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Course “The importance of marketing and social branding in tourism destinations” 

List of FIMs (Further Information Materials)  

on Section 1 – Marketing and branding principles 
 

About databases and definitions 

CABI Database. CABI database is an international, inter-governmental, not-for-profit organization that 
improves people’s lives worldwide by providing information and applying scientific expertise to 
solve problems in agriculture and the environment. The CABI's database puts information, skills and 
tools into people's hands. CABI's 49 Member Countries guide and influence our work which is 
delivered by scientific staff based in our global network of centres. Retrievable at: 
https://www.cabi.org/leisuretourism 

 
European Landscape Convention. The European Landscape Convention is a policy document of the Council 

of Europe, also known as the Florence Convention, is the first international treaty to be exclusively 
devoted to all aspects of European landscape. It applies to the entire territory of the Parties and 
covers natural, rural, urban and peri-urban areas. It concerns landscapes that might be considered 
outstanding as well as everyday or degraded landscapes. The Convention is aimed at: the 
protection, management and planning of all landscapes and raising awareness of the value of a 
living landscape. Retrievable at: https://www.coe.int/en/web/landscape 

 
UNWTO Glossary. This glossary contains words and definitions of common tourism terms. Retrievable at: 

https://www.unwto.org/glossary-tourism-terms 
 
About marketing logic and planning 

Hasan, M. M., & Islam, M. F. (2020). The Effect of Marketing Mix (7Ps’) on Tourists’ Satisfaction: A Study on 
Cumilla. The Cost and Management, 48(2), 30-40. Retrievable at: 
https://www.academia.edu/download/63708822/4.The-Effect20200622-85471-umcnz.pdf   

Jönsson, C. (2005). Tourism marketing basics, in book: Marketing Basics for the Caribbean (pp.417-443.) 
Publisher: Ian Randle Publishing: Kingston. Retrievable at: 
https://www.researchgate.net/publication/229428573_Tourism_Marketing_Basics Description:  

Krippendorf, J. (1987). Ecological approach to tourism marketing. Tourism Management, 8(2), 174-176. 
Retrievable at: https://www.sciencedirect.com/science/article/abs/pii/026151778790029X   

Moon, Y. (2005). Break free from the product life cycle. Harvard Business Review, 83(5), 86-94. Retrievable 
at: https://hbr.org/2005/05/break-free-from-the-product-life-cycle  

Schmitt B., Zarantonello L. (2015) Consumer Experience and Experiential Marketing: A Critical Review" In 
Review of Marketing Research. Published online: 09 Mar 2015; 25-61. Retrievable at: 
https://doi.org/10.1108/S1548-6435(2013)0000010006 Description: This book chapter provides a 
critical review of the emerging field of consumer experience and experiential marketing 

Sutevski D. How to use the product life cycle to expand your products’ life. Retrievable at: 
https://www.entrepreneurshipinabox.com/27532/how-use-product-life-cycle-expand-products-
life/  

 
About branding and local identity 

Adeyinka-Ojo, S., & Nair, V. (2016, May). Destination Branding Framework in Tourism Research: A State-of-

the-Art Gap Analysis. Bangkok: 14th APacCHRIE Conference. Retrievable at: 

https://www.cabi.org/leisuretourism
https://www.coe.int/en/web/landscape
https://www.unwto.org/glossary-tourism-terms
https://www.academia.edu/download/63708822/4.The-Effect20200622-85471-umcnz.pdf
https://www.researchgate.net/publication/229428573_Tourism_Marketing_Basics
https://www.sciencedirect.com/science/article/abs/pii/026151778790029X
https://hbr.org/2005/05/break-free-from-the-product-life-cycle
https://doi.org/10.1108/S1548-6435(2013)0000010006
https://www.entrepreneurshipinabox.com/27532/how-use-product-life-cycle-expand-products-life/
https://www.entrepreneurshipinabox.com/27532/how-use-product-life-cycle-expand-products-life/
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https://www.researchgate.net/publication/303330884_Destination_Branding_Framework_in_Touri

sm_Research_A_State-of-the-Art_Analysis?enrichId=rgreq-b2e9b5dc74aca9c95478f51a92514eae-

XXX&enrichSource=Y292ZXJQYWdlOzMwMzMzMDg4NDtBUzozNjMzMTk1MzA2NzIxMjhAMTQ2Mz

YzMzUzNDE0MA%3D%3D&el=1_x_2&_esc=publicationCoverPdf 

Balmer, J. M. (2017). The corporate identity, total corporate communications, stakeholders’ attributed 

identities, identifications and behaviours continuum. European Journal of marketing, 51(9/10), 

1472-1502. Retrievable at:  https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2017-

0448/full/html 

Besova M. (2019, April 19) Can peripheral regions become popular tourist destinations? HSE University. 
Retrievable at: https://www.hse.ru/en/science/news/264588842.html 

Chattalas, M., Kramer, T., & Takada, H. (2008). The impact of national stereotypes on the country of origin 

effect: A conceptual framework. International Marketing Review, 25(1), 54-74. Retrievable at: 

https://www.researchgate.net/publication/228352086_The_impact_of_national_stereotypes_on_t

he_country_of_origin_effect_A_conceptual_framework 

Cho, V. (2008). Linking location attractiveness and tourist intention. Tourism and Hospitality Research, 8(3), 

220-224.  Retrievable at: chrome-

extension://efaidnbmnnnibpcajpcglclefindmkaj/https://citeseerx.ist.psu.edu/document?repid=rep1

&type=pdf&doi=7257bb7c2d7fe743eef9af041e2b1a315d9598b9  

Echtner, C. M., & Ritchie, J. B. (1991). The meaning and measurement of destination image. Journal of 

tourism studies, 2(2), 2-12. Retrievable at: 

https://scirp.org/reference/referencespapers.aspx?referenceid=2694447  

Ejarque, J. (2009). Destination Marketing: La nuova frontiera della promo commercializzazione turistica. 
Hoepli. (Italian version). Retrievable at: https://www.hoepli.it/libro/destination-
marketing/9788820343415.html  

Fedotova, N. G. (2019). Brand management of territories: socio-cultural factors of designing a city Brand. In 
& I. O. Petrovna (Ed.), Project Management in the Regions of Russia, vol 77. European Proceedings 
of Social and Behavioural Sciences (pp. 705-713). Retrievable at: 
https://doi.org/10.15405/epsbs.2019.12.05.86  

Gavinelli, L., Morra, M. C., & Di Gregorio, A. (2016). Pre-event marketing and territorial governance: the 

case of Monza and Brianza province. Qualitative Market Research: An International Journal, 19(2), 

173-203. Retrievable at: https://www.researchgate.net/publication/303844501_Pre-

event_marketing_and_territorial_governance_the_case_of_Monza_and_Brianza_province 

Hudson, S., & Ritchie, J. B. (2009). Branding a memorable destination experience. The case of ‘Brand 

Canada’. International Journal of Tourism Research, 11(2), 217-228. Retrievable at: 

https://onlinelibrary.wiley.com/doi/pdf/10.1002/jtr.720 

Konecnik, M., & Go, F. (2013). Tourism destination brand identity: The case of Slovenia. Journal of brand 

management, 15, 177-189. Retrievable at: chrome- 

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2234878  

Lewicka, M. (2008). Place attachment, place identity, and place memory: Restoring the forgotten city 

past. Journal of environmental psychology, 28(3), 209-231. Retrievable at: chrome-

https://www.researchgate.net/publication/303330884_Destination_Branding_Framework_in_Tourism_Research_A_State-of-the-Art_Analysis?enrichId=rgreq-b2e9b5dc74aca9c95478f51a92514eae-XXX&enrichSource=Y292ZXJQYWdlOzMwMzMzMDg4NDtBUzozNjMzMTk1MzA2NzIxMjhAMTQ2MzYzMzUzNDE0MA%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.researchgate.net/publication/303330884_Destination_Branding_Framework_in_Tourism_Research_A_State-of-the-Art_Analysis?enrichId=rgreq-b2e9b5dc74aca9c95478f51a92514eae-XXX&enrichSource=Y292ZXJQYWdlOzMwMzMzMDg4NDtBUzozNjMzMTk1MzA2NzIxMjhAMTQ2MzYzMzUzNDE0MA%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.researchgate.net/publication/303330884_Destination_Branding_Framework_in_Tourism_Research_A_State-of-the-Art_Analysis?enrichId=rgreq-b2e9b5dc74aca9c95478f51a92514eae-XXX&enrichSource=Y292ZXJQYWdlOzMwMzMzMDg4NDtBUzozNjMzMTk1MzA2NzIxMjhAMTQ2MzYzMzUzNDE0MA%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.researchgate.net/publication/303330884_Destination_Branding_Framework_in_Tourism_Research_A_State-of-the-Art_Analysis?enrichId=rgreq-b2e9b5dc74aca9c95478f51a92514eae-XXX&enrichSource=Y292ZXJQYWdlOzMwMzMzMDg4NDtBUzozNjMzMTk1MzA2NzIxMjhAMTQ2MzYzMzUzNDE0MA%3D%3D&el=1_x_2&_esc=publicationCoverPdf
https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2017-0448/full/html
https://www.emerald.com/insight/content/doi/10.1108/EJM-07-2017-0448/full/html
https://www.hse.ru/en/science/news/264588842.html
https://scirp.org/reference/referencespapers.aspx?referenceid=2694447
https://www.hoepli.it/libro/destination-marketing/9788820343415.html
https://www.hoepli.it/libro/destination-marketing/9788820343415.html
https://doi.org/10.15405/epsbs.2019.12.05.86
https://www.researchgate.net/publication/303844501_Pre-event_marketing_and_territorial_governance_the_case_of_Monza_and_Brianza_province
https://www.researchgate.net/publication/303844501_Pre-event_marketing_and_territorial_governance_the_case_of_Monza_and_Brianza_province
https://onlinelibrary.wiley.com/doi/pdf/10.1002/jtr.720
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2234878
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extension://efaidnbmnnnibpcajpcglclefindmkaj/https://citeseerx.ist.psu.edu/document?repid=rep1

&type=pdf&doi=6335b96e58decc134028e292ba794fef63e83eed  

Ritchie, J. B., & Crouch, G. I. (2003). The competitive destination: A sustainable tourism perspective. Cabi. 

Retrievable at: 

https://www.researchgate.net/publication/278599670_The_Competitive_Destination_A_Sustainabl

e_Tourism_Perspective  

Schippers, T. K. (2001). Cultural identity: Search for a definition. The International Scope Review, 3(6), 16. 

Retrievable at: chrome-

extension://efaidnbmnnnibpcajpcglclefindmkaj/https://tamilnation.org/selfdetermination/nation/s

chippers.pdf 

Scott, N. (2002). Destination Branding: Creating the Unique Destination Proposition. Journal of Hospitality 

and Tourism Management, 9(2), 221-223. Retrievable at: chrome-

extension://efaidnbmnnnibpcajpcglclefindmkaj/https://www.researchgate.net/profile/David-

Gertner-

2/publication/233497710_Country_as_Brand_Product_and_Beyond_A_Place_Marketing_and_Bran

d_Management_Perspective/links/53d933590cf2631430c3b208/Country-as-Brand-Product-and-

Beyond-A-Place-Marketing-and-Brand-Management-Perspective.pdf  

Taylor, J. P. (2001). Authenticity and sincerity in tourism. Annals of tourism research, 28(1), 7-26. Retrievable 

at: https://www.sciencedirect.com/science/article/abs/pii/S0160738300000049  

Tinsley, R., & Lynch, P. A. (2008). Differentiation and tourism destination development: Small business 

success in a close-knit community. Tourism and Hospitality Research, 8(3), 161-177. Retrievable at: 

https://www.jstor.org/stable/23745336  

Tomlinson, J. (2007). Globalization and cultural globalization. The Blackwell companion to globalization, 

352-366. Retrievable at: chrome-

extension://efaidnbmnnnibpcajpcglclefindmkaj/https://citeseerx.ist.psu.edu/document?repid=rep1
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