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Abstract  
Purpose – Different scales available for measuring the brand-equity of destinations are found to 

be much tourist centric and did not present a holistic view regarding building sustainable 

customer based brand-equity for destinations. Current study aim at conceptually addressing this 

important issue and present a modified framework for developing and measuring the customer-

based brand equity of tourist destinations using Keller (2001).  

Design – Extensive literature review was done and 84 articles published in the domain of brand-

equity in tourism and related areas were downloaded from various known databases to support 

arguments. In addition, UNWTO reports were also used. Cooper (1980) guidelines were used for 

exploring relevant articles.  

Findings – It is argued that the first step for building strong brand-equity of destination starts 

with identification of destination’ salience followed by destination performance and destination 

imagery, destination judgements and feelings, and destination brand resonance. Consequences of 

having high brand-equity are also discussed.  

Originality – The tourist based brand-equity pyramid is the very first framework which is using 

Keller (2001) for explaining sustainable brand-equity formation of tourist’s destinations. Current 

framework not only give a deep understanding of how to build brand-equity of destinations but 

also on how to develop strong, emotional bonds with the tourists and hence sustaining the brand-

equity.  

Keywords brand equity, branding, brand-equity pyramid, destination based brand equity, 

destinations, tourism 

 

 

1. INTRODUCTION 

 

The concept of developing brand-equity for destinations is not new and has been 

adopted by destination planners from time to time (Rico, Lopez & Collado, 2015; 

Ruzzier, Antoncic & Ruzzier, 2015). With increase in disposal income, travelling has 

increased across geographical borders with International tourist arrivals up by 4% with 

a record 1.2 billion in 2015 (UNWTO, 2016). The contribution of tourism industry in 

global GDP has been recorded as high as 9% and is increasing with every passing year 

(UNWTO, 2015). As a result, competition between destinations to attract more tourists 

is intensifying (Gartner, 2014).  
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Destination branding helps to create a unique identity for any destination and is 

considered as one of the most important aspect of its marketing irrespective of 

destinations size (Pike & Bianchi, 2016; Mar, Carmen & Arturo 2015; Smrekar & 

Ruzzier, 2014). In order to find a distinguishable place in tourism market, it is very 

fundamental for destination planners to develop effective destination branding 

strategies so as to stand out in potential tourists’ mind as a viable choice (Freire, 2016; 

Atadil, Turk & Altintas, 2015). The concept of tourist based brand equity is gaining 

acceptance from service marketers who are arguing in favour of treating destinations as 

brands, thus, highlighting importance of branding as a powerful differentiation strategy 

for tourist destinations even for small destinations (Freire, 2016; Pike & Bianchi, 2016; 

Kashif, Samsi & Sarifuddin, 2015; Mar, Carmen & Arturo, 2015).  

 

Different scales / frameworks available for measuring the brand-equity of destinations 

are found to be much tourist centric and focus on various aspects of destinations brand 

image, brand awareness, perceived quality, loyalty etc and application of same for 

creating strong brand equity for destinations (Mok, Kim & Man, 2010; Mar, Carmen & 

Arturo, 2015; Pike & Bianchi, 2016; Smrekar and Ruzzier, 2014; Konecnik 2005, 

Konecnik & Ruzzier, 2011;). These scales / frameworks focus only on investigating the 

image concept of destinations and did not present a holistic view regarding building 

sustainable customer based brand-equity for destinations (Konecnik & Ruzzier, 2007; 

Blain, Levy & Ritchie, 2005). Also, these scales had a very narrow view of the brand-

equity dimension and restricted themselves only to Aaker (1991) and Keller (1993).  

 

In-depth literature review revealed Keller (2001) brand-equity pyramid as the most 

realistic and robust framework arguing that building brand-equity does not depends 

solely on brand awareness or brand knowledge but also on important parameters like 

brand salience, brand performance, brand imagery, judgement and feelings of tourists 

coupled with brand resonance for leveraging long-term loyalty of the customers. 

 

Current study aim at conceptually addressing this important issue and present a 

modified framework for developing and measuring the customer-based brand equity of 

tourist destinations using Keller (2001) and aims at applying it to tourist destination 

perspective for building / enhancing their brand-equity. It is argued that the first step 

for building strong brand-equity of destination starts with identification of destination’ 

salience followed by destination performance and destination imagery (destination 

meaning), destination judgements and feelings (destination responses), and destination 

brand resonance (destination relationship with tourists).  

 

In addition, discussions are also held regarding consequences of building strong 

destination brands and provide useful insights to administrators / destination managers 

to build tourists based brand equity for their destinations. Originality of current 

framework lies in its ability to focus not only on measuring destinations brand-equity in 

a unique way but also on discussing ways for sustaining destination brand equity over a 

longer period of time. To our knowledge this is the only framework that has applied 

Kellers’ (2001) concept of customer based brand equity pyramid for destination 

branding that will help planners to build sustainable customer based brand equity for 

their destinations. It is also argued that destinations having high tourist based brand-
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equity will be better positioned among competing destinations, thus, impacting tourists 

consideration set and their choices. 

 

 

2. REVIEW OF LITERATURE 

 

Our search targeted article/dissertation/conference paper reporting an empirical or 

conceptual investigation of brand-equity concept as a major tool in destination 

marketing and we limited our review to application of brand-equity in context of 

destinations and few papers on antecedents and consequents of destination branding. In 

addition, only articles in English (language understood by the researchers) were 

included. Cooper’s (1980) guidelines were followed for collecting secondary data 

which has been used by many other researchers for developing conceptual frameworks. 

Primary and secondary channels of information were used to explore relevant literature 

for the current study (Cooper, 1980).  

 

Review of available journals (ancestry approach) was used to explore primary channels 

of information to find relevant articles and their citations (Cooper, 1989, pp.43). 

Secondary channels were also used to explore relevant literature which include 

explored indexing and various databases including JSTOR, Springer, EBSCO, Google, 

Google Scholar, ProQuest, the Dissertation Abstracts International (DAI), Emerald, 

Scopus Indexing, Thompson Reuter Indexing, Social Sciences Citation index (SSCI) 

covering a wide variety of publications.  

 

The following journals were scanned to download research papers: Annals Of Tourism 

Research, Journal Of Tourism, Leisure And Hospitality Management, Journal Of 

Travel & Tourism Marketing, Journal Of Travel Research, Journal Of Vacation 

Marketing, Journal Of Hospitality And Tourism Research, Journal Of Management & 

Economic Management Strategy, Journal Of Marketing Research, Journal Of 

Marketing Theory And Practice, Journal Of Marketing, Journal Of Place Management 

And Development, Journal Of Product & Brand Management, Journal Of Small 

Business Management, Management And Marketing Challenges For The Knowledge 

Society, Organizations And Markets In Emerging Economies, Place Branding, 

Procedia-Social And Behavioural Sciences, Revista De Administração De Empresas, 

The Journal Of American Academy Of Business, Tourism Management, Annales-Anali 

Za Istrske In Mediteranske Studije Series, British Journal Of Management, Business 

And Society Review, Business And Management Horizons, European Journal Of 

Marketing, Industrial And Commercial Training, International Journal Of 

Contemporary Hospitality Management, International Journal Of Culture, Tourism 

And Hospitality Research, International Journal Of Research In Marketing, 

International Marketing Review, Journal Of Advanced Research In Social And 

Behavioural Sciences, Journal Of Brand Management, Journal Of Business And 

Management Journal Of Business Ethics, Journal Of Business Research, Journal Of 

Cleaner Production, Journal Of Consumer Marketing. The search uncovered a total of 

84 published articles (including dissertations, books, articles published as chapters and 

paper presentations in international conferences) in a variety of journals, books and 

conference proceedings in many countries.  
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2.1. Brand-Equity, Branding, & Destination Brands  

 

The concept of brand-equity is not new. It has been put forth by different researchers in 

their own way. The most prominent and well known thoughts on brand equity are of 

Aaker (1991) and Keller (1993) who argued brands as the most valuable asset for 

managers and explained its importance to create strong brands having strong brand-

equity to influence customer loyalty. Keller (1993) conceptualizes customer-based 

brand equity using associative network memory model as “the differential effect of 

brand knowledge on consumer response to the marketing of the brand” and holds the 

view that brand familiarity coupled with strong and favorable positive associations 

forms the brand-equity of a brand. Yoo and Donthu (2001) argued different consumer 

perceptions toward brands that add value to it in comparison with generic product (Park 

& Srinivasan, 1994).  

 

The concept of brand-equity has been applied to different contexts and destinations are 

no exception (Ruzzier, Antoncic & Ruzzier, 2015; Smrekar & Ruzzier, 2014; Gartner, 

2014). Essentially, the concept of brand equity emphasises the importance of branding 

in the development of marketing strategies for destinations and deal with the emotional 

value arising from tourist’s relationship with destination (Pike, Gentle, Kelly & 

Beatson, 2016; Kashif, Samsi & Sarifuddin, 2015). Branding a destination is not solely 

responsible for bring it in the consideration set of travellers to travel but also help 

destinations to acquire non-tourists related inputs such as residents, businesses and 

foreign direct investments (Dinnie, 2011; Konecnik, 2010). This will result into the 

development of the destination, thus, making it popular and a more preferred 

destination (Popescu, 2012; Freire, 2005).  

 

Destination marketing researchers in particular have challenged the replication of brand 

theory to investigate tourist destinations (Kashif, Samsi & Sarifuddin, 2015; Kladou & 

Kehagias, 2014, b; Gartner & Ruzzier, 2011). Researchers are of the opinion that 

destination brands are complex to explore and brand managers have very little control 

due to the involvement of many other stakeholders including government, international 

funding bodies, and the society (Kashif, Samsi & Sarifuddin, 2015). Unlike products, 

place branding is quite compound as there are so many attributes to a destination for 

branding given the economic, social, cultural, political and technological issues 

associated with destinations as products (Kashif, Samsi & Sarifuddin, 2015; 

Giannopoulos, Kladou, Mavragani, & Chytiri, 2012; Anholt, 2004; Kerr, 2006). 

Despite this opposing view concerning replication, investigation of destination brands 

has been well acknowledged in the literature (Pike, Bianchi, Kerr & Patti, 2010; 

Morgan, Pritchard & Piggott, 2003). 

 

For example, Ruzzier, Antoncic and Ruzzier (2015) presented a robust and cross-

culturally comparable customer-based brand equity model for tourism destinations 

(CBBETD) of Slovenia and Austria from the perspective of two culturally 

heterogeneous tourist groups (Croatians and Germans) using Aaker (1991). Results 

revealed that the potential tourist’s evaluations as well as the tourism destinations do 

not impact destinations brand equity. However, in a cross-cultural set-up, the 

conditions for configural and metric invariances are satisfied whereas for scalar 

invariance are partially satisfied. Following the same line, Kladou and Kehagias (2014, 
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a) also used Aaker (1991) and developed a five dimensional brand equity path model 

that was found significant in context of brand Rome. This work holds more importance 

to researchers and practitioners since the destinations brand value was assessed and 

measured also using the same (Giannopoulos, Kladou, Mavragani & Chytiri, 2012). In 

the same year, Kladou and Kehagias (2014, b) investigated the structural relationships 

between the brand equity dimensions, after incorporation of cultural brand assets as a 

new dimension, and validated the traditional five dimensional brand equity measure of 

Aaker (1991) using confirmatory factor analysis and structural equation modelling in 

context of destinations including Athens and Rome. They also found significant 

differences across the brand equity dimensions of different destinations that were taken 

for comparisons.  

 

Physical components of the city, individual components of the city and organizational 

elements were called as the three main elements that should be taken into consideration 

for destination branding by Hadrikurnia (2011). Physical components of the destination 

includes available buildings and infrastructure whereas individual components include 

the residents and tourists of a destination. Physical components affect opinions, culture, 

society and personal as well as psychological factors. However, on the other hand the 

third component, organizational element includes the stakeholder objectives and beliefs 

in a city. Destination branding has been called as a challenging task for destination 

planners owing to the creation of long-term trust and developing strategies to protect 

destination stakeholders and tourist (Giannopoulos, Kladou, Mavragani & Chytiri, 

2012; Kavaratzis, 2008). Dinnie (2011) suggested that such a complexity can be 

reduced by fostering core brand position statements in fit with the destinations.  

 

Konecnik (2006) and Gartner and Ruzzier (2011) have been the initiative takers in the 

area of measuring the customer based brand equity for destinations using Aaker (1991). 

Pike (2007) developed another CBBETD framework using brand salience and brand 

resonance in addition to the dimensions of awareness, loyalty, perceived service 

quality. Im, Kim, Elliot and Han (2012) differentiates brand equity from brand image 

and proposed a multidimensional consumer-based brand equity scale for application 

within a tourism context.  

 
2.2. Conceptualizing Tourist Based Brand-Equity Pyramid (TBBEP)  

 

For destinations to create a distinctive place, marketers need to follow a planned 

sequence so as to ensure a strong and competitive place in the market. Keller (2001) 

customer based brand-equity pyramid was purposely applied in context of tourist 

destinations since all the scales, discussed above, have not taken a sustainable view of 

developing the brand-equity of destinations (Gartner, 2014). The application of Keller 

(2001) brand equity pyramid model to destinations make it easy for destination 

planners to recognize crucial factors that contribute for developing sustainable 

destination based brand equity. For the same it is very imperative for the marketers be 

able to understand and answer six fundamental questions, known as ‘brand-building 

blocks’, for a destination brand to form and formation of a pyramid like structure. 

Destination planners need to reach the top of the pyramid for creating strong brand-

equity for destinations by placing building blocks at appropriate place. Figure 1 shows 

the destination based brand-equity pyramid involving six brand-building blocks at 
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different levels while Figure 2 gives a detailed and a clear picture of each block. The 

framework is a complex of interrelated stages, with each stage being quite complex and 

deeply associated with others. 

 

Figure 1: Conceptualizing Tourist Based Brand Equity Pyramid (TBBEP) 
 

 

Source: Based on Keller (2001) Brand-Equity Pyramid 

 

Like any other marketing offering building destination based brand-equity involve 

sequence of vital stages (Kladou & Kehagias, 2014, a). The first stage relates to brand 

identity and use brand salience as a measure of the awareness of the brand and we 

renamed it as destination brand salience (Keller, 2008). Formally destination brand 

awareness refers to tourist’s ability to recall and recognize the destination in terms of 

the brand followed by other crucial step such as defining the destination meaning, 

destination response and finally destination relationships with the tourists (Im, Kim, 

Elliot & Han, 2012). The application of destination brand equity has been extended to 

almost all places, as it helps to understand the various dimensions that are important for 

a destination to sustain in the long competitive word (Theodhori & Qirici, 2014).  
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Figure 2: Dimensions of TBBEP 
 

 

Source: Conceptualized by Authors 

 
Destination Identity / Awareness  

 

Brand awareness is centered on brand recognition which takes place when a customer 

has once seen the brand and brand recall is the ability of the customer to name a certain 

brand when exposed to a product category at any given point in time (Liu, Liston- 

Heyes & Ko 2010:195). The construct of brand identity has been given utmost 

importance by previous branding literature arguing that strong brand identity ensures 

employee retention (Wheeler, Richey, Tokkman & Sablynski, 2006), creating and 

designing corporate logos as well as marketing communications (Cornelissen, Haslam 

& Balmer, 2007), competitive advantage and a strategic edge (Balmer & Gray, 2000), 

favorable brand awareness (Keller, 1993), successful brand extensions (Pitta & 

Katsanis, 1995), and enhanced firm performances (Craig, Dibrell & Davis, 2008; 

Harris & Chernatony, 2001). Brand awareness refers to the strength of brand’s 

presence in consumers mind and is an important constituent of brand equity (Aaker, 

1991; Keller, 1993). 

 

Brand awareness has been cited as the first and the foremost component for building 

the brand equity of a product or service (Keller, 2001). The same can be applied in 

context of destinations too (Chon, 1992). Tourists visit only those destinations which 

falls in their ‘awareness set’ of destinations and whom they recognize (Pike, Gentle, 

Kelly & Beatson, 2016; Yuwo, Ford & Purwanegara, 2013; Kashif, Samsi & 

Sarifuddin, 2014; Kotler, Haider & Rein, 1993). Destination planners need to 

understand the importance that brand awareness has for their destinations branding that 
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could impact brand recall, brand knowledge and brand recognition. These components 

are also called as the determinants of brand awareness (Pike, Bianchi, Kerr & Patti, 

2010). Thus the construct of brand awareness in terms of the destination refers to the 

level of knowledge and information a tourists hold about a particular destination. 

Awareness can be regarded as the first step towards achieving brand loyalty that can be 

built if it is crafted considering various stakeholder (Chigora & Zvavahera, 2015).  

 

Keller (2001) focused on the ways identity can be maintained for creating brand 

awareness to form brand salience with customers having more detailed information 

about the brand like the product / service category in which the brand competes and 

which need of the customer the brand is going to satisfy. While using ‘destination 

salience’, destination marketers and planners should have a clear understanding of the 

wide offerings (natural and manmade) a destination has to offer (Chigora &  

Zvavahera, 2015).. Thus, defining destination ‘hierarchy of intent’ as well as the fact 

that tourists visiting a particular destination are also well aware of destination product 

category, its logo, symbol, brand name resulting a relationship between the destination 

and the tourists where destination forms a dominant name in the tourists consideration 

set even if they have not previously visited the destination (Chigora & Zvavahera, 

2015; Kashif, Samsi & Sarifuddin, 2014).  

 

Destination salience can be understood on the basis of two key terms: breadth and 

depth. Brand salience depth simply connotes the meaning of brand awareness i.e. how 

easy tourists recall or identify the destination whereas brand salience breadth provides 

a more complex scenario of tourists mind including tourist’s top-of-mind, mind share, 

purchase, and consumption related behavior (Im, Kim, Elliot & Han, 2012; Konecnik, 

2010). It is, thus, argued that Destination marketers/ planners desirous of building a 

strong foundation for the next building block of their customer based brand-equity 

pyramid should focus strongly on ‘depth’ and ‘breadth’ that finally contributes to 

teams’ salience. 

 
Destination Meaning  

 

Destination salience gives a logical rationale to tourists to understand the reason a 

particular destination is developed as a tourism product and in which category it falls 

(Konecnik, 2010). Notably, for some tourists this is not sufficient to get attracted/ 

associated to a destination. Other parameters like destination meaning and destination 

image play their important role in creating a favorable and respectable image in the 

minds of the tourists (Dinnie, 2011; Gartner & Ruzzier, 2011). Destination image is the 

core construct in modelling of any destination branding performance and has a direct 

and significant influence on the destination brand salience, image and resonance (Pike, 

Gentle, Kelly & Beatson, 2016).  

 

Like Keller (2001), we categorize destination meaning into two broad categories: 

destination performance and destination imagery. Both these categories represent 

different ways in which a tourist is associated with the destination e.g. destination 

performance includes the functional and performance related tourists associations 

whereas destination imagery represents the abstract and imaginations related 

associations.  
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Similar to Keller (2001), both were included under brand meaning. We are also of the 

similar view that the destinations with high service deliverance will have a positive and 

prolonged impact on the tourists who attach particular meaning to the destination 

meeting their functional needs, thus leading to tourist repeated visits and loyalty 

(Dinnie, 2011). Interestingly, tourists can rate / compare destination performance on 

the basis of associated attributes and/or benefits such as destination reliability 

(consistency of performance), destination effectiveness (how effective a destination 

satisfy the tourists entertainment needs), design and style (intangibles like color, logo 

and other dimensions impacting tourists sensory aspects) and price of the facilities 

available at the destination.  

 

On the other end of the destination gamut is the abstract or imagination related 

intangible associations from which a tourist derive meanings based on his imaginations 

(Gartner & Ruzzier, 2011). Destination image has a very significant effect on tourists 

physiological connection with the host destination and his intentions to revisit (King, 

Chen & Funk, 2015; Iyer & Kuksov, 2010). It typically depicts the abstract thinking of 

the tourists and is supposed to fulfill tourist’s psychological and social needs. 

Intangible and abstract meanings can be broadly classified into categories dependent 

upon tourists demographic factors (tourist gender, race, ethnicity, income, marital 

status), tourists psychographic factors (attitude towards destination, social issues, 

possessions, careers or political interest), visit to destination (length of stay, type of 

accommodation etc) tourist personalities and their values and finally the past history or 

performance of the destination visited. 

 

Importantly, whichever is the type of brand meaning tourists are generating for the 

destination professional executives should always assess the strength (How strong is 

the destination identified?), uniqueness (How different is the destination identified via 

generated meaning?) and favorability (How valuable is the association/meaning for the 

tourists?) of those associations. They should be more interested in producing these 

different associations and then assessing these questions in a sequential order for 

creating a strong tourist based brand-equity, thus, generating a larger pool of loyal 

tourists (King, Chen & Funk, 2015; Iyer & Kuksov, 2010). A destination with strong 

brand equity is indeed positively and significantly related to tourism strength and 

tourist loyalty (Mikulic, Milicevic & Kresic, 2016). Thus, brand equity of the 

destination is the major key player in attracting the tourist traffic towards a particular 

destination.  

 
Tourist Responses 

 

Whereas the previous stages talks about how proper and planned destination 

management can garner strong and favorable brand associations, current section put 

more emphasis on exploring what tourists thinks of a destination and emphasize on 

evaluating tourists responses towards previously undertaken marketing activities from 

tourists perspectives so as to have an understanding of tourists feelings or judgments 

towards the destination, thus, exploring whether the destination lives in the ‘heart’ or 

‘head’ of the tourists.  
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Responses towards destination can be broadly categorized into two categories: tourist 

judgments and tourist feelings about the destination. Tourist judgments reflect rational 

and personal thoughts of tourists towards the destination created as a result of different 

functional/performance or imagery related to destination performances (King, Chen & 

Funk, 2015). In simple term, tourist judgments simply reflects the feelings or responses 

originating directly from the head and do not take into consideration the heartily 

decisions. A tourist can make different types of judgments like destination quality 

(destination resources, destination infrastructure, current performance of destination), 

destination credibility (perceived expertise/professionalism, trust on destination, 

entertaining, and worth spending the time and value for visiting the destination), 

destination consideration (extent to which tourists considers the destination into the set 

where he would love to visit), and destination superiority (extent to which a destination 

is viewed as superior and better than the other destinations).  

 

On the other hand, destination feelings refer to responses originating from the heart and 

are basically taken on the basis of emotional reactions towards the destination. A 

tourist will have positive emotional attachment with the destination depending on the 

level of emotions they hold towards the destination (Liu, 2016). In addition, tourists 

holding a strong positive image of the destination are satisfied and loyal towards the 

destination (Lu & Tian, 2015). Sometimes, social acceptance and relationships with 

others also induces a sort of feelings within the tourists. Tourist’s feelings can be 

categorized into types such as: 

1) Warmth: feelings that make the tourist to feel a sort of calm or sentimental or 

affectionate about the destination.  

2) Fun: Tourists may feel amused, cheerful, joyful, playful or even lighthearted after 

visiting the destination.  

3) Excitement: feelings that make tourists feel more energetic and may feel cool or 

excited. 

4) Security: Tourists may feel as if negative feelings like sadness, worries are being 

eliminated and occurs when the destination produces a sense of security for the 

tourists. 

5) Social Approval: occurs when tourists feel that supporting a destination is viewed 

as socially acceptable and most of his peer-group, friends, and family members 

support the same destination.  

6) Self Respect: occurs when tourists feel a sense of pride and respect by supporting a 

destination.  

 

Recent researches on consumers feelings and their judgments had also contributed in 

favor of the argument that both plays an important role in consumers evaluation of 

products/services and enhanced tourist loyalty and firms revenues (Laros & 

Steenkamp, 2005; Iyer & Kuksov, 2010).  

 

We, thus, argue that managers /destination planners of the destination should leverage 

and take into consideration these two dimensions by not worrying about their place of 

origin, head or heart, but should be more evaluative about how positive these feelings 
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are and efforts should be made to convert negatively formed feelings about the 

destinations into favorable positive feelings.  

 
Destination –Tourist Relationships 

 

The final building block in the tourists based brand-equity pyramid is named as 

‘destination resonance’ and takes into consideration leveraging relationship between 

tourists and the destination. Destination resonance gives a clear indication to the 

tourists that the destination is in synchronization with them and is committed for their 

welfare by developing a strong psychological bond (Pike, Gentle, Kelly & Beatson, 

2016). As per Keller (2001), various dimensions of destination resonance can be 

broken down into different categories as: 

1) Behavioral loyalty: degree to which tourists repeatedly visit the destination and 

visit the destination again and again whenever they have a choice. Behavioral 

loyalty directly impact destination revenues (Somaskanthan & Rosmalina, 2016). 

To ensure tourist loyalty it is very imperative for the destination planners to satisfy 

them with best of the experiences, thus ensuring tourists repeated visits to the 

destination and high loyalty (Somaskanthan & Rosmalina, 2016; Chiu, Zeng & 

Cheng, 2016:).  

2) Attitudinal attachment: degree to which the tourists love or describe the destination 

as an important part of their life.  

3) Sense of community: Keller (2001) argues that by associating with communities 

brands can leverage the association for transferring meaning to them. However, the 

application of this practice in tourism context is also feasible where the destination 

can associate with a community or generate their own global communities and 

generates broader meaning and tourist’s base who, thus, feels associated with the 

destination. 

4) Active engagement: This step is considered to be the litmus-test for assessing the 

effectiveness of all the previous building blocks. It is argued that tourists would be 

willing to invest their time, money, energy, and other resources in visiting a 

destination ‘when they are highly loyal and view the team as reliable and worth the 

investment made. Tourists will be interested in participating only when all the 

previous blocks had been placed at their respective positions and destinations have 

worked hard by making sufficient investment on them. An active engaged tourist 

would resemble in the promotion of the destination, communicate about the 

destination via word-of-mouth, interaction and exchange of information with other 

loyal tourists, acting as a brand ambassador for the destination and hence 

strengthening the ties with other non (loyal) tourists.  

5) Social responsibility: Keller (2001) stops at active engagement when explaining 

the various categories of brand resonance and does not take into account the 

important role played by ‘corporate social responsibility’ in tourism marketing. 

There are plenty of researches focusing on the issue of CSR in tourism industry 

also (Cetindamar & Husoy, 2007; Blowfield & Murray, 2008, Jamali & Mirshak, 

2007). A number of initiatives have been carried out globally resulting in 

associations such as Business Ethics Network, Global Compact, Global Reporting 

Initiatives, The World Business Council for Sustainable Development, The 

Croatian Business Council for Sustainable Development, etc. Even in 2009 
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roundtable conference of Organization for Economic Cooperation and 

Development (OECD) focus was more on assessing the responsibilities of 

multinational companies towards consumers. When applied in context of tourism 

sector, it was advised that the tourist should be respected and tourism product 

should also be respected taking into consideration the local community, the 

environment and the culture requiring MNC’s to focus on a CSR issue. 

Responsible tourism is one of the best types of tourism where a tourist undertakes 

his role in the development of the tourist destination (Mihalic, 2016). Golja and 

Nizic (2010) also argued corporate social responsibility practices in tourism as 

significant and in the introductory phase and advised corporate hotels, tourism 

companies or destinations to undertake CSR activities like supporting and 

restoration of cultural sites, sponsoring tourism events/research projects, 

supporting / implementing climate change and/or energy efficiency measures, 

making environmental supportive infrastructure supporting energy and waste 

management. It was discussed that such an investment can lead to a win-win 

situation for all stakeholders involved with tourism as well as for the destination. 

Previous literature had also argued that corporate social responsibility has a 

positive impact on brand strength, brand value, brand credibility, competitive 

positioning, and hence global brand-equity (Du, Bhattacharya & Sen, 2007; 

Munilla & Miles, 2005). In the light of the above studies it is, thus, argued that 

getting engaged with any socially responsible cause, by the hotels or tourism 

company(ies) of a destination will help a destination to generate higher tourist 

based brand-equity in long-run when compared to destinations without any social 

cause.  

 

 

3. OUTCOMES OF HIGH TOURIST BASED BRAND-EQUITY 

 

Some of the previous brand-equity frameworks (Konecnik & Ruzzier, 2007; Boo, 

Busser & Baloglu, 2009; Kladou & Kehgias, 2014, b) also suffer a major limitation by 

not looking at the consequences of building high/low brand-equity. In this framework 

we had discussed important consequences (Figure 2) indicating why destination 

marketers / planners should be interested in building high tourist based brand-equity of 

their destinations. Some of the important outcomes are suggested as below: 

 
Active / Intense Tourist Loyalty 

 

Marketing scholars have investigated loyalty in different contexts but very limited 

studies have defined loyalty in context of destination branding. Pike Bianchi, Kerr and 

Patti (2010) argued that researches regarding loyalty among destination planners are 

still in their infancy stages. The selection of a destination by tourists, among the set of 

available options, is influenced by tourist loyalty towards the destination (1992). 

Chaudhuri and Holbrook (2001) argued that loyalty can be measured via dimensions of 

attitudinal and behavioral loyalty. In the context of destinations, the attitudinal loyalty 

consists of the revisit intentions of the tourists (Yoon & Uysal, 2005). Attitudinal 

loyalty impacts tourists satisfaction which further leads to development of positive 

tourists attitudes toward the destination. Behavioral loyalty can be defined in terms of 

the repeat revisit intentions of the tourists (Pappu, Quester, & Cooksey, 2005). As an 
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important component of brand equity, it encompass brand attitude, performance, image 

and awareness (Chen & Gursoy, 2001) and has been called as the outcome of high 

brand equity (Oppermann, 2000). In tourism context, the term destination loyalty has 

been defined as consisting of tourists’ re-visit intentions and their positive word-of-

mouth (Baker & Crompton, 2000).  

 
Increase in Tourist Arrivals / Visits  

 

A destination having strong image and delivering best of its standards is able to attract 

more and more of potential tourists thus resulting in the increased tourist inflow which 

eventually adds to the overall infrastructural and overall development of the 

destination. For example, 17.38 million tourists visited London in 2014 followed by 

Singapore which attracted 17.09 million international visitors.  

 
Positive word of mouth 
 

With the destinations being able to deliver at best standards, it thus leads to the creation 

of the positive image of the destination. A destination with a strong image is able to 

spread positive word-of-mouth enhancing destinations brand-equity (Virvilaite, 

Tumasonyte & Sliburyte, 2015). Social media plays a very critical role in maintain the 

positive relationship with brand quality and strengthens the relationship between the 

two (Hudson, Huang, Roth & Madden, 2016).  

 

 

4. CONCLUSION  

 

Previous frameworks of brand-equity measurement in destination marketing had 

focused only on the brand awareness and brand association dimensions highlighting 

only how to build destinations brand-equity but fails to explain how to develop strong 

psychological commitment and retain tourists engagement in the destination activities. 

Importantly, we argue that destination marketers/ planners should focus on sustainable 

development of destinations’ brand-equity and should view themselves as a part of 

tourism industry satisfying the needs of their tourists.  

 

To our knowledge, the tourist based brand-equity pyramid is the very first framework 

using Keller (2001) for explaining brand-equity formation of the tourist’s destinations 

which needs to be sustainable in nature. Sustainability, developed initially as a 

management concept (Hall, 2012), is a now a key issue for governments these days for 

formulating tourism development policies (Mihalic, 2016; Walz & Koehler, 2014), 

environmentally responsible tourists’ destinations (Ruzzier, Petek & Ruzzier, 2015; 

Mihalic, 2013; Leonidou, and Leonidou, 2011) and in tourism research (Budeanu, 

Miller, Moscardo & Goi, 2016). For example in New Zealand, more importance is 

given to sustainability to protect and sustain the amenity values in National parks and 

other iconic destinations (Tourism-NZ, 2005). Recently, Ruzzier, Petek & Ruzzier 

(2015) also explored the sustainability issues related with “I Feel Slovenia” brand and 

argued that sustainability aspect should be stitched around both the visible as well as 

invisible elements of the destination brand ‘Slovenia’. Citing the importance of 

sustainability in tourism, emphasis of destination planners, thus, should be on 
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developing sustainable based brand-equity for their destinations which lies at the core 

of our discussion.  

 

In addition, the pyramid also talks about adopting a social cause to give something 

back to the society by focusing on ‘doing something by doing something good’. 

Importantly, this concept has not been mentioned by previous brand-equity 

frameworks. In tourism industry destinations have adopted a social cause and are 

working selflessly with the aim of benefitting the needy people which can be subjected 

to future researches for assessing if indulging in a socially responsible cause helps to 

enhance the brand-equity of destinations. There are plenty of researches focusing on 

the issue of CSR in tourism industry also (Cetindamar & Husoy, 2007; Blowfield & 

Murray, 2008, Jamali & Mirshak, 2007). A number of initiatives have also been carried 

out globally resulting in associations such as Business Ethics Network, Global 

Compact, Global Reporting Initiatives, The World Business Council for Sustainable 

Development, The Croatian Business Council for Sustainable Development, etc. Even 

in 2009 roundtable conference of Organization for Economic Cooperation and 

Development (OECD) focus was more on assessing the responsibilities of 

multinational companies towards consumers. When applied in context of tourism 

sector, it was advised that the tourist should be respected and tourism product should 

also be respected taking into consideration the local community, the environment and 

the culture requiring MNC’s to focus on a CSR issue. Above mentioned points make 

the inclusion of CSR activities in the brand-equity framework as legit and justified.  

 

To conclude, it is argued that the very first step for developing a sustainable brand-

equity for destinations (we called it as tourist based brand-equity pyramid) start with 

defining the destination salience, thus, providing a reason to destination managers / 

planners why they are into the business and gives them a direction for future decisions 

followed by defining the destination meaning, destination responses and finally the 

destination relationships with its tourists. Also, for giving a clear understanding of the 

reasons for building strong brands, the consequences are explained, thus, legitimizing 

the reasons for tourism managers to indulge in developing brand-equity of their 

destinations. Important point to note is that current research is only an attempt towards 

conceptually explaining the tourist based brand-equity pyramid in the context of 

tourism destinations. Future researchers are welcomed to empirically assess the validity 

and reliability of the conceptual framework.  

 

 

REFERENCES 
 
Aaker, D.A. (1991), Managing Brand Equity: Capitalizing on the value of a brand name, The Free Press, 

New York, United States.  

Anholt, S. (2004), Branding Places and Nations, In Clifton, R., Simmons, J. & Ahmad S. (Ed.), Brands and 
Branding, Princeton, NJ, Bloomberg Press, London. 

Atadil, H.A., Sirakaya, T.E. and Altintas, V. (2015), “An analysis of destination image for emerging markets 

of Turkey”, Journal of vacation marketing, Vol. 20, No. 3, pp. 195-210. 
 doi:10.1177/1356766715616858  

Baker, D.A. and Crompton, J.L. (2000), “Quality, Satisfaction and Behavioural Intentions”, Annals of 

Tourism Research, Vol. 27, No. 3, pp. 785-804. doi:10.1016/S0160-7383(99)00108-5 
Balmer, J.M.T. and Gray, R.E. (2000), “Corporate identity and corporate communications: creating a 

competitive advantage”, Industrial and Commercial Training, Vol. 3, No. 7, pp. 256-262. 

doi:http://dx.doi.org/10.1108/00197850010379811 

http://dx.doi.org/10.1016/S0160-7383(99)00108-5


Tourism and Hospitality Management, Vol. 23, No. 1, pp. 119-137, 2017 

A. Yousaf, I. Amin, A. Gupta: CONCEPTUALISING TOURIST BASED BRAND-EQUITY PYRAMID ... 

 133 

Blain, C., Levy, S.E. and Ritchie, B. (2005), “Destination branding: Insights and practices from destination 

management organizations”, Journal of Travel Research, Vol. 43, No. 4, pp. 328-338. 

 doi: 10.1177/0047287505274646 
Blowfield, M. and Murray, A. (2008), Corporate Responsibility: A Critical Introduction, Oxford University 

Press, Oxford.  

Boo, S., Busser, J. and Baloglu, S. (2009), “A Model of Customer-Based Brand Equity and its Application to 
Multiple Destinations”, Tourism Management, Vol. 30, pp. 219-231.  

 doi:10.1016/j.tourman.2008.06.003 

Budeanu, A, Miller, G, Moscardo, G. and Ooi, C-S. (2016), “Sustainable Tourism: Progress Challenges and 
Opportunities: An Introduction”, Journal of Cleaner Production, Vol. 111, No. B, pp. 285-294. 

doi: 10.1016/j.jclepro.2015.10.027 

Cetindamar, D. and Husoy, K. (2007), “Corporate Social Responsibility Practices and Environmentally 
Responsible Behavior: The Case of The United Nations Global Compact”, Journal of Business 

Ethics, No. 76, pp. 163-176. 
Chaudhuri, A. and Holbrook, M.B. (2001), “The chain of effects from brand trust and brand affect to brand 

performance: The role of brand loyalty”, Journal of Marketing, Vol. 65, No. 2, pp. 81-93. 

doi: http://dx.doi.org/10.1509/jmkg.65.2.81.18255 
Chen, J.S. and Gursoy, D. (2001), “An investigation of tourists’ destination loyalty and preferences”, 

International Journal of Contemporary Hospitality Management, Vol. 13, No. 2, pp. 79-85.  

 doi: http://dx.doi.org/10.1108/09596110110381870 
Chigora, F. and Zvavahera, P. (2015), “Awareness completes brand loyalty: Reality of Zimbabwe Tourism 

Destinations”, Business and Management Horizons, Vol. 3, No. 2, pp. 60-69. 

Chiu, W., Zeng, S. and Cheng, S.P. (2016), “The influence of destination image and tourist satisfaction on 
tourist loyalty: A case study of Chinese tourists in Korea”, International Journal of Culture, 

Tourism and Hospitality Research, Vol. 10, No. 2, pp. 223-234.  

 doi: http://dx.doi.org/10.1108/IJCTHR-07-2015-0080 
Chon, K.S. (1992), “The role of destination image in tourism: An extension”, Tourism Review, Vol. 47, No. 

1, pp. 2-8. doi: http://dx.doi.org/10.1108/eb058086 

Cooper, H.M. (1989), Integrating Research: A Guide for Literature Reviews, 2nd Ed, Sage Publications, 

Newbury Park, CA.  

Cornelissen, P.J., Haslam, A.S. and Balmer, M.T. (2007), “Social Identity, Organizational Identity and 

Corporate Identity: Towards an Integrated Understanding of Processes, Patterning’s and 
Products”, British Journal of Management, Vol. 18, No. 1, pp. 1-16. doi: 10.1111/j.1467-

8551.2007.00522.x 

Craig, B.J., Dibrell, C. and Davis, S.P. (2008), “Leveraging Family-Based Brand Identity to Enhance Firm 
Competitiveness and Performance in Family Businesses”, Journal of Small Business 

Management, Vol. 46, No. 3, pp. 351-371. doi.org/10.1111/j.1540-627X.2008.00248.x 

Dinnie, K. (2011), City Branding – Theory and Cases, Palgrave Macmillan, Hampshire, United Kingdom. 
Du, S., Bhattacharya, C. and Sen, S. (2007), “Reaping Relational Rewards from Corporate Social 

Responsibility: The Role of Competitive Positioning”, International Journal of Research in 

Marketing, Vol. 24, pp. 224-241. doi:10.1016/j.ijresmar.2007.01.001 
Freire, J.R. (2016), “Managing destination brand architecture – The case of Cascais Municipality”, Place 

Branding and Public Diplomacy, Vol. 12, No. 1, pp. 78-90. doi: 10.1057/pb.2015.23 

Gartner, W.C. (2014), “Brand equity in a tourism destination”, Place Branding and Public Diplomacy, Vol. 
10, No. 2, pp. 108-116. doi: 10.1057/pb.2014.6  

Gartner, W.C. and Ruzzier, M.K. (2011), “Tourism Destination Brand Equity Dimensions: Renewal Versus 

Repeat Market”, Journal of Travel Research, Vol. 50, No. 5, pp. 471-481. Retrieved from 
http://ssrn.com/abstract=2233862 

Giannopoulos, A., Kladou, S., Mavragani, E. and Chytiri, A.P. (2012), Measuring the effectiveness of 

destination branding: a critical approach, in Proceedings of the 2nd Advances in Hospitality and 
Tourism Marketing and Management Conference, Corfu. 

Golja, T. and Nizic, M.K. (2010), “Corporate social responsibility in tourism – The most popular tourism 

destinations in Croatia: Comparative analysis”, Management, Vol. 15, No. 2, pp. 107-121.  
Hall, M. (2012), Governance and responsible tourism. In: Leslie, D. (Ed.), Responsible Tourism. Concepts, 

Theory and Practice. CABI, Wallingford.  

Hardikurnia, V.Z. (2011), Surabaya City Branding Strategies Based on Public Perceptions, Published 
Undergraduate Final Project, School of Business and Management – Bandung Institute of 

Technology. 

  

http://dx.doi.org/10.1016/j.tourman.2008.06.003
http://research.cbs.dk/en/persons/adriana-budeanu(cbfcd751-1264-4c29-b919-818ff33d7a2c)/publications.html
http://research.cbs.dk/en/publications/sustainable-tourism-progress-challenges-and-opportunities(19d0c6f9-8127-46da-92a1-7e4cf3f71495).html
http://research.cbs.dk/en/publications/sustainable-tourism-progress-challenges-and-opportunities(19d0c6f9-8127-46da-92a1-7e4cf3f71495).html
http://dx.doi.org/10.1016/j.jclepro.2015.10.027
http://dx.doi.org/10.1509/jmkg.65.2.81.18255
http://dx.doi.org/10.1108/IJCTHR-07-2015-0080
http://dx.doi.org/10.1108/eb058086
http://dx.doi.org/10.1111/j.1540-627X.2008.00248.x
http://dx.doi.org/10.1016/j.ijresmar.2007.01.001
http://ssrn.com/abstract=2233862


Tourism and Hospitality Management, Vol. 23, No. 1, pp. 119-137, 2017 

A. Yousaf, I. Amin, A. Gupta: CONCEPTUALISING TOURIST BASED BRAND-EQUITY PYRAMID ... 

 134 

Harris, F. and Chernatony, D. L. (2001), “Corporate branding and corporate brand performance”, European 

Journal of Marketing, Vol. 35, No. 3/4, pp. 441-456.  

 doi: http://dx.doi.org/10.1108/03090560110382101 
Hudson, S., Huang, L., Roth, M.S. and Madden, T.J. (2016), “The influence of social media interactions on 

consumer–brand relationships: A three-country study of brand perceptions and marketing 

behaviours”, International Journal of Research in Marketing, Vol. 33, No. 1, pp. 27-41. 
doi:10.1016/j.ijresmar.2015.06.004 

Im, H.H., Kim, S.S., Elliot, S. and Han, H. (2012), “Conceptualizing destination brand equity dimensions 

from a consumer-based brand equity perspective”, Journal of Travel & Tourism Marketing, Vol. 
29, No. 4, pp. 385-403. doi: 10.1080/10548408.2012.674884 

Iyer , G. and Kuksov, D. (2010), “Consumer Feelings and Equilibrium Product Quality”, Journal of 

management & Economic Management Strategy, Vol. 19 , No. 1, pp. 137-168. Retrieved from 
http://groups.haas.berkeley.edu/marketing/sics/SICS%202007%20Papers/feeling_April07_final.p

df  
Jamali, D. and Mirshak, R. (2007), “Corporate Social Responsibility (CSR): Theory and Practice in a 

Developing Country Context”, Journal of Business Ethics, Vol. 72, No. 3, pp. 243-262.  

Kashif, M., Samsi, M.Z.S. and Sarifuddin, S. (2014), “Brand Equity of Lahore Fort as a tourism Brand”, 
Revista de Administração de Empresas, Vol. 55, No. 4, pp. 432-443.  

 doi: http://dx.doi.org/10.1590/S0034-759020150407. 

Kavaratzis, M. (2008), From city marketing to city branding: an interdisciplinary analysis with reference to 
Amsterdam, Budapest and Athens, Dissertation university of Groningen, The Netherlands. 

Keller, K.L. (1993), “Conceptualizing, measuring, and managing customer-based brand equity”, Journal of 

Marketing, Vol. 57, No. 1, pp. 1-22. doi: 10.2307/1252054 
Keller, K.L. (2001), “Building customer-based brand equity: Building customer-based brand equity”, 

Marketing Science Institute, Vol. 10 , No. 2, pp. 3-38.  

Keller, K.L. (2008), Strategic Brand Management, Building, Measuring, and Managing Brand Equity, (3rd 
Edition ed.). (D. Parker, Ed.) Pearson Education, Inc, Upper Saddle River, New Jersey. 

Kerr, G. (2006), “From Destination Brand to Location Brand”, Journal of Brand Management, Vol. 13, No. 

4/5, pp. 276-283. doi:10.1057/palgrave.bm.2540271 

King, C., Chen, N. and Funk, D.C. (2015), “Exploring destination image decay : A study of sport tourists 

destination image change after event participation”, Journal of hospitality & tourism research, 

Vol. 39, No. 1, pp. 3-31. doi:10.1177/1096348012461547 
Kladou, S. and Kehagias, J. (2014, a), “Assessing destination brand equity: an integrated approach”, Journal 

of Destination Marketing & Management, Vol. 3 No. 1, pp. 2-10. 

 doi:10.1016/j.jdmm.2013.11.002 
Kladou, S. and Kehgias, J. (2014, b), “Developing a structural brand equity model for cultural destinations”, 

Journal of Place Management and Development, Vol. 7, No. 2, pp. 112-125.  

 doi: http://dx.doi.org/10.1108/JPMD-03-2013-0007 
Konecnik, C.W. (2010), “Clarifying the concept of customer-based brand equity for tourism destination”, 

Annales-Anali Za Istrske in Mediteranske Studije Series, Vol. 20, No. 1, pp. 189-200. Retrieved 

from http://ssrn.com/abstract=2233189  
Konecnik, C.W. and Ruzzier, K.M. (2007), “Customer-Based Brand Equity for a Destination”, Annals of 

Tourism Research, Vol. 34, No. 2, pp. 400-421. Retrieved from http://ssrn.com/abstract=2233732  

Konecnik, C.W. and Ruzzier, K.M. (2011), “Tourism Destination Brand Equity Dimensions: Renewal versus 
Repeat Market”, Journal of Travel Research, Vol. 50, No. 5, pp. 471-481.  

 doi: 10.1177/0047287510379157 

Konecnik, M. (2005), Customer-Based Brand Equity for Tourism Destination: Conceptual Model and Its 
Empirical Verification, Published PhD Dissertation, University of Ljubljana, Slovenia.  

Konecnik, M. (2006), “Slovenia: New challenges in enhancing the value of the tourism destination brand”, in 

Hall, D. R., Smith, M. K., & Marciszewska, B. (eds.), Tourism in the new Europe-The Challenges 
and Opportunities of EU Enlargement, pp. 81-91, CAB International: UK.  

Kotler, P., Haider, D.H. and Rein, I. (1993), Marketing Places, Free Press, New York. 

Laros, F.J.M. and Steenkamp, J.E.M. (2005), “Emotions in Consumer Behaviour: a Hierarchical Approach”, 
Journal of Business Research, Vol. 58, pp. 1437-1445. 

Leonidou, C.N. and Leonidou, L. (2011), “Research into Environmental Marketing/Management: A 

Bibliographic Analysis”, European Journal of Marketing, Vol. 45, No. 1/2, pp. 68-103. doi: 
http://dx.doi.org/10.1108/03090561111095603  

Liu, G., Liston-Heyes, C. and Ko, W.W. (2010), “Employee participation in cause-related marketing 

strategies: A study of management perceptions from British consumer service industries”, Journal 
of Business Ethics, Vol. 92, pp. 195-210. doi: 10.1007/s10551-009-0148-3 

http://dx.doi.org/10.1108/03090560110382101
http://dx.doi.org/10.1016/j.ijresmar.2015.06.004
http://groups.haas.berkeley.edu/marketing/sics/SICS%202007%20Papers/feeling_April07_final.pdf
http://groups.haas.berkeley.edu/marketing/sics/SICS%202007%20Papers/feeling_April07_final.pdf
http://dx.doi.org/10.1016/j.jdmm.2013.11.002
http://dx.doi.org/10.1108/JPMD-03-2013-0007
http://ssrn.com/abstract=2233189
http://ssrn.com/abstract=2233732
http://dx.doi.org/10.1108/03090561111095603


Tourism and Hospitality Management, Vol. 23, No. 1, pp. 119-137, 2017 

A. Yousaf, I. Amin, A. Gupta: CONCEPTUALISING TOURIST BASED BRAND-EQUITY PYRAMID ... 

 135 

Liu, H. (2016), The Role of negative emotions in shaping tourists Experiences, Tourism and Travel Research, 

Conference proceedings. 

Lu , D. and Tian, Y. (2015), “The emotion of AWE and perception of destination to influence tourists 
satisfaction”, Journal of Business and Management, Vol. 3, pp. 412-421.  

 doi: 10.4236/ojbm.2015.34040   

Mar, G. Carmen, L. and Arturo, M. (2015), “A model of tourism destination brand equity: The case of wine 
tourism destinations in Spain”, Tourism Management, Vol. 51, pp. 210-222. 

 doi:10.1016/j.tourman.2015.05.019 

Mihalic, T. (2013), “A Green tourism Barometer in the time of economic crisis e the concept and case of 
Slovenia”, In: Paper presented at the conference Tourism in Southern and Eastern Europe, 

Retrieved from http://www.fthm.uniri.hr/files/Kongresi/ToSEE/2013/papers/1%20Mihalic.pdf.  

Mihalic, T. (2016), “Sustainable-responsible tourism discourse – Towards ‘responsustable’ tourism”, Journal 
of Cleaner Production, Vol. 111, No. B, pp. 461-470. doi: 10.1016/j.jclepro.2014.12.062 

Mikulic, J., Milicevic, K. and Kresic, D. (2016), “The relationship between brand strength and tourism 
intensity: empirical evidence from the EU capital cities”, International Journal of Culture, 

Tourism and Hospitality Research, Vol. 10, No. 1, pp. 14-23.  

 doi: http://dx.doi.org/10.1108/IJCTHR-06-2015-0054 
Mok , K.M., Mandy (2010), “Developing a Brand for the Sabah State in Malaysia: Empirical Research 

Among its Tourists”, The Journal of American Academy of Business, Cambridge. Vol. 9, No. 4/5, 

pp. 241-248. 
Morgan, N., Pritchard, A. and Piggott, R. (2003), “Destination branding and the role of the stakeholders: The 

case of New Zealand”, Journal of Vacation Marketing, Vol. 9, No. 3, pp. 285-299. doi: 

doi: 10.1177/135676670300900307 
Munilla, S., L. and Miles, P.M. (2005), “The Corporate Social Responsibility Continuum as a Component of 

Stakeholder Theory”, Business and society Review, Vol. 110, No. 4, pp. 371-387.  

 doi: 10.1111/j.0045-3609.2005.00021.x 
Oppermann, M. (1999), “Predicting destinations choice – a discussion of destination loyalty”, Journal of 

Vacation Marketing, Vol. 5, No. 1, pp. 51-65. doi: 10.1177/135676679900500105 

Pappu, R., Quester, P. and Cooksey, R.W. (2005), “Consumer-based brand equity: improving the 

measurement – empirical evidence”, Journal of Product & Brand Management, Vol. 14, No. 3, 

pp. 143-154. doi: http://dx.doi.org/10.1108/10610420510601012 

Park, C. and Srinivasan, V. (1994), “A survey Based Method for Measuring and understanding Brand Equity 
and its Extendibility”, Journal of Marketing Research, Vol. 31, No. 1, pp. 271-288.  

 doi: 10.2307/3152199 

Pike, S. (2007), “Customer based brand equity for destinations. Practical DMO performance measures”, 
Journal of travel and tourism marketing, Vol. 22, No. 1, pp. 51-56. 

Pike, S., Bianchi, C., Kerr, G. and Patti, C. (2010), “Consumer-based brand equity for Australia as a long 

haul tourism destination in an emerging market”, International Marketing Review, Vol. 27, No. 4, 
pp. 434-449. doi: http://dx.doi.org/10.1108/02651331011058590 

Pike, S., Gentle, J., Kelly, L. and Beatson, A. (2016), “Tracking brand positioning for an emerging 

destination: 2003 to 2015”, Journal of tourism, Leisure and Hospitality Management, May 
(Online), doi: 10.1177/1467358416646821 

Pike, S. and Bianchi, C. (2016), “Destination brand equity for Australia; testing a model of CBBE in short 

haul and long haul markets”, Journal of Hospitality and Tourism Research, Vol. 40, No. 1, pp. 
114-134. doi: 10.1177/1096348013491604 

Pitta, D.A. and Katsanis, L.P. (1995), “Understanding brand equity for successful brand extension”, Journal 

of Consumer Marketing, Vol. 12, No. 4, pp. 51-64.  
 doi: http://dx.doi.org/10.1108/07363769510095306 

Popescu, A.I. (2012), “Branding Cities as Educational Centres: The Role of Higher Education Institutions”, 

Management and Marketing Challenges for the Knowledge Society, Vol. 7, No. 3, pp. 493-512. 
Retrieved from http://www.managementmarketing.ro/pdf/articole/280.pdf  

Rico, G.M., Lopez, C. and Collado, M.A. (2015), “A Model of Tourism Destination Brand Equity. The Case 

of Wine Tourism Destination in Spain”, Tourism Management, Vol. 51, pp. 210-222. 
doi:10.1016/j.tourman.2015.05.019 

Ruzzier, K.M., Petek, N. and Ruzzier, M. (2015), “Incorporating Sustainability in Branding: I Feel Slovenia”, 

The IUP Journal of Brand Management, Vol. 12, No. 1, pp. 7-21. Retrieved from: 
http://ssrn.com/abstract=2671084  

Smrekar, M. & Ruzzier, M.K. (2014). “Slovenian-based Brand Equity of Soca Valley”, Our Economy, Vol. 

60, No. 5-6, pp. 30-39. doi: 10.7549/ourecon.2014.5-6.04.  

http://dx.doi.org/10.4236/ojbm.2015.34040
http://dx.doi.org/10.1016/j.tourman.2015.05.019
http://www.fthm.uniri.hr/files/Kongresi/ToSEE/2013/papers/1%20Mihalic.pdf
http://dx.doi.org/10.1016/j.jclepro.2014.12.062
http://dx.doi.org/10.1108/10610420510601012
http://dx.doi.org/10.1108/07363769510095306
http://www.managementmarketing.ro/pdf/articole/280.pdf
http://dx.doi.org/10.1016/j.tourman.2015.05.019
http://ssrn.com/abstract=2671084


Tourism and Hospitality Management, Vol. 23, No. 1, pp. 119-137, 2017 

A. Yousaf, I. Amin, A. Gupta: CONCEPTUALISING TOURIST BASED BRAND-EQUITY PYRAMID ... 

 136 

Somaskanthan, M. and Rosmalina, A.R. (2016), “Determining the Relationship of Tourist Satisfaction and 

Loyalty”, Journal of Advanced Research in Social and Behavioural Sciences, Vol. 2, No. 1, pp. 

93-101. 
Theodhori, O. and Qirici, E. (2014), The Impact of Destination Branding to Tourists Behaviour Albania in 

Focus, Scientific Papers International Conference on Knowledge Society.  

Tourism-NZ. (2005), New Zealand Forecasts 2005-2011; Summary Document, Wellington: Tourism 
Research Council. Ministry of Tourism. 

UNWTO Report, 2015. (n.d.). Retrieved from http://media.unwto.org/press-release/2015-01-27/over-11-

billion-tourists-travelled-abroad-2014  
UNWTO Report, 2016. (n.d.). Retrieved from http://media.unwto.org/press-release/2016-01-18/international-

tourist-arrivals-4-reach-record-12-billion-2015  

Virvilaite, R., Tumasonyte, D. and Sliburyte, L. (2015), “The influence of word of mouth communication on 
brand equity: Receiver perspectives”, Procedia-Social and Behavioural Sciences, Vol. 213, No. 1, 

pp. 641-646. doi: 10.1016/j.sbspro.2015.11.465 
Walz, R. and Koehler, J. (2014), “Using Lead Market Factors to Assess the Potential for a Sustainability 

Transition”, Environmental Innovation and Societal Transitions, Vol. 10, pp. 20-41. doi: 

doi:10.1016/j.eist.2013.12.004 
Washburn, J.H. and Plank R.E. (2002), “Measuring brand equity: an evaluation of a consumer-based brand 

equity scale”, Journal of Marketing Theory and Practice, Vol. 10, No. 1, pp. 46-62. Retrieved 

from http://www.jstor.org/stable/40470060 
Wheeler, A.R., Richey, R.G., Tokkman, M. and Sablynski, C.J. (2006), “Retaining employees for service 

competency: The role of corporate brand identity”, Journal of Brand Management, Vol. 14, No.  

1/2, pp. 96-112. doi: 10.1057/palgrave.bm.2550062 
Yoo, B.N. and Donthu, N. (2001), “Developing and validating a multidimensional consumer based brand 

equity scale“, Journal of Business Research, Vol. 52, No. 1, pp. 1-14  

 doi:10.1016/S0148-2963(99)00098-3 
Yoon, Y. and Uysal, M. (2005), “An examination of the effects of motivation and satisfaction on destination 

loyalty: A structural model”, Tourism Management, Vol. 26, No. 1, pp. 45-56. 

 doi:10.1016/j.tourman.2003.08.016 

Yuwo, H., Ford, B.J. and Purwanegara, S.M. (2013), “Customer-based brand equity for a tourism destination 

(CBBETD): The specific case of Bandung city, Indonesia”, Organizations and markets in 

emerging economies, Vol. 4, No. 1/7, pp. 8-22. 

 

 

Anish Yousaf, PhD, Assistant Professor 

Mittal School of Business 

Lovely Professional University 

Phagwara, Punjab 

Ph : +91- 81464-53583 

E-mail: anishyousaf86@gmail.com 

 

Insha Amin, Teaching Assistant   

Center for Hospitality & Tourism 

Baba Ghulam Shah Badshah University, Rajouri (J&K)   

Ph: +91-9086714567   

E-mail: inshamn@gmail.com 

 

Anil Gupta, PhD, Sr. Assistant Professor 

The Business School & SHTM 

University of Jammu 

Jammu 180006 

Ph : +91- 94191-43987 

E-mail: anil1975@yahoo.com 
  

http://media.unwto.org/press-release/2016-01-18/international-tourist-arrivals-4-reach-record-12-billion-2015
http://media.unwto.org/press-release/2016-01-18/international-tourist-arrivals-4-reach-record-12-billion-2015
http://dx.doi.org/10.1016/j.eist.2013.12.004
http://dx.doi.org/10.1016/S0148-2963(99)00098-3
http://dx.doi.org/10.1016/j.tourman.2003.08.016
mailto:anishyousaf86@gmail.com
mailto:inshamn@gmail.com
mailto:anil1975@yahoo.com


Tourism and Hospitality Management, Vol. 23, No. 1, pp. 119-137, 2017 

A. Yousaf, I. Amin, A. Gupta: CONCEPTUALISING TOURIST BASED BRAND-EQUITY PYRAMID ... 

 137 

Please cite this article as: Yousaf, A., Amin, I., Gupta, A. (2017), Conceptualising tourist based 

brand-equity pyramid: an application of keller brand pyramid model to destinations, Tourism and 

Hospitality Management, Vol. 23, No. 1, pp. 119-137, https://doi.org/10.20867/thm.23.1.1 
 

 
Creative Commons Attribution – Non Commercial – Share Alike 4.0 International 

 

 

 

https://doi.org/10.20867/thm.23.1.1
https://creativecommons.org

