six types of complementry sour@s: i) documents;ii) archives; iii)
semi-structured interviews; iv) observation; v) structured interviews; vi) focus
groups. This study analyses four of thes: semi-structured interviews, structured
interviews, archives and persordl obsevations. To adieve the study aim, the

following five gedfic objectives are operationalised:

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

destination brandingto postmatue destinations,

(i) Objective Two. To analyse the evolution of Calella into a pog-matue

resortand to nmap its development against theTALC;

(i) Objective Three. To identify the key tourism stakeholdes in Calella and

to ardyse their multifacetedrolesin a postmatue resort;

(iv) Objective Four. To criticadly anayse the influence of the key

staleholdes indevising strategies to evitalise Calella as adestination;

(v) Objective Five. To providerecommendationsto assistpog-matue tourist
destinations suchas Calella to harness staleholder power in order to improve
their reputaticns in a competitive environmeit and to provide

recommendationsfor destination brandingstrategies.
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1.6. Thesis
Structure

Figure 1.1 illustratesthe structure of the thesisand demonsteteshow 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 reseach question and thesisobjectives, in addition to contextualizing

theresearcher in theenquiry and providing an overview of the thesis.

Chapter Two reviews the key literature of relevance to the study and outlinesthe
central concepts which inform the thesis.It provides a critica review of the three
main areas of literature relevant to this study, namdy: (i) destination image; (ii)
destination branding; (iii) stakeholder theay. The chapter tackles issuwes of
definition (especially of destination branding) and the divergence between

acalemeand padice in theemeging field of placebranding.
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Figure 1.1: Thesis Strecture and Obgctives

Chapter one:
Introduction

Chapertwo: Lierature
review

Chapter three: Study
approach& methods

Chapterfour:
TALCand Calella

Chapterfive: Sakeholder
analysis- interviews

Chaper six: Document
analysis,structured
interviews & obseavations

Chapter seven:Canclusion
and recommendations

uStudybackgraind
wAimand objectives
wlhedsstructure

wDbjective one: To criticallyreview the relevance of
the concept of dedination brandingto post-mature
dedinations

wQualitativeresearch
uCeae study methodology

uDbjective two: To analyse the evolution of Calédla into
apost-mature resort and to mapits development
agairst the TALC

uDbjective three: To identify the key stakeholders

wDbjective four: To criticallyanalyse the influence of
the key stakeholderson Calédf | d@fination
strategies

uDbjective four: To criticallyanalyse the influence of
the key stakeholderson managngCakt f | Q a
dedinationstrateges

uDbjective five: To provide recommendationsto help
post-mature tourist deginationsharness stakeholder
power to improve their reputationsin a competiti ve
environment. To provide recommendationsfor
dedination brandingstrategies

uiReview of objectives

ukey findings

«Contrbutions

Chapter Three describes the epistemologica and theaeticad perspectives which
underpin the thesisand providesa justification for the choice of reseach design
and methodolgy, particularly the useof case study as an approah. It provides
details of the different data colledion methodsemployed to achieve the thesis

am, namdy: semi-structured interviews, structured interviews, archives and
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persord obsevations. It concludeswith a discussiorof ethicd consicerationsand

generalisability.

Chapter Four addressesobijective two by describing the case study resort of
Cdlellads evolution as a touristresort and analysing its current positionas a pog-
matue 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 stekeholdes in Calella. It discusgs
themin relation to the literature on stakeholder involvementreviewed in Chapter
Two and thus analyses the importance of stakeholder Gnanagmenbin the case

study destination.

Chapter Six focuseson the findings from the phases of field work based on three
moreof Yin’s (1989, 2003) sources of information,namdy archives, observations
and structured interviews with a panel of destination branding experts recruited as
part of the primary research. Chapter Seven concludesthe study by providing a
final overview of thethesis.It reviews ead of the five objectives and the extentto
which theaim and objectives of the thesishave been achieved. It thensummarises
the key findings and contributions and makes recommendations to asgst post
mature tourist destinations suchas Calella harness stakeholder power in order to
improve their reputatians in a competitive environment. The chapter concludes
with a discussiorof the limitations of the study, oppatunities for future research

and my persordl reflections.
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1.7. Chapter
Summary

This introduction has consideed the rationale for the reseach and explored the
significance of the study. It has also briefly described the case study destination of
Calella in Cataloniain order to contextualize the research, outlinedand discussd
theresearch questionand presentedthe research aim and objectives. Finally, it has
very briefly introduced the study methodobgy and concluded with a chapter by

chapteroverview of thethesis.

CHAPTER TWO: DESTINATION BRANDING &

STAKEHOL DERS

2.1. Chapter Introduction

This chapter reviews the key literature of relevance to the study and outlines the
centra concepts which inform the thesis. It provides a critica review of the four
main areas of literature relevant to this study, namdy: destination image (section
2.2); destination branding (section 2.3); place branding (section 2.4); stakeholder
theory (sedion 2.5). The chapter also tackles issues of definition (especialy of
destination branding in sedion 2.3.1.) and the divergence between acaleme and

pradice

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

phenomenato manageand the very term @estinationé has proved chall enging for

13|P age



ChapterOne

scholars and practitioners as it allows for many interpretationsand is a slippery

and mutable concept (see Saainen, 2004; Howie, 2003. Buhalis (2000) refers to
a destination as a geopoliticd area with a variety of resour@s and comporents,

similarly, Valls (2004) focuseson destinations as geographic areaswith resouces
of interest for the visitors. Morgan, Pritcherd and Pride (2011b, p. 4) identify this
confusionin the definition of a destination and sunmarise it by saying that Gsome
treat a destinationas a set of attributes and othe's treat it asa set of cultural and

symbolicmeanings anccontested ealities.0
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Destination Image

2.2.1. Motivation & Appeal

In todayd $iercely competitive tourism environment, a destination must surpass
its rivals in maintainng every dimension of sustinability (environmentl,
eoonomc, soce, cultural and politicd) if it is to suawessfuly develop and
maintainits marketplace competitiveress. Satisfying and even excealing visitor
expedations by providing high quality products and services i in our so-cdled
expedation eamnamy 1 is vita to the long-term profitability of local tourism
busiresses, which are the fundamentl elements of any destination visitor

eananmy. In this, ofcourse, theexternal image of a destination plays a vita role.

Destination image is a hugely complex and well traversed subfield of tourism
manaement. Buhalis (2000, p. 98) sugests that a destination can be regarded
as a combination (or even brand) of all products, services and ultimaily
experiences provided locally. Gonsidering destinations are also experiences, the
marketing involved in creating and sustining a tourist destination is of major
importance (Morgan, Pritchard and Pride, 2011a). However, as Morgan and
Pritchard (199) point out, there is aresearch gap in destination branding in terms
of how its prirtiples are translaked into pradicd marketing activity and, further, in
how to conceptualize the empirical analysis of the applicaion of branding to
tourism products. A well-recognized conceptual framework that fadlit ates

empirical reseach is still hard to identfy (Lee et al 2005, p.81%h

People travel as they are motivaied to do so, what drivesthemto make a choice
and dedde uponadestination is of importance to tourismreseach and business.
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George (2003) indicaesthat many factors cen affed this dedsion. Kozak (1998)
and Kozac and Rimmington (2000 and 2002) establish a relationship between
choiceof destination and psychographic profil es of tourists.As travell ers saaifice
and commit time and morey for an enjoyable experience, thesebuyers are
becming more inquisitive and research more into the destinations they are
consicering visiting (Coathup, 1999. Sccial media and Web 2.0 have radically
changed the maketing environment for destinations and these new digital
platforms present serious chall enges for DM Os (Bruce, Bondy, Street and Wilson,
2009; Munro and Richards, 2011; Sigala, Christou and Gretzel, 2012). Whilst the
impad and implicaions ofsocal mediaare beyond the scopeof the present study,
it is important to acknowledge that, as tourists aaquire knowledge prior to
travelling, this knowkdge has to match the experience of the destination, fulfilling
what Baker (2007, p. 184) refers to as ead goromisep o i of thé destination

brand.

Kozak (199) indicaes that attractions, fadlities and services, infrastructure,
hospitalty and cost are the main elements that make a destination attractive.
Buhalis (2000) introduces the six GAGs (attractions, access, amenities, avail able
padkages, activities, ancill ary services) and outlinesthe importance of monitoring
satisfaction levels between hosts and tourists as oppo®d to tourist arrivals
(growth) in order to survive as a tourist destination. This point can aso belinked
with the tourist product portfolio, but it is difficult to apply without generous
budyets and a consenssusamongstekeholde's which itself can bevery challenging
to seaure due to the fragmeneéd structure of the tourismsedor in destinations of

this type.
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Ritchie and Crouch (2005) develop Buhali st (2000) Six AAé and indicate thatthe
core resaurces and attractions are thosethat determine the destination apped and

provide thefoundationsfor amemaable experience They identify seven types:

1 Thephysiography of the destination (lands@pe, scenery and climate);

1 The culture and histay of the destination (including its handicrafts, larguage,
traditions, gastronamy, art and musicetc.);

1 Therangeof activities avail able;

1 Theevents dfered,;

1 Thesupestructure;

1 Thetypes of entertainment;

1 Thestrength of maket ties.

Someof the resources mentionedabowe, in particular the market ties, are related
to human experience, whereas Buhalisd (2000) list only refers to physical
resour@s, which can be assesed in the same way independently of persord

preferences.

2.2.2. Compormnts oflmage
Swccessful branding strategies need the useof appragoriate images thatwill entice
potential tourists to visit the destination. Crompton (1979) defined destination
image as a sum of beliefs, ideas and impressionsthat a tourist holds of a
destination. Gunn(1972) differentiatesbetween organic and induced images. The

organic images are creaed through a lifetime of socé interaction and induced
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images are those used by those involved in tourism busiresses. The main
difference is that the organic image is created by default, whereas the induced is
manipulaed by other parties. Other authorshave 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 dedsion process. Leisen (2001) and Awaritefe (2004)
include the concept of ccomplex image§ which is the combiration of the two

devisedby Gunn(1972,1988.

Theseimages created by the tourist play an important role in the dedsion-making
process. In addition, Selby and Morgand $1996) research studed the contrast
between the naive image, which is creded by the organic image, the projected
image and there-evaluated image, which is created after visiting a destination. Al

these scholars agree with Lee et al (2006) and Lumsdonand Swift (2001) who
statethatif a potentialtourist has a positive perception, the attitude towards that
destination is also postive. This meansthata positiveimage plays a key part in a

suaessful destination experience, as discused by Seddighi et al (2001).

Keller (1993, 2001, and 2003) staks that potentialtourists are influenced by a
destination image when makinga choiceand as competitionincreases it becomes
moreimportant for marketers to identify the brand images that will be attractive
and advantageous. The challenge bemmes greaer when the destination is
stggnant or in dedine, and the question then becomeshow can one ded with
negative images? The marketing of a placestats with a set of positiveor negative

attributes aready established through organic images (Gunn, 1997) and these
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have to be eplaced by induced images designed and managed by marketers
working thraugh DMOs, these eplaced images are also described by Phelps

(19%5) as Gsemndaryimagesd .

This means DM Os first identify new targets and develop a positioningstrategy to
underpin their adivities. Keler (1993) concludes that those organic images
assocated with histary, heritage and culture are highly salient for the marketersd
perceptions and, therefore, they need to evaluate what role theseorganic images
play in v i s i perogptiendas this will be of grea importance for a successful
positioningstrategy. As will be discussd below, the histary, heritage and culture
of Calella could be described as negative dueto its politicd past and its previous
reputation as a mass tourism destination that has becme obsokte and
unfashioreble. The image of a destination is so important becaise, according to

Castroet al (2007), it becomes thalominant impression forthe visitor.

2.2.3. Image& Marketing
Selby and Morgan (1996) attempt to diferentiate 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 staleholdes is of gredest
importance when devising a branding strategy. Selby and Morgan (199%) indicate
thatthe importance of destination image is paramount as a determinant of buying
behaviour and analysing the correlation of images ketween visitors and non-
visitors is necessary to establishwhat areas need maketing. Leisen (2001) and
Mackay and Fesenmaier (1997) statethat potertial visitors reseach information

from a variety of saurces (now expanded by digital platforms) and this is how
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they creae 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 potentialvisitor with pull factorsthat will drive the potentialtourist
to the destination. Leiper (2000, p. 366) commentsthat Avhat sustans tourist
flows is not the absolutehealth of the destinationin terms of its environmental
features, but touris t pexceptions of the relative staes of environments for
satisfyingactivities in places at either pole of tourism geography6 and continues
by arguing thatthere are now new generations of visitors who aacept places might

be degraded and that sme attractions have been destroyed.

Gertner and Kotler (2004; 2011) analyse what determines a placed $mage, the
challenge of strategic image managment and speific tools for confronting
negative image problems They define a placed smage és the sum of beliefs,
ideasand impressionsthat people have of that placed (Gertner and Kotler, 2004,
p. 50). However, they aso state that athough people might sharethe same
perceptions, their attitudes towards a placecan be different. This proves to be an
added chall enge as thereis not only a variety of stakeholdes to takeinto acmount
but also a variety of perceptions. They also suggest that the characteristics of the
target audience shouldbe similar in terms of attitudes and perceptionsand that the
place brand positioningstrategy shouldhelp to identify a clear vision, sothat the

speific messges @an then beclearly communicated thragh eff ecive branding.

2.2.4. Addressing Negatie Images
Gertner and Kotler (2004) focus on negative images and how to correct them,;

they identify three methods:
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ignoreit and it will go away;
turn anegative into apasitive via reframing or repositioning;
add rew positiveattitude-building characteristics and usecommuni@tions and branding

toolsto disseminate the mesage to thetargeted nmerkets.

At the same time, they provide examples of events that can crede a negative
image (however, they do not include negative images which are the result of
destination stagnation or dedine) suchas kidnappings, terrorism, war, politicd
unrest andcivil conflict etc. and discuss howa place might turn the negtive into a
positive; they further advocate that a negative fedure can be converted into an
atraction. This is possble when a particular and speific negative event has
damaged the destination, suchas in certain crises, but it becomesmore difficult
and chall enging when the problem arises from the lack of uniqueness, attributes or
interesting features of the destination. It is even morethe case when a destination
stagnates through a ladk of enthusiasmamongst the stekeholdes and a lack of
interest in an areathat has been exploited for many decades and whose mass

tourism indugty is in dedine, as is thecasewith Calella.

Addressng negative images is also a major challengeif the stakeholde's do not
agree or aacept which are the negative areas which require addressing. Thus,
athough negative images can be overcome, such an effort requires conseisus
amongst thekey and powerful stakeholders and a consisteneffort by all thosein a
position to marege or Gteward the place brand (Morgan et al 2011h. For

example, Gould and Skinnerés (2007) and Goudé (2011) studies of marketing
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Northern Ireland as a post-conflict society, demonstete how a lack of agreement

on thecommunitions stetegy will derail and undermine abranding position.

Gertner and Kotler (2004) also differentiate between an image and stereotype by
indicating thatan image is morepersorel and a stereotypeis awidely held image
that is extremdy distorted, one-dimensioral and caries a favourable or
unfavourable bias; stereotypes influence theimage of a placeand can be related to
the organic images created by the mediaand other sources as outlined by Gunn

(1997).

2.2.5. Differentiation & Conpetitive Advantage
Prebensen(2006) analyses touristsfrom different badkgrounds and with different
knowledge bases and explores image charaderistics to create a competitive
advantage through branding, advocating that powerful brands differentiate the
product, reduce risks, lower marketing costs and enhance the perceived image
amongcustorers; howewer he notesthat the difficulty arises when the brand has
not been suaessful or the destination lacks direction and branding becomesa
complex task. Prebensen (2006) also staks that destination branding needs to
identify and distinguish a destination through positive image building and
supportsGunris (1972) theay of image building, agreeng on the diff erences
between organic, induced and modified-induced image. He suggests that images
are unique for every person as they are created through a combiretion of
experiences and assocations. Prebensen(2006) aso indicaes that people from
different countries will hold different images, which makes it more complex for

marketers to dbvise effective brandingstrategies.
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Severa authors also attempt to link brand image and attributes (e.g. Buhdlis,
2000; Caldwell and Freire, 2004; Hankinson, 2004, 2005; Chernatony and
Da Oldo, 1997;and Morgan, Pritctard and Pride, 2002, 2007. In the samavay,
Kdler (1993, 2003) indicates that theseattributes can be grouped acwrding to
what he cdls brand attitude and argues thatimages neal to be closeto the tourist
self-concept in order to have a satisfactory experience and more positive attitude

towardsthe phbce itself.

In terms of strategies, Gertner and Kotler, (2004) discussGcon marketingg or
relevant cdebrity endorsement, even though they adknowledge that image
improvementis no cure if a place has fundamen#l problems.Theyalso discussa
further strategy, strategic image management (SIM), which can assist place
maketers through tradking the image held by various stakeholdes, such as
investors, residentsand visitors (Gertner and Kotler, 2004, 2011). Both these
strategies are concerned with place images and exemplify how destination

brandingand destination image management ovelap.

From this brief review of the literature so far, it can be seen that the key
researchers writing on destination image classfy image assocations into two
main caegaies: functional attributes and symbolic attributes. Somealso discussa
third category of experiential attributes and Keller (2001) adds a fourth in brand
attitudes (overal evauation of a brand, closdy linked with the perceived quality

of the brand). All theseattributes or modelscan be usdul from a theoreticd
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perspective but are difficult to test empirically and problenstic to apply to a

mature destination with an establishedmage and reputation.

Destination Branding

2.3.1. Definitions

Whilst it is rapidly expanding, the destination branding literature is as yet quite
new compared to otherareas of tourism managementand muchof it emphasises
the complexity involved in destination branding (Pike, 2005. Clearly destination
branding as a strategy is muchmorethansimgy a name, slogan or alogo as that
does not suffice to create differentiation. However, a slogan is necessary for
branding and establishingthe positioningstrategy. This is an interesting point of
discussiores the name of the destination evokes images that infl uence destination
choice and the visitorés purchasing behaviour. Slogans enhance the commercial
side of place maketing and supportthe brand image. On the other hand, Pike
(2006) indicaes that destinations are multi-attributed and it is challenging to
strive for a focusedbrand as it needsto captivate the variety of stakeholders and
differentiate a place from the competitass. In order to achievesuchdifferentiation,
the destination neals a Unique Selling PointProposition (Benett and Salvani,

2003; Mundt, 2002; M@ean et al 2002, 2004, 2011

Mundt (20Q) is criticd of the term destination branding and chall enges its ability
to deliver suaessas destinations lack a core focus. This is echoed by Benett and
Savani (2008) 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 unlessthey are purpose built resorts, as is the casewith theme parks.
Mundt (20@) sums up this view by pointing out that a destination is very
different to amanufidured product or even a savice. Thereare many destinations
with similar attributes, but finding ead oned sinique selling point is a challenge
as they al target different market segmentsand many operate across different
seasons.This is a view also shaed by de Chernatony and Dal Olido (1997) and

de Chernatony et al (2004).

Mundt (20) continues his discussionby arguing that the term destination is
vague whereas succesdul branding needs total control of the product, which is
impossiblein a destination. A destination is a highly complex entity and a DMO
does not control the marketing mix and will, therefore, find it impossibleto have
power over the many multif aceted aspects of adivity necessary in place branding.
Whilst it is logical to want to benefit from branding at destination leve (as in
othersectors of the tourismindusty) he argues that, in many cases the ability to
brand has been overestimaied 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 manayers branding destinations are greaer than thosefacing

manaers of goodsand services. Pike(200b) identifi es sixreasonsfor this:
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. Destinations are more multidimensionalthan consumergoodsand other types of savices;

. Theinterests of thediversestaleholdes are different;

. The politics of dedsion makingcan be a barrier to good practice as DMOs are reliant on
government funding and allocaing responsibilitiescan be a problem;

. DMOs d o n lgate control over the loca tourism communty and therefore the
implementation of thebrand is likely to fail;

. Brand loyalty could be monitored through repeat visitation but DMOs do n léate access
to the information from accommodition registration desks. Howvever, they can measure it
through market reseach;

. Fundingcan aproblemfor DMOs in erms ofboth s@le and consisteny.

At the sametime Pike (2005),emphasiseshe complexity of theterm 6 eftinat i o n 6
as it can mean anything from a county to aresat. In fad, Mundt (2002, p. 342)
goes as far as to argue that &he term destinationis too broad and hastoo many

meanings to be of nmah use in soh a generalised form. 6

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

...anamg, logo, work mark or other graphic that both identifiesand
differentiatesthe destination; furthermore, it conveys the promise of a
memorable travel experience that is uniqudy associatedwith the
destination; it also seres to consolidate anckinforcetherecollection

of pleasurablememories of thedestinationexperi ence.
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Conseguently, a brand should perform a numberof roles, including influencing
destination choice, impading on the destination experience (as the brand comesto
0 led )&nd shaping post-experience remlledion of a destinat i o memgies.
Again, this reinforces the importance of image building, positioning and

delivering once the \isitor reaches thedestination.

2.3.3. Strakgies
It is important to notethatto positiona destination is to makeit moreattractive to
the target market and distinctive from other similar destinations. According to
Morgan et al (20R), there are three destination positioning strategies. a
destination can be a positioning leader, a follower or it can be implementing
repositioningas Calella is attempting to do. Podtioning is an important strategy
for destination branding and to ensurethe future of tourism in destinations (or
even to guarantee a level of competitiveress and ecnomic growth), marketers
must devote time and effort to deliver the right strategy and therefore fulfil

custorrer expedations (Bloom, 20095.

Whichever positioning strategy is adopted to maket a destination and its
products, it is crucial that the position providescharacter and persordity sinceit
is this which will create a uniquedestination (Sanaghi, 2006). As thereis a close
link between image and branding, developing eff edive modelsand theories which
are applicable to all destinations can prove challenging. It is aso the case that
many destination branding models,suchas thosedevisedby Morgan et al (20(2)
are appropriate to new and emeging destinations but are less easily applied to

destinations in cedine.
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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 destinationsi climate and infrastructure).
Most reseachers agree that images and perceptions are more powerful than
physical resouces (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 lesstangible 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 thosebecme negative symbols,the impad caused
can be damaging for a tourist destination. Clearly, these negative perceptions of
the destination can prevent touristsfrom visiting that destination (Sedigghi et al,

2001).

De Chernatony and McWilliam (1990) comment that the key two dimensions
which crede the strength of a brand are representationalty and functionality. The
first dimensionis founded on the ideathat consumers usebrandsto help themto
express somethingabout themslves, the second dimensionis based on the idea
that consuners asociate certain attributes with different brands. Destination
branding is then focused on creating effective images for a destination; images
that are credible and &edd and that ultimately improve the positioning of the
destination, encouraging expenditure and improving the destination overal (Pak

et al, 2009.
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Of course, as disussedabove, destinationscan refer to anything from a country to
aresortor acity. If we apply De Chernatony and McWilli am&s (1990) brand box
model to tourist destinations, it seems that cities depend more on speeific

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

whereas countlies are more stabk. This is endarsed by A n h 0 (2Q08) imdex of
county brands, which demonstates that counties @mages 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 physicd attributes

(Cadwell and Freire, 2004).

Therefore, the image of a county and the image of a city are determined by
different factors. However, where the two are linked (for example, Barcdonaas a
city is a suWb-brand of Spain) consaisus and consistemy are necessary to
harmonise the relationship between a county as an umbmla brand and its
different regions and cities (Huertas Roig, Morgan and Pritcherd, 2010. A
county can focus on the emotionalattributes, whereas the cities and othersmaller
areas can benefit from the added functional attributes, which enable them to

competeamong different destinations within thesame country.

The complexity of branding means that maregers and reseachers often focus on
individual elements of branding such as: names, symbols and logos; brand
images/identities and brandassocétions (Hankinson,2005. For example, Dosen
et al (1998) discussthe new and old slogansfor branding Croetia, as its tourism

had several changes in the previous decade. They invesigate the importance of
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consicering the perceptions and views of touristswhen branding as it can help to
maintain a compettive edge and they remind us that branding a destination is

important as itrelates to bending aservice, which is intargible:

Also it indicates that the competitiveness of a brand can be
determined inthe context of likeability, levd of consumptionpostsale
satisfactionand demographicfeatures and the purposeof brandingin
international tourism is to identify services as belonging to a
particular service provider 6csuntry and to enable differentiation of

its sewices from thoseof its canpetitors (Dosenet. al.1998 p. 112).

It seems that there is a conseisus in the literature that branding aims to
differentiate and to create a competitive advantage but it seans as if there is no
clear indication of how to achieve this when the tourist destination is in dedine.
For this reason, many destinations in dedine do not spendthe resources in
branding or re-branding as it can be cosly and may not be effective, athough
authorssuchas Ritchie and Crouch (199) believe thatthe expenseof brandinga

destination and improvinghe image are worth theinvestment.

As we have seen above, a clear positionis essential; Lee et al (200, p. 817)
advisethat: & | o disdirsction between branding and positioningis adagopted so
that branding is viewed as a strategic goal of destination marketing and
positioningas a precedent steptoward the compktion of destinationbranding. b
is good pradice, prior to agreeing on any positioning strategy, that the DMO

ensues that all relevant staleholdas read consewsus on the value-based
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philosoghy and the vision of the destination (Ritchie and Crouch, 2006). Once the
positioningstrategy has been developed, the destination has to establisha strong
brand to build upon. As we will seg this is a complex issuein Caella as the
different stekeholdes have diverse views on what should and should not take

place in thecity.

Figure 2.1 refers to the elements of destination maketing and suggests that
branding shouldbe undertaken after image measurementand before findising the
positioningstrategy. This figure illustrateshow the destination marketing process
flows from the broader strategic level to amoreoperational level and the different
stepsfor destination maketing, with the first being the identification of target
markets and measuring the destination awareness before any development of the
destination brand. This means thatidentifying the custorer base and recognising
the current imagery of the destination are two key areas in any destination

brandingadivity.
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Fig 2.1: The Key Elements of Destination Marketing

Measuring destination
awarenessand image

| dentification of
strategic target
markets

| dentify
compettive
prices

Developinga
destnation

brand
Destination
Define and develop marketing —
experiencesfor Establishing
visitors destnation positioning
y in key markets
Deteminewaysof )
delivering
dedination Detemineand Develop logos, and
\_experiences implement advertising promotionsto suppart
and promotion brand and positioning

Souce: Ritchieand Craich 20, p.189.

2.3.4. Brand Rersonality
Goosens (2000) studies how tourists are pushed by their emotional needs and
pulled by the emotional benefits. Therefore, emotionaland experiential needs are
relevant in pleasure seeking and choice behaviour, which in turn influences
destination choice. Besides, destination image, criticd for the suaessof an aread s
tourist development (Hosany et a.2006), is likely to influence buyer's in thefinal
choice, as people choosethe fina destination based on their perception of pull

factors (Hong et a. 200b). In addition, therole of image of atourismdestination
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is closdy linked with the marketing and branding of the destination when viewed
through theframework of thetravell ers kuying behaviour (Ferraira et al. 2000)

Destination branding credes a desirable image to tourists and different to the
competitas so thatit can be positiored to attract the desired target (Park et al.

2004).

Hosany and Ekinci (2006), statethat destination image and destination personalty
are related concepts and positively influence tourists behavioura intentions.
Following from Aaker's (1997) Brand Persondity Scale, Hosany and Ekinci
(2006) indicae that two of the destination image scales (affective and
acacessibility) are significantly related to sinceriy, excitement, and conviviality.
Se&king conseasusfor areliable scae, in their study, Hosany and Ekinci (2006)
contend that tourists use persordity attributes in their evaluation of tourism
destinations and according to their resultsdestination persordlity was found to be
a three dimensioral constrict consisting of (sincerity), (excitemen), and
(convividity). This aitcome is related to the linkage between the cognitive

destination image with the persordlity of thedestination.

In an increasingly competitive tourism market place, destination maketers face
the challenge of attracting tourists through destination branding and destination
persordity building pradices (Ekinci et a. 2006), in particular as places become
substitutale, destination persordlity, defined as the set of humancharacteristics

assocatedwith adestination can offer acompetitiveedge (Ekinci etal. 2006).

33|Page



ChapterTwo

Therefore, it is important for a brand to build on widespread positive sentiment
among tourists as this brand equity and persondity will consolidatea custoner

basewith loyal visitors and will also attect newmarkets.

2.3.5. Emotions& Effediveness
Branding is gaining importance in destinations and is beaming 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
commentatas emphaste the importance of branding an experience (Ritchie and
Crouch, 2005;Chies, 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 different
types of tourist destination; a county, a region or a city as there is a genera
agreament amongacademics and praditioners that places can be branded in much
the same way as consumer goods, athough the complexity of defining a
destination and more so a tourist destination provesthat somebranding principles
are difficult to apply. Cadwell and Freire (2004) conclude by saying that, as
countries are so functionally diverse, they should focus on the emotional or
representational dimensons of their brand, which takes us bad to the pyramid

developed by Morgan et al (202).

Countres can be seen as produwcts when they relate to tourism (tourism
destinations). For example, @¢he brand essance formed the brief for the creation of

the new global brand identity for Britain; having defined the strateg, the taskto
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date has been to bring the brand to life through visual and verbal consuner
touchpoints in avivid and compling way6 (Hal, 2004, p. 173). The initia
conceptswere tased onthe hypothesighatthereare twokey twofold vedors: &¢he
degree of emphasisplaced by a location on people versus place; and the
weighting on a 0 p er wpositioning versus one basedaround romarced (Hall,
2004,p. 175)and at the heat of the hypothesiswas the principle of aacessibility.
Branding a county is different to brandinga smadler touristarea not only becaise
of the already establisted differences, but also becaise of the complexity of the

staleholdes andthe available budggts.

Whatever the different branding concepts in terms of territory, destinations do
have a senseof fashionand their brandssay sonething aboutthe people who visit
them. The World Tourism Organisation(WTO) recmgnisedthere is a tendency to
see tourismdestinations as a ‘fashionacces s o, m yhésensethatthey are a way
to define peopleds identities(Caldwell and Freire 2004, p. 52). This point has been
edhoed by Morgan et a (202, 2004)who also see destination choice as lif estyle
indicators. This is expresseddifferently by Buhalis (2000), Ritchie and Crouch
(1999, 2001 and 2005) and Huybers (2007) who suggest that people chooseto
travel to certain destinationsacaording to thar desirefor particular charaderistics,

suchas climate, senery, amenities andcultural attributes.

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

and indicae thet:
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...emotional associatims act as heuristics in the dedsion-making
process.In choice processestheylead to a reduction of a numker of
alternatives and to an ultimate choice on the basisof gut feding. A

brandemotionis adominant chaie criterion.

Emotionsplay an important role and the more recent the emotion the stronger it
is. For this reasonone might want to return to a holiday destination just after the
completion of that holiday but the choice might becme less attractive after a

certain period of time.

2.3.6. CoreValues& Coterence
Many destinations lack a uniqueselling proposition(Morgan et al 2002. There is
often no uniqueressor distinctiveressin a destination and this is very true of the
area of Calella, which is a stagnant sunand sea destination. The identificaion of
core values would be beneficial from a positioning point of view, a point also
reinforced by Benett and Salvani (2003) and Mundt (20Q2), who agree with Lee et
al (200) in their assssmentthat ¢he USP approach is clearly applicable to
tourism branding theory, and may be especially helpful given the difficulty in
brandinghighly symbolicattributesd(p. 819). The challenge is to build a USPin a

stagnant destination as theattributes hare been overused.

As indicated abowe, digital platforms are now a crucial part of branding. A study
on the effeds of the internet in destination marketing showsthat websites have
becwme essentialas part of destination branding and as a destination channel and

indicate that an increasing numberof people use the internet (Lee et a., 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 Hective and effedive in market peretration.

Lee et al (2006) point out that an effedive brand has to be coherent and Keller
(20M3) concludes that a sucessful branding strategy blends al the branding
elements in a unique way to give the custoner the Gightd image. These authors
emphasiseéheimportant role that an image plays, but again point to the confusion
between destination image and branding. Lee et al (2006) conclude their
discussionby providing different approadhes to destination branding, one of
which is co-branding. This is a distinct possbility in the case study area for this
research project as athough 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

dlocation.

To summaise, successul destination brands reside in the custonerds heart and
mind, have clearly differentiated themslves, deliver on a valued promise, and
simplify custoner choices. However, brands need to evolve over time, which
again, is difficult to achieve when government bodies need to be market
responsiveand to be agile and flexible organisatonsi qualiti es rarely associated

with bureaucratic, politicd bodies (Margan et al., 2002).
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The Extensioninto Place Branding

2.4.1 Definitions

Destinationsare complex in natue but intodayd kighly competitive environment,
alack of focus or differentiation can create 6 @alpaper &dvertising and branding,
which is extremdy substitutableand leadsto a destination being the éany county6
described by Morgan, Pritcherd and Pride (2011b). Clearly, many tourist
destinations often boast the same resources and many lack differentiation. For this
reason, the idea of placebranding or placereputation is gaining importarce over

destination branding.

The term place in this sense embraces many other areas than just the tourism
systemitself T as Frost (2004) suggests if a country becomesknown as @n
exporter of quality branded goods,the countryGs product brands and its place
brand  will work togetter to raise expedations oveaseasd

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

concepts between, place, destination, branding, marketing and image. Indeed, o
general theoretical framework existsto underpin the development of placebrands

apart fromclassical, prodet-basedobranding tfeo r {Hankinson 2004, p.110

Place branding is more complex thancorporate branding. Moreover a destination
can have a particular reputationand therefore dhe job of the marketer is to select
a portfolio from theseeements to form the basis of the destination product 0
(Hankinson200@6, 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
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experience. Places can be multi-functional and consuned simultaneoudy by

different consuner segments.

Papadopoulos(2004, pp 36-37) indicaes that there are two different fields that
have transformed ways of thinking about destinations and places. One is the

notion of@lace branding§ which aims to:

Enhance the gaced exports;
Prokct its domrestic busiressedrom doreign éompetition;
Attract or retain factors of development;

Position theplace for advantage domesttdly and internationally in economk, politicd and

social terms.

The second asped is @roduct-county imaged which affects how a product is

seen by its target market and aff eds thebuyerGs dtitude towards thet product.

This means that dmage-based place marketing, coupled with the potential
reaction of buyers to it, represents an important force that is likdy to intensify
cometition among exsting strong comptitorsd (Pamdopoulos 2004, p.37).
However, thesesame concepts indicae that smaller or lessdeveloped countries
will be at a disadvantage. Moreover, just like destination marketing, place
marketing is fragmened due to the nature of the diverse stakeholders and

therefore thereis no unityin theimage created or pontayed.
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2.4.2. ThePower of PlacdBrands

1)
2)

3)

Institutionsin the public sedor are beginning to redise that places have an image
and that marketing it systemetically, into a consistentand holistic 6 farr d
includetourism,inward investrrent, education, urban design, architecture etc. can
be fruitful and effective (Klingmann, 2007; Vitiello and Willcocks, 2011).
Moreover, the place image can be seen as equity and becomesan important part
of the competitiveidentity in a placemarketing strategy (see Anholt, 2006,2007).
Places shouldbe able to identify core compeences and therefore they have the
ability to use systematic image-based place marketing (Pgpadopoulos,2004).
Besides, it seams that there are three interrelated charaderistics that challenge

marketing strategies in te public sector, namdy:

Thelack of unity of purposeamong constitlencies,
Governmen t éck of decision-makingauthority;

Thedifficulty in establishingneasurable performance outcames.

Thesethree areas neal to be addressed for an effective implementation of place
branding programmes. At the sametime, they need to be considaed in relation to
all the previous factors discussd abowe, suchas consaisusamong stekeholdes,
unity, clarity and consistemy in the vision, the positioning strategy, the branding

messge, etc.

For smaller developed countries or developing countries the issueis often not
whetherto brand, but how to brand in order to be competitiveinternationally, as a

result of their own spedfic challenges and difficulties (Anholt, 2006). The
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concept of place branding is aso an interesting strategy for world cities or
wealthy regions and nations. Much of this discussionof place branding and the
county-of-origin effect are however, beyond the scope of my study, which
focuseson the effectiveness of destination branding and speifi cally on the role

and inclusion ofstaleholders.

To sumnarise this sedion, 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: G¢he international tourist industry is becomingan increasingly
competitive marketplace where only the best-managed destinationsare likdy to
pr o s (p.20d.Moreover, swccessful branding can only take placewhere there
is effedive and inclusve stalkeholder management. From a practical starce,
stalkeholdes neal to beincluded in destination brandingand the following sedion
(2.5) discusss the crucial area of stakeholder involvement in destination

branding.

2.5. The Role of Stakehdders in Succesgul Branding

There is an extensive and growing literature on the role of stakeholdes in
destination development and maregemert. Severa scholars have identified the
need to involve the different partiesin sucessful destination branding (e.g. Hunt,
1991; Jamal and Getz, 1995; Long, 1991; Donaldson and Prestan, 1995; Sautter
and Leisen, 1999;Fyal and Garrod, 2005; Fyall, 2011). Sautter and Leisen(1999)
devised a stakeholder map and indicaed these different groups have to be
involved in the planning process. They establisted the difficulties in getting all

41|P age



ChapterTwo

the staleholdes involved and argue that thesecomplexities makeplanningharder
for destinations (figure 2.2). In a similar way, Ritchie and Crouch (2001 and
2005, Jamal, Steinand Harper (2002, Piggott, Morgan and Pritchard(2003) and
Dinnie (2011), amongst othas all agree that the key stekeholdes have to be

included to enste theeffedive implenentation ofstrategies.
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Figure 2.2: Tourism StieeholderMap
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Soure: Sautter and Leisen 199, p. 315.

2.5.1. Staleholders& Planning
Staleholdeas are an intrinsic part of tourismpolicy and planning and afoca point
of interest in destination branding. Different stakeholdes hold different views,
interests and power and understanding thesedynamics is essentialto effedive

destination branding. Buhalis (2000, p. 100@rgues that:
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DMOs shouldfocuson 4 strateges: enharce the long-term prosperity
of local people, delight visitors by maximising their satisfaction,
maximise profitability of local enterprises and maximise multiplier
effed, optimisetourism impacts by ensuring a sustainablebalance
between economic benefits and socb-cultural and environmental

costs

These sentimentsare echoed by Hal (2000) and are illustrated in the whedl of
tourism stalkeholdes as seen in figure 2.3. Scholars therefore agree that DMOS
have to harmonise reationships between these different groups. However,
keeping all the stekeholders informed and gearing themtowards oneshaked vision
is difficult in stagnant tourist areas, wherethereare also problemsof seasonalty

and failing or marginal businesss.
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Figure 2.3 The Dynamic Whed of Stekeholdes
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2.5.2. Staleholders& Power
In many ways, power is everywhere in tourism at every level and this power is
usedto manipulateimagery 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 elementsin the dedsion- makingprocessof visitors
or potential visitors. People rely on information and imagery to choose a
destination and if thosewith most power can manipulatethe images, they are
responsiblefor the branding of the destination. This leads to the possibilty of
catan st&keholders having such power that even though they are not directly

involved in the maketing 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

Pritcherd, 1998).

In terms of power and the effed that stakeholder power has over destination
branding, Aiken and Mott (1970) devisedthree methodsof assessmenpositioral,
reputationaland dedsion making power. Positianal power refers to the authority
the individual has in society and the statusof the individual and it is linked
directly with their power and authority to make dedsions. 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 one’s ideas. It relates to power
over other stekeholdes. Finally, dedsion making power is about the ability to
take dedsions and how suaessful theseare. This is an interesting attempt to
classfy levels of stakeholder power, although in pradice it is probably more
acarate to see a combination of all three types (Marzano and Scott, 2005, 2006,

2007).

Palmer and Begou (199%) discusshow the fragmentation of stakeholders makes
destination marketing very complex as of courseto be suaessfu, destination
branding mustbe a collective endeasour (Ritchie and Crouch, 2003). In the same
fashion, Morgan, Pritcherd and Piggott (2003) reinforce the need for a
collaborative process among stakeholdas. It is clear then that in theow,
stakeholde's have to work together, believe in the same branding strategy, follow
through and above all, should be consulted.However, the practice makes this
collaborative processdifficult to embrace becauseas Buhalis (2000) indicaes, the

independent sikeholders look primarily to maximise their own benefits.
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This leads us to Mundté $20Q2) criticism about destination branding and his
argument that théadk of ownership and responsbili ty makes destination tanding
impossible.Mundt (20@, p.341)explainsthat suaessful branding needs overall
control of the maketing mix in the destination and since destinations are very
complex and varied, avithout being able to decide on products and services,
prices and distributionthere cannotbe a sucessfulbrandingdBuhalis (2000), as
already mentioned, agrees that nanaging destinations is dificult due to thevariety
of stakeholdes, who have conflicting interests. Most are operating in a micro-
eoonamy and are small to mediumsized enterprises (SMES) with independent
needs and requirementsand very different budget and planninghorizonsto public

sedor organisations.

2.5.3. Staleholders& Relationships
Arguably, therefore a key challenge to branding, even if the staleholders are
consultedwill bethetendency for many of them,espesially if they are SMEs, to
ultimately prioritise their persord benefits over the suaess of the destination
brand (Dinnie, 2011; Fyall, 2011). There are thosewho consider that unity is
possible, however. Thus, Fiona Gilmore (202) suggests that repositioning a
county can be donesuccessfuly and thata key part of this processis to cgpture
the peopled spirit. Moreover, sheargues that the positioningstrategy has to cover
four factors: macrotrends, target groups, competitors and core compeencies.
Focusing on the example of Spain, whosegrossdomesticproduct (GDP) grew by
23.3%from 1991to 2000 sheanalyses how the Spanish government harnesseda

wide range of Spanish artistic talentsin creating a suacessful campagn. Although
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as a nation Spain is fragmened territorialy it embraced the county branding
platform as an umtrella for its many diverse regions (e Roig, Pritchard &

Morgan, 2010Q.

Whilst different countries have different structuresin mostcases, the public sedor
and in particular, the local and regional governments will be more aware of the
speific necessities of he destination (Ritchie and Crouch, 20@B, 2005). Naturaly
of course, the loca communty play an important role in the tourism planning
process of a destination. Jamal and Gezt (20() indicate that al the adors who
might be affected by tourism policies shouldbe involved in the dedsion making
processat an early stage. Thisis important to get the necessary consaisusand the

only way to cgpture wtat Gilmore (2002)calls the peopleds spirit.

At the same time, Gilmore (202) stats that Gyoungd nations have the advantage
to brand them&lves as they have notyet aauired a negative image through
perceptions or assocétions. Moreover, if theseare small countriestheir tourism
organisationscan be run as corporate organisaions where corporate branding
techniquescould apply. In any event, all nationsneed to tackle theirimage or they
will be positiored by default by the competitas to their possibledisadvantage.

Gilmore (2002)aso warns @out bad imags andstereotypes andstaes thet:

Gcommunicationeq u i tare ¢he pbsitive elements of brand identity

and could be: a logo, a strapline, a colour or soundet ¢ é athesk

positive equities are opportunitiesto counter comgetitive threats; ...
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great brands- whether they are counties, corporate or product

brands,are not easily destrged bydisaster(p. 284).

Frost(2004) believes that although new products stat as a plain canvas, countries
face greaer difficulties in changing their brands becaise people aready have
assocations with and perceptions of plages. This again the lack of unity in the
destination branding literature, as well as the lack of unity between practitioners

and academia on this tog.

Inded, it could be argued thatthereare two broadly different approades in place
maketing: urban planning and tourism and vacdion maketing (Hankinson,
2004). In both,the placemarketer has little control over the consuner experience,
not to mention the chalenges posedby the variety of staleholders to the
Great | @md Presentation of a consistentbrand proposition. At the same time,
most of the literature focuseson brand image or perceptual perspectives and
establisheghat therole of the brand is &o build a neaningful relationship with the
consunar in order to seaure higher profitsd (Hankinson,2004,p. 114). Figure2.4
refers to a place brand represented by a core brand and four caegories of brand
relationshipwhich extendthe brand reality or brand experience in a dynamic and

evolving way.
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Figure 2.4: Place Brand Mapping

Soure: Hankinson, 2004. 114.
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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 souice of employment
and can improve the quality of life for loca residents;the maregement of a
tourism destination, however, is a hugely complex isswe. This chapter has
provided a critica review of the four main areas of literature relevant to this
study, namdy: destination image (sedion 2.2); destination branding (section 2.3);
place branding (section 2.4); stakeholder theory (section 2.5). The chapter also
discussd issues of definition (especially of destination branding in section 2.3.1.)
and outlined that there is often a divergence between academe and industy
pradice in this area. The next chapter (chapter three) now discusss the study

approech, its epistemalgical undepinnings andthe study methodobgy.

CHAPTER THREE: STUDY APPROACH & METHODOLOGY

3.1. Chapter
Intr oduction

This chapter providesan overview and explaretion of my understanding of the
socel world (ontological starce) and a discwssion of how | understand the
creation of knowledge (episemological starce). In line with my approad, | will
usethefirst personin this chapterto discussmy stance on theseimportant isstes
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(for thess adopting a similar approah see for example, Dunkley 2007; Lester,
2011). Thus,the chapter opens with a brief contextualising discussionof socel
science reseach (section 3.2), sumnarizes the epistemological and theoreticd
perspectives underpinning my research (section 3.3) and movesto a justification
of my choice of research design and methodol@y, spedfically the case study

appraech (3.4).

The gcondpart of the chapterfocuseson the practicd processesof my fie dwork,
as well as providing details of the different methodsusedto gather the data in
order to adhieve the resach am and objectives through three main stages
(section 3.5). The first stage consistedof structured online interviews with an
expert panel (objective one). The seand stage useddocumentanal ysisto examine
a range of sour@s from regional and loca archives, including government
documentsand promotionalmaierials 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 stakeholdes in the case study resort of Calella
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(objectives three and four). The chapter concludes with an explaretion of how the
data was transcribed and analysed and disaussesisswes of ethics, validity,

reli ability and generalisability.

3.2. Introduction to Social Science
Research

A reading of the congderable literature on social science epistemology and
ontology quicky reveals a lack of conseasus over definitions, terms, and
frameworks (Crotty, 1998). This lack of agreement on terminology presents a
challenge for reseachers and | have cometo agree with Holliday (20(2) that! can
only expresshow | see and experience the world. This does not mean that | agree
with al the elements of a particular epistemology in its entirety but that | align
myself with one which most closdy reflects my worldview and my postioning.

As | will discuss in thichapter, this is inerpretivism.

Whilst there is a lack of agreement over terminology, mostwriters do agree thata
researcherCs theordicad perspective (worldview), which represents particular ways
of understanding different questions, notally those of dwhat i s(d@ntology) and
dvhat it meansto k n o (gdstemology) shapes the research questionshe or she
will ask and the way in which he or she will conduct research in terms of choice
of methodolgy and method (Crotty, 1998. Ontolagy is the study of being, which
focuseson avhat i sadd 6 t hakeire of existenced whereas epistemology is the
theoryof knowledge. Scheurich (1997p. 29) defines epistemology as 6 t $tuelyof

how we know or of what the rules of knowingare. Again, however, there is no
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consensus on these maters. Some scholars believe that epistemology should
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precale ontology (Crotty, 1998) whereas others believe one needs to understand
the nature of existence before engaging with the nature of knowledge (Gubaand

Lincoln, 1989.

Whatever the order one favours, there is a close relationship between the
researcherGs theoeticd perspective and his or her choice of methodolgy and
methods.Indeed, it is what Crotty (199) describes as 6 givotal issuied He

contends that:

€j ust i bfioar ahbiceand particular use of methodologyand
methodsis sonething that reaches into assumptionsiboutrea | i tity € .
also reaches into the understandingyou and | have of what human
knowledgeis, whatit entails, and what statuscan be ascribed to it (p.

2).

The issueof paradigms is crucial in this debate and Denzin and Lincoln (1998,
2002) suggest that paradigms encompass ontologica, epistemologicd, and
methodolgical premises. Paradigms are therfore central to any reseach
undertaken, athough they may not necessarily be acknowledged as sud. Guba
and Lincoln (1994 p. 107) indicate that a paradigm might be seen as @ set of

basicbeliefs (or metaphysics)that deals with ultimates or first prigiples.6

In order to proceed with assemblinga robust piece of research in which the
ontolagy, epistemology and methodolgy have an interna logic, one needs to

reflect on the central issueof whetherthere is a redlity shared by al or whether
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reality is created in ead persorts mind. This tackles the fundamentl nation that
opposing paradigms revolve around notions of subpdivism and objectivism.
Theseare vital to the development of alternative ontolagical and epistemological
viewpoints. Gea i entolagy contends that redity exists outsideof a persorts
mind (Cohen and Manion, 1994). By agreeing that existence and knowledge can
be external, redlists also agree that redity existed prior to the world. In contrast,
idealism assets thateverything we experience is of amentl nature, meaning that
knowledge can only be in oned mind and thatit is not possibleto know anything
externa as such.It is a concept closdy linked with the interpretive paradigm and

to qualittive research.

Table 3.1 illustrates how the divergence between the two ontologies of
objectivism and subgdivism influence the reseach process. However, it is
noteworthy thatmethodscan be mixed and thatthere isa growing tencency to use
a variety of methodsregardless of the reseacheré philosophcd stane; thus a
positivist can usequalitative methodsand an interpretivist can defend the useof

guantitative ores (Heintum and Magan, 2012).
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Table 3.1: Thelnfluence of Paradigms onthe Research Pro@ss

Objedive Paradigm Subjective Paradigm
Ontolagy Redist Idedist (or relativist)
Episemology Positivist Interpretivist
Data collection Observes Interprets
Positionalty Detached Involved
Methods Quantitative Qudlitative

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

her inquiry paradigm by answering three interrelated questiors. Theseare:

- Theontological question. What is the form and nature of redity and what

can beknownabout eality?

- The epistemological question. What is the nature of the relationship

between theresearcher and whet can be known?

- The methodolgical question. How can theresearcher find out what shehe

beli eves can be known?

Phillimore and Goodson(2004) further provide a conceptualisation model with

four main paradigms (positivist, pog-postivist, critica and interpretive) and state

that:
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é researchers influenced by the interpretivist enquiry paradigmsturn
the conventional positiistic 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 thosewho operate

within it (p. 35.

Here, like Crotty (1998), they link ontology and epistemology, as they suggest
that onediscoversredity as it is learntand experienced. At the same time, their
comment above indicaes the importance of understanding the relationship
between the reseacher and the reseach participants and how important it is to
consicer thatonecannotreally know what is in anothed bead and thatat bestone
can only arrive at an interpretive understanding. At the sametime, Crotty (1998p.
67) refers to interpretivism (my theoetical perspective) as Gulturally derived and
historically situated interpretations of the social life-worldg therefore, the
interpretive oaradigm ésuppats the notion that the real world is in oned $eal.
For this reason, it can never be the same for everybody and will only exist in a

subgpdive manrer.

Crotty (1998 pp. 4-5) illustrates the elements of the research process which
includes the researcher epistemological, ontological, theoeticd and
methodolgy premises, which could be termedtheir paradigm or framework (see
Table 3.1). Each paradigm malkes certain demards on the researcher, the reseach

guestion they poseand the way he or sheinterprets thefieldwork data.
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Crotty (1998, p. 3) defines epistemology as Ghe theory of knowledge embedded in
thetheoretical perspectiveé 6 Knowing aboutwhatwe know and how we know it
in tourism is an epistemologica question, epistemology being the branch of
philosophy which studies knowledge and which is concerned with the origins and
nature of knowing (seeBotterill, 2007). Episemology takes its origin from the
Greek Gpistemed which means knowledge and 6 lgoos rdeaning explaretion
(Mill er and Brewer, 2003). In his discussionof the diagram below (figure 3.1.),
Crotty (1998) argues that interpretivism should be consicered as a theoreticd

perspective and that it sits inparal e with positivism and paspositivism.

Figure 3.1: TheElementsof theResearch Proess

Episeemology

—

Theoretical perspective

—

Methods

=T

Methodolagy

—

Souce: Croty, 1998, p4
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3.3. Study
Approach

This next sedion of the chapter explains how these isstes of ontology,
epistemology and methodology have shaped this thesis.Figure 3.2 illustrates my
starce starting from a subjective approach that leals to a justification of al the
different dayersd and adapts the previous modelfrom Crotty taking into acount
thoseaspets considered usdul and relevant to my justification of the methods.
All of them have either been discused a priori or developedin later sections of

this chepter.

Interpretive research attemptsto study a phenomenon in its natura settings and
interpret and explain the phenomenonthrough the meanings that people assign to
them (Myers, 1997). It seeks to uncover how the subed of study understands
their life and movesaway from acquiring knowledge through external obsevation
and experiments, towards insights obtaired by means of conwersations with
humanbeings (Babbie, 1998). Interpretive approaches tendto be assocated with
gualitative reseach because researchers find that conversations and interviews
(for example) reveal more aboutpeopled subgdive meanings thanquestionraires

which result in sttisticd data(Lazar, 2001).
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Figure 3.2: TheStudy Appraach

Ontolagy
— s } Subjective
Episemology
==
: . | Interpretivism
Theoretical perspective >
==
Inductive-deductive- inductive
Methodolay » (circular) grounded theory
==
Methods > Quditative
=
Casestuwdy [ Theresearcher

Expert

A

Interviews

panel Documents

Souce Adaptedfrom Qrotty (1998 p4)
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When referring to qualitative research, Denzin and Lincoln (1994, 2002)state that
al qualitative reseachers are interpretivists and add the further comment that
qualitative research is part of a set of interpretive pradices and has no theay or
paradigm of its own, nor a set of methods.Maybe this is becaise qualitative
research has not been taken as rigoroudy as quantitative and therefore no real or
speific set of ideas have been attributed to it, or maybe because qualitative
researchers are open to whichever methodfits best. However, it could be argued
that interpretative approaches have methodsdirectly linked to them such as
semiotics and narrative and can also generate theory as in this case where a

grourded theay, ethnogaphic approac tekes place

3.3.1. Grounced Theory

Grounckd theory is an iterative process by which the analyst becomesmore and
moredroundeddin the data and developsincreasingly richer conceptsand models
of how the phenomenonbeing studied really works (Denzin and Lincoln 2003, p.
279). Jennings and Junek (2007) proposethe greder application of grounced
theoryin tourismreseach and defend its versatile application in an interpretative

framework:

Grouncded theoryis oneinnovation(since usersreinterpret it) and a

critical turn from dominantquantifyingresearch methodologiesused

to understand thBuman in tourism pmonena (p.202).
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Grounced theay helps generate explaretions of phenomenain a socel context,
which is predsely the aim of this thesisas it explores power relations and

staleholderinfluence on the lranding in the destination of Calella.

3.3.2. Tourism Approahes

Despite the emergence of @ritica6 approaches in the tourism acalemy, the
epistemological, ontological and methodobgicd underpinnings of critical
research remain under-theaised and under-explored (Chambes, 2007;
Hollinshead, 2012). Tourism reseach has been consideed for many years a field
of enquiry that lacks @ strongtheoretical and conceptual based(Finn, 2000 p. 17)
and whosemany modelshave been taken from otherdisciplines.For example, the
tourist area life cycle (TALC) (of interest to this study) is an adaptation of the
ealier product life cycle model. Thus, Tribed $2010) recent analysis of tourism
knowledge suggeststhat the fied d ldck of theoreticd development confirms its

uncertan statusandd i ndneSci pl i

This under-theaization in tourism might be becausedmaking theortical senseof
fun, pleasureand entertainnmen thdés proved a difficult taskfor social scientistson
many occasions(Urry, 2002 p 7). Certainly, it is apparent that busiressratioreles
have long domirated tourist enquiry and therefore most researchers favour
positivist, quantitative measures of activity (see Xiao and Smith2006,2007). This
is not to say that al tourism reseach has been condwted from a positivist
perspective there hasaways been a stream of work in tourismenquiry, which has
engaged with interpretivism and critica theory (Botterill 2003; Nash 2007).

However, in the lastdecade, thosetourism voices seeking to chall enge established
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epistemologies, ontologies and methodolgies do seem to have becomelouder. As
tourism is a field that is mosty concerned to understand peopled behaviours

perhaps amore interpretive approach might be preferable.

3.3.3. Interpretive Tourism Aoproaches

The explosionin tourism research has led to recognition of the need to develop
research enquiry in different and new ways (Morgan and Pritcherd, 2007).
Although the tourism acalemy still needs to decentralise and remnceptualise
tourism enquiry to take account of a much broader spedrum of knowledge
traditions and value systems, there is an increasing shift towards morecriticd and
interpretive ways of knowing tourism (Pritchard, Morgan & Ateljevic, 2011;
2012). Phillimore and Goodson(2004) link tourism and Denzin and Lincolnd s
(199) dive momentsd and illustrate how in tourism one can move from one
moment to anothe. In the fourth moment or Crisis of Representationthere is a
higher level of reflexivity in thework and a moreindividualigic and persordl link
appeas between the resacher and the research setting and data, therefore
alowing the ethnogmphic research to becomemorecritical and for fieldwork and
writing to beaomeblurred. Thefifth moment is the result of new groupsemerging
and new narratives being written; both theselatter moments have influenced my

appraech.

As an interpretivist researcher, oneis not only part of the reseach but ultimately
onecan only provide an interpretation of what otherpeople say. As Hertz (1997)
indicatesthis is reflexive research in the way that it allows usto understandthe

different fadors affeding those participating in our study and therefore making
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us, the researcher, more conscious.Hertz (1997) aso argues that the reseacher
has to be aware of his or her positionirg. For example, in my case, | was involved
in the reseach from the first moment | dedded to study my childhood holiday
destination of Calella and | recognize that (whilst my choice of interviewees is
determined by their membeaship of certain resart organisations)l have inevitady
shapd the data by chocsing who to interview, how to interview themand what to
ask them. All these are aspeds that must be recognised as part of the

methodolgjica process.

This refl ects how all research projects are journeys where certain aspects interlink
and overlap as the researcher enters the field and obseves how complexities and
power relations are played out. Authors suchas Hollinshead (2004) and Swain
(2004) have argued of the need to understand power relationsin reseach projects,
aswell asin the relationshps between the loca communty, stakeholdas and the
visitors in a destination. These power relations are relevant to this thesisand as

will be discussd below, emerge as entral in research.

Tourism research is arguably more open to new ways of conceptualisingtourism
and employs more varied and innovative methodsthan ever. Yet, the two main
qualitative methodsused in tourism reseach remain in-depth interviews and
group discussionsor focus groups (Westwood, 2007). Both of these were
consicered for this study as they could have been usdul in exploring how the
various stakeholdas understand the key concepts of the brand and image, and the
current situation of Calella and its distorico-cultural backgroundé (Morgan and

Pritcherd 1998, p. 209). In my reseach a range of methodsor techniques are

65|P age



ChapterThree

deployed to investgate the phenomenonof stakeholder involvement in resort
development and (re)branding. The study attempts to undercover the meaning
people attach to socel phenomenaand so it will endeavour to explore what is
happening and why it is happening (Sawnders et al., 1997,2003. As aresult,the
research design focuseson an in-depth examination of the case study resortof

Calella.

3.4. Research
Design

This sedion of the chapter explains how the reseach methodobgy was shapd,
justifies the design choices and explains how it was operationalized. A
methodolgy is the strategy or design thatlinks the overal ¢ gickaged of methods.
In this thesis, luse an inductive approah appropriate to qudlitative research
which has an exploratory nature. | undertook the research and thentheorised from
the data as a consejuence of thefindings. For example, when the expert panel was
consulted,| obtained their opinions about theories and concepts that relate to
destination branding which informed my data collection, and thenin turn as part

of an inductiveapproad | fed my findings badk to the expert panel.

According to Crotty (1998) thereare two main questionsthat need answering at
the outset.What methodolgies will be employed and how can we justify them?
Methodsare the tedhniques usedto gather data. In this research study, | useda
case study approach and employed qualitative method, which encompassed: (i)

interviews with key stakeholdes in the resort of Calella; (i) documentanalysis;
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(iif) materia gathered from my Gexpert panel6of practitioners andacalemics with

an interest in destination branding; (iv) field observations.

3.4.1. A CaseStudyApproach

A casestudy approadch encourages the useof multiple methodsn order to capture
the complexity of the subpd of study (Denscomle, 2003. Case study
methodolgy is strongly assocated with qualitative reseach (Stake, 2005) and
can be defined as @ strategy for doing research which involves an empirical
investigationof a particular contemporary phenomenonwithin its real life context
using multiple sources of evidenced (Robson2002, p. 178). Case studies are in-
depth, in-context explorations of issLes, organisations, events, processesor, in this
case a geographical area (Creswell, 2003; Casseland Symon, 2004; Flyvberg,
2006. Yin (1989,1993, 2003,2012)identifies six souices of evidencecommony
used in case studes: documents, archival records, obsevations (dired and
participant), open-ended interviews, structured interviews and surweys, and focus
groups. This study adapted Y i n (@989, 1993) case study approah and the

sources ofevidenceusedcan beseen in Appendix One. They are:

1 semi-structured interviews with key ste&keholdesin the esort ofCalella;
1 documents fom thecasestudy resort (largely in Spanish);
1 structured interviews with my destination branding Gexpert panelg

1 myownfield observations.
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Case studies can be single or multiple and at the same time, these can be
exploratory, descriptive or explaretory (Yin, 1993). A single case study focuses
on onecase study, whereas multiple casestudies include two or more cases in the
same study. An exploratory case study tries to define questionsor determinethe
feasibility of research procedure, a descriptive case study gathers information to
describe a phenomenonwithin its context and an explaretory study explainshow
events happened (Yin, 1993; Stake, 2005). In this research, the case study is an
exploratory caseas itaims to eview the relevance and effectiveness ofdestination
branding strategies for destinations in dedine through a case study of Calella in

Costa deBarcelonai Maresme.

A single case study might includea number of embedad units, suchas events or
funding programmes to regenerate the resort. Whatever the unitsthe design would
be termed an embedled case study design (Yin, 2003. This research is an
embedad single case study as it explores how current theaies in destination
branding and reputation can be applicable to destinationsin dedine. At the same
time, it usesdifferent units of anaysis by focusng on the different programmes

and projects.
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3.5. Research
Methods

This sedion discusss each of the souces of evidence examined in the case study

(see Appendix onefor amoredetailed list).

3.5.1. Interviews

At the outset,the fieldwork with stakeholde's was intended to be conducted via
focus groups.However, once | began the Spanish fieldwork, | realised it would be
difficult to assemblegroups of stakeholdes as there were time consteints and
confidentiality issues. Thus, interviews proved more feasible and manageable. It
soonbecane apparent that people were moreat easein interviews and the power
dynamics between them did not come into play. Moreover, it was easier to
exploreissues in muchmoredepth and detail. During an interview, the researcher
has control over the flow, the structure and the dynamics of the conversation.
These aspects differentiate a reseach interview from any other forms of
colloquial conwersations. However, Fontana and Frey (2003) indicae interviews

are powerful tools to unérstand ourfellow human beings:

The interview method involves questioning or discussingissues with
people. It can be a very usefultechnique for colleding data which
would probably not be accessible using techniques such as

obsewations or questionnass...

Of course, the concepts and ideas explored in the interviews might hold different
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meanings not only for each participant, but also for the reseacher (Jordan and
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Gibson 2004, Corbetta 2003. In the interpretative paradigm this is seen as an
advantage of the methodso thatinsteal of looking for atemplde, the data is seen

as complex and rich. Details of theinterviewees are given intable3.2.

Table 3.2: Stdy Interviewees (Staleholders)

Interviewee Position
EvaEsplugas Deputy heal of the Consortiumfor the rew
branded areaof Costade BarcdonaMaresme
Jordi Ten Editor of Publintur
JosepMaria Juhe Mayor of Calella
Mr Cormrales Hotel Owner
Enric Hernandez Hotel Owner & President of theTourist

Assocétion of Calella

Loida Srrano Tourism oficer (appoirted by the Mayor; main
task is to laise with themayor on tourismaspects
and hes theresponsibilty to plan and support
strategies on goublic sedor level)

Montserrat Candini Conwergencia i Unio- opposition poltica party

Lisa Stuman Teanm link

Descombe (2003) suggests that interviews are an apprgoriate methodwhen the

object is to gather infamation based on emotions andvhen the data may be based
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on privileged information. In this thesis, the importance and power of the
staleholde's was an important aspect of the research and accesswas an issLe. |
wanted to conduwct semi-structured interviews with al the memlers of the G10, a
group that represents stalkeholdas in Caella (athough it is domirated by
busiresses and public sedor representatives). Whilst | could not seaure
interviews with al 10 membes, significantly the eight memlers | did interview
included Jordi Ten, an influential personin the destination as editor of Publintur
and author of the most imporént book about the development of tourism in
Cdella. With his suport and using snowballing, |1 undertook interviews with
eight key stakeholders from Calella during 2008. Snowbell sampling is a non
probability sampling techniquewhere participants recruit future participantsfrom
amongtheir acquaintances. This sampling techniqueis often used in populations
which are difficult for researchers to accessand the sample group appears to grow
like a rolling snowlall (Salganik and Hedkathorn, 2004). For similar reasons, |
rgjectedtheideato pilot interviews as the same nature of the interviewees madeit
difficult to pilot. The nature and charaderistics of the people | decided to
interview were so particular that it would have been misguiding to pilot the
interviews with any other people. To ensure theinterview questionswereoptimal,

| dedded to &ek advice and feedbadk from my supervisors.

Given that my research emphasiswas on gathering rich data on the sensitive
subgds of destination reputation and &esort politics dqualitative work with a
small sample of influential and knowledgeable people who were willing to shae
the range of their experiences and opinionsi and to comment on those of people

similar to them (so-cdled shaew data) was appropriate (Luborsky & Rubenstein,
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1995;Morse, 2000. As Lobasky and Rubensten (1995p106) comment, Ghereis
seldom a simpleanswer to the question of sampleé sizein quditative research.6
Indedd in arecent National Centre for Research Methodsreview paper (Baker and
Edwards, 2012) the overwhelming response from a number of renowred
qualitative socd scientiststo the question of dhiow many quditative interviews is
enouwghdwas thatit dependson a range of fadors to be taken into consiceration.
These include epistemological, methodolgical and practica isswes such as
research aims and objectives, validity within epistemic communitiesand avail able

time and resoures.

This reseach placed emphasison the quality of the data generated from the
interviewees rather thanthe sample size. Indeed arguably it is impossibleto make
any sample in qualitative research representaive, as Passeini (2012, p.32)
obseves @necan never make her/his group of intervieweesdrepresentative in the
senseof quantitative sociolog@In this study of Calella, theinterviewees included
eight of the G10 menbership, which captures a range of types of member and of
views. Moreover, in quditative reseach, small sample sizes can provide much

clarity on asubped, as Mason(2012, p.30) sétes, it is:

... better to have a smaller number of interviews, creativdy 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

Gepreent ati ved | ogi c.
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Indeed both Passeini (2012) and Brannen (2012) maintainthata single case may
be sufficient if it is unique and not compagble to other cases. In previous
research, similar clams have been madg, thus Gray (2003, p.101) for example
refers to the fact that 6 t tsaampkd has traditionally been regarded as 6 a
representation of thew h o bnd thusfailed to recognize the richness of matria
that can ememge from a small numberof interviews. In small scde projeds she
argues that the emphasisshould be on dhe core of responants € [and] their

capacity to provide as rch a st of data ascan bemanaged.6

All except oneof the interviewees (Jordi Ten) were recorded digitaly and al the
interviews were condwcted and transaibed in Catalan (table 3.3). Kvae (199%)
draws attention to the link between key aspeds of interviewing and conversations
to understand krowledge of theworld of the inerviewee and wses the seven stags
of an interview investigation model, which | followed (table 3.3). Once
transaibed, | translaed the interviews but being bilingual, | interpreted the
meanings of theseinterviews in Catalan - my first language. Whilst | pre-
determined somequestions,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 discussd below, the data analysis was donevia open coding and usinga

narrative style so thatny loss of neanings in theinterpretationwas minimised.
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Table 3.3: Seven Stges of thelnterview Investigation

Stage Activity Implemertation
Thematizing Formulate pupose of Aim and objetives of
investpation before this thesisTourism
interview starts development in Calella.
Designing Plan thedesign of the Semi-structured
study with regards to interviews with memiers
obtainingknowledgeand | of the G10. Agroupthat
ethicd/mora issues represents stakholdasin
Calella and focuses on
busiressesand public
sedor representatives.
Interviewing Conduet theinterviews Interviews in their own
with aguideand locations, al of them in
reflective approach to Catalan and with theaim
knowledgesaought of ascertaining their
views almut curent and
future situation of
tourismadivity in Calella
Transaibing Prepare the interview Theinterviews were
materia for anaysis recorded on dgital tape
and transaibed inthe
original language
Analysing Decide which methods of| Through themesand
analysisare apprqoriate repetition of elements.
for the inteviews
Verifying Ascertain the Casestudy souces and
generdli zability, linkage with theexpert
reliability and validity of | panel through theDelphi
the inteview findings technique.
Reporting Communiete findings Write thesis

Soure: Adaptedfrom Kvale 1996, p88.
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3.5.2. Documentation

The second saurce of evidence usedin the case study was document analysis.
Together with surveys and ethnogiephy, documentary research is oneof the three
principal types of social research and has been widely usedthroughoutthe histary
of sociolayy and other social scienaes (Prior, 2003; Scott, 2006). Documents are
hard to define and technically range from shoppng lists, graffiti and cartoonsto
memos government documents diaries and even monurrents and tapestries (Prior
2003,p.2). In this case study, the documents analysed included relevant websites
and pomotional makrias from the resort, the Spnish retiona tourism
organisationand the tour operators. During my fieldtrips to Barcelona, | visited
the library (Biblioteca de Turisme de Catalunya) which holds informaion and
statistcd data aboutthe development of tourism (see Appendix Onefor afull list

of documentsanal yzed).

3.5.3. Expert Panel

Focus groups are one of the most popdar methods in soci science reseach,
espeially qualitative enquiry that seeks understanding rather than explaretion
(Stake, 1995. They are alsowell usedin casestudies which attempt to understand
human experience (Von Wright, 1971). Focus groups were consicered in this
project but rggededin favour of interviews with the key staleholders as they were
thought more likely to yield candid comments on sensitive isstes. In addition,

focusgroups with suchbusy individuals proed impossibleo coordinate.
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However, as part of the research methodobgy, an expert panel was used as a
0 s o u rbahrddfogthe project and to provide guidance on aspeds of destination
branding. Five individuals were recruited by email through convenience and
snowlaling (see table 3.4. and appendix two for a detailed description of eah
memker) and became a kind of e-focus group as the ealy communigtions
included all memters, athough many later emails were exchanged on an
individual basis. The discussionbegan with an email asking each expert to answer
four questions: (i) Firstly, how would you define destination branding? (ii)
Seoondy, who would you consider to be the key stakeholdas involved in
destination branding? (iii) Thirdly, do you think they are all equally powerful?
(iv) Finally, what do you consicer to be the main strategies which stagnant
destinations can pursuein rebranding? The answersto thesequestionsshaped the

framing of my fieldwork.

Table 3.4: Constitutiorof Expert Panel

Expert Expertise in Destination Branding

Director, Destnation Cansulting, Colliers
Malcolm Allan Internatonal UK

CEO of Destination Branding and
Bill Baker author ofBranding for Small Citis

Prafessor of Hospitity & Tourism
Prof Liping Cai Management, spedalist in branding,
consuner behaviour in travel and
tourism, and communty-based tourism
development and narketing.

Academic based in  Copenhagen

Dr Can-Seng Ooi BusinessSchool, widely publishedon
destination branding.
Roger Pride Director of Marketing, Visit Wales

77|Page




ChapterThree

3.5.4. Non-Participant Obsewation

As | outlinedin the introduction, | was born near the case study destination of
Cdella and have been a visitor to the resort for the past 30 years, spending the
school holidays thereas a child and the sumner ones as an adult. The fieldwork
for the stakeholder interviews was conductedin the resortareaduring the summer
period whereCalella is at its pe&k in terms of tourist arrivals and therefore, | had
the oppatunity for direct obsevations of the resort atmosplere. Non-participant
obsevation is a well establishedmethod for the systernatic study of human
settings and behaviour and ideally suited for descriptive research (Barner-Berry,
1986). In this case my obsevations were recorded in a fieldwork diary. In the
diary | refleded uponwhat | was sedang and feeling as a researcher but | also
linked it with emotionsand memaies that were the result of my experiences in
theresort. Whilst | was doing the fieldwork | was aso participating as a tourist as
the weeks of August were the ones | could use to do the fieldwork and it is
Cdellas's peak season.During thattime, | could experience the new al-inclusive
trends whereby guidesdirect touristsfrom one establishmentto anothe; | could
see the local regection to tourists and the degracktion of the environment with
obsokte establishments.

This dual non participant and participant obsevation becane usdul once | could
realise my position. Initially | thought | was just obseving as a researcher and
later on | redised | was aso 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 understandng of the

phenomenon.
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3.6. Data
Analysis

Grounded theay methalology is a good di tfodinterviews and for the useof the
expert panel responsess this processalows 6 cepcodingbuntil onereaces what
Bryman and Bell (2007) term theaeticd saturation, either dueto the coding of
data or the colledion of data. Miles and Huberman (199, p. 69) suggest that @he
researcher needsto reduce andchanrel datainto a smallnumter of conceptsthat
can be mentally encoded, stored andreadily retrieval . Thusthe interviews were
coded and the data broken down to create themesthat | later developed into
caegories. Miles and Huberman (199) also discussthe concept of display6 (see

figure 3.3), saying:

For qualitative researchers, the typical made of display has leen
exenced, unreduced text, usuallyin the form of written-up field notes,
which the analystscansthrough, attaching codes and thenexracting
coded segments and drawing conclusions. The analystthen writes a

second form ofexended text: a case studyeport (p. 93).

As described above, | conducted and transcribed the interviews in the original
language (Catalan) as | am a native Catalan. Once the recorded interviews were
al transaibed| stated open coding and it became apparent thatthe same thenes
were ememing from different people. For example, al the interviewees talked
aboutthe new sporting event, the Challenge; al agreead thatCalella is in a matue
stage; and all welcomed the new name of Coda de Barcelona-Calella. Whilst

there was agreementon thesebroad areas, therewas less agreanenton how the
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resort should avelop inthefuture.
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Figure 3.3: Thelnterview Reseach Pracess

Transaipts Data

> Themes Chedk

v
v

Prodwce Code Identify Cross Syntheske

Once the transcripts were produced, the data coded and thermres identified, the next
stepin the process was cross cheding and this was done by crossreferencing
with other supportng evidence colleded during the fieldwork and my own
obsevations and experiences. The fina stepin the processis synthesis(Kvale,
1996. | now wrote in English and as | translaed thewords, sol interpreted them,
usingmy judgementto identify any extra meanings to the spden words, where,

for example, interviewees hadadded emphasis to their replies.

3.7. Positionali
ty

In this chapter, | have defended my choseninterpretative approach and a research
study that employs qualitative research using small sample sizes. This approach
recognisesthe role of the postioned reseacher. As Hall (2004:138) indicates
G@acoountsof anydisciplineand of research within that field of studyare situated
whilst Barnes and Sheppard contendthad t hdepgnd on the point of view of the
author, which in turn refleds how he/sheis postioned intellecually, politically
and sociallyd (2000, p. 6). This same argument is endorsd by other authorssuch

as Coffey (2007), Jama and Everett (2007), Tribe (2006), and Jamal and
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Hollinstead (2001). These (and other scholars) maintain that qualitative reseach
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leads to inerpretation and consejuently, Gan ongoing inerpretive role of the
researcher is prominentin qualitative cases t u (&tald 1995p. 43). For some,
this opens up questions of validity and reliability and for this ressm, it is
important to devote somespaceto a discussionof the positiorelity of myself as

theresearcher.

My aim in this thesiswas to explore how current strategiesin destination branding
can assist stagnant destinations using the example of Caella. | wanted to
understand how those strategies wereregarded by the different stakeholdersfrom
the dnside.6 Throughout my previous reseach training, | had aways been
influenced by the scientific, objective approadh and sought to detach myself from
the reseach (Hall, 2004). However, influenced by the contributorsto Ateljevic,
Pritchard and Morgan (2007) and the work of Botterill (2003, 2007), | embraced a

different approah tomy research.

Botterill (2001, 2003, 2007) writes about his own research journey in tourism
from an auto-ethnographic framework. As a tourism lecturer with a passiorate
interest in this particular topic and as a native of Barcelona, | have a personal
relationship with my topic, which | could have chosento ignore and ¢hideb or
which | could recognise. Actualy, my love and nostlgia for the destination of
Cdlella was the trigger for this thess. Of course, at the same time, | should not
forget thatl am already someone withan establishedset of images and ideas,a set
of preconceptionsand reservations that were difficult to detach from the reseach
process. This problem of detachmentis discussd by Dunkley (2007, p.371) in

relation to dark tourism, as she says: dwhilst exploring the thanatourisic
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experience, [it] ... becameclear to methat taking a cool and distarced approach
to the field wasnot going to be simpleor even desirable given that it is suchan

emotivesubed.o

| redised that this acqquired knowledge about Caella could be an asst to my
research. Insiead of ignoring a sourceof knowledge in its own right, | embaked
on a persordl journey of discowery - as discused by Noy (2007) in his auto-
ethnagraphic study of tourists and badkpadkers. | madethe decision to be an
adive part of the reseach process, from an obseveré goint of view and a
researcherés stance Once aware of my position,| could turn my assocétion with
the resort into a resourceand adknowledge that | was not a blank canvas, but a
collage with layers of experiences that contradicts the general assumptionthat
obsevations rely on the objectiveness and neutrality of the researcher (Belsky,
2004).

At the same time, | elected to use methodsthat required me to be part of the
process (expert pandl, interviews, observations, etc.). It is worth mentioring here
that my position in the research process changed consicerably throughout the
fieldwork | condwted in Calella. Initially | was someonewith a to u r i
knowledge having spent my sumners from childhoodto adulthoodin atown near
Calella. As | conduwcted my interviews my role shiftedfrom an interestedoutsider
to a potentialsouice of guidarce and information. Oneday | was asking questions
and the next | was being asked them. Eventually | was invited to contribute to

discussions aar thefuture of theresott.
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3.8. Validity and
Reliability

Validity, generali zability and reli ability have particular meanings and applicaions
in qualitative reseach (Kvlag 1996. In contrast to apprceches in the positivist
tradition, the key measure is the trustworthiness of qualitative research (Decrop,
2004). Moreover, qualitative generdlization is particularly important in case
studies as theresearcher sperts a consicerable amountof time in thefield (Kvlae,
1996. In this thesis,the generalizability is naturalistic, as Gt rests on personal
experience It devdops for the personasa functon of experience; it derives from
tacit knowledge of how things are and leadsto expectations rather than formal
predictionsd (Kvale 1996 p. 323). On the other hand, reliability relates to how
consistentthe research is and in this case, consistency was gained by using a
variety of soures of information. Another important aspect of trustwathinessis
triangulation, defined by Derein and Lincoln (1998 p. 4) as én attemptto seaure
an in-depth understandingof the phenonmenonin ques t i driangulationis nota
tool or strategyof validation but an alternative to validation.6 Gubaand Lincoln
(198) discussvalidity and reliability and in table 3.5 | adapt their model to
demonstete how these measures are applied in this particular research project.
The table demonstetes how the case study appraach (Yin, 2003) maintains
consistery, credibility and validity though the employment of different methods

and souces of evidence
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Table 3.5: Copingwith Validity and Reliability

plan, asecond opinion
and leaving an audit
trail to check if
someone&lsewould
arrive at the sime

Measure Reammmended Implemertation
Credibility Prolorged Prolorged engagementas pat of the
engagement; researcherGs positiorality;
Persisent Referential adequacy from othersouices
obsevation; (such as Ten 20@) and data gathered
Referential adequacy. | from other stakeholders.
Transfembility | Puposiveor Interview recrdings and transaiptions;
theaeticd sampling panel emalils.
and writing thick
descriptions.
Dependability | Having areseach Theauditors weremy supervisors.

Theexpert panel 6 s iowspdidaedmy
analysis;
Fealbadk from theintervieweses.

conclusion.
Confirmability | Reviews and Refl ective journals and the project
reflective journals. supevisors.

Soure: Adaptedfrom Gubaand Lincoln 19%.

It is important to mention that to ensuretherewas consistacy in the reseach;

different methods wer@sed to contast and corroborate concepts. Maeover, there

were four mainareas ofreseach thatwere used to increasecredibility and validity

as soures of documeris and interviews were contrasted with the researcher’s

obsevations and the expert panel. To ensuredependability continuousfeeadback

form supervisors was sought.
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3.9. Chapter
Summary

In this chapter | have identified the key epistemologica underpinnings of the
thesis,described my interpretivist starce and mapped my philosophcd journey
onto Crottyd $1998) model. This first haf of the chapter was followed by a
justification and review of the research approach and methodol@y adopted in the
thesis.In thesesections | defended my choice of qualitative methodsand justified
a case study research approech following Y i n1®&9 model. The chapter then
outlined and described in detail ead research methodemployed and the sources
of evidence reviewed in the case study. The next chapter will map the
development of Calella againstthe TALC, discussn detail the current situation in

the touist destination and present a SVOT analysis for theresort.

CHAPTER FOUR:

CALELLA & THE TOURIST AREA LIFE CYCLE

4.1. Int roduction

This chapter discuses the Tourist Area Life Cycle (TALC) and examines the
development of Calella as a masstourist destination from its beginningsin the
ealy 1950sto 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 i
(sections 4.3, 4.4. and 4.5.). The chapter does more than merdly providing
badkground for the case study destination, as it also mapsthe development of
Cdlella against the TALC (section 4.6), concluding with a detailed account of the

current situation in the taust destination.

4.2. Calelad Geography
Cdlella is avibrant cosmopolitarcity with a Mediterranean climate and culture. It
is a maitime city locatedin the region of e Maresme in the province of
Barcdona (Catalonig. The city is 25 kilometres from Matar6 (the capital of the
region) and 56 kilometres from Barcelona, which is just a 40 minute journey by
ca and 60 minutesby train. It is also just 50 kilometres from the city of Girona
makingit an ideal destnation for seasideexcursionsfrom anumber ofurbanareas

(figure4.1).
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Figure4.1: Calellads Location
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espara.org/caalure/barcelonakcdella/maa/
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Cdella aso has an extensive range of tourist attractions. Indeed, with three
kilometres of beaches offering clean sand and blue water, parks, nature reserves
and sports fadlities (figure 4.2.), Cdella can offer visitors yea-round
entertainmentand activities including cultural (concerts, dances, locd festivities)
and sportingevents (swimming, sailing, volleyball, walking, bead football, etc.).
Thecity aso has a diversecommercia base, is hometo appraximately 800 shops
and a good range of hotels and acaommodition operations housingits quarter of a
million annual visitors who come to the city from al over Europe, the vast

majarity being Britonsand Germans.

Figure 4.2: Cdellats Beachfront

Source: www.thinksmin.com.
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Figure 4.3 illustrates Calell aés main touristresources. Theresouces are classified
per clusters depending on whether they are culturd, sports,leisure, natural or
shoppig. The most remakable is that the éauri s giard of Calella forms one
cluster. Therefore, most of the townd #otels,bars, restauants and discaheques

arelocated in the amearea

Figure4.3: Gillellab Main Tourist Resources

Source: www.cdella.cat.
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