
• • • • •  

References 

Aaker, D. A. (1991). Managing Brand Equity. New York: Free Press. 
Aaker, D. A. (1996). Building Strong Brands. New York: Free Press. 
Aaker, D. A. & Joachimsthaler, E. (2000). Brand Leadership. New York: Free Press. 
Aaker, D. A., Kumar, V., Day, G.S., Lawley, M. & Stewart, D. (2007). Marketing 

Research: The Second Pacific Rim Edition. Milton, Qld: Wiley. 
Aaker, D. A. & Shansby, J. G. (1982). Positioning your product. Business Horizons, 
May/June, 56–62. 

Agarwal, S. (1997). The resort cycle and seaside tourism: An assessment of its 
applicability and validity. Tourism Management, 18(2), 65–73. 

Aguilo, E., Riera, A. & Rossello, J. (2005). The shortterm price effect of a tourist 
tax through a dynamic demand model. The case of the Balearic Islands. Tourism 
Management, 26, 359–365. 

Ahmed, Z. U. (1991). The influence of the components of a state’s tourist image on 
product positioning strategy. Tourism Management, December, 331–340. 

Ahmed, Z. U. (1991a). Marketing your community: Correcting a negative image. 
Cornell HRA Quarterly, February, 24–27. 

Ahmed, Z. U. (1991b). The dark side of image marketing. The Tourist Review, 4,  
36–37. 

Ahmed, Z. U. (1996). The need for the identification of the constituents of a destina
tion’s tourist image: A promotion segmentation perspective. Journal of Professional 
Services Marketing, 14(1), 37–60. 

Ahmed, Z. & Krohn, F. B. (1990). Reversing the United States’ declining com
petitiveness in the marketing of international tourism: A perspective on future 
policy. Journal of Travel Research, 29(2), 23–29. 

Akehurst, G., Bland, N. & Nevin, M. (1993). Tourism policies in the European 
Community member states. International Journal of Hospitality Management, 12(1), 
33–66. 

Alarcon, C. (2006). Brainwave or bull? B & T, 56(2556), P. 1, 4. 
Alcantara, N. (2003). Travel advisories reward terrorists, says Gordon. www.etur
bonews.com, 24/10/03. 

Alford, P. (1998). Positioning the destination product: Can regional tourist boards 
learn from private sector practice? Journal of Travel & Tourism Marketing, 7(2), 
53–68. 

Amor, F., Calabug, C., Abellan, J. & Montfort. (1994). Barriers found in reposition
ing a Mediterranean ‘sun and beach’ product: The Valencian case. In A. V. Seaton 
et al. (eds), Tourism the State of the Art. Chichester, England: John Wiley & Sons. 

Aron, C. S. (1999). Working at Play: A History of Vacations in the United States. New 
York: Oxford University Press. 

371 

http:bonews.com


• • • • •  

Destination Marketing 

Ashworth, G. & Goodall, B. (1990a). Marketing Tourism Places. New York: Routledge. 
Ashworth, G. & Goodall, B. (1990b). Tourist images: Marketing considerations. In 

B. Goodall & G. Ashworth (eds), Marketing in the Tourism Industry: The Promotion 
of Destination Regions (pp. 213–238). London: Routledge: 

Ashworth, G. J. & Voogd, H. (1990a). Selling the City: Marketing Approaches in Public 
Sector Urban Planning. London: Belhaven Press. 

Ashworth, G.J. & Voogd, H. (1990b). Can places be sold for tourism? In 
G. Ashworth & B. Goodall (eds), Marketing Tourism Places (pp. 1–16). New 
York: Routledge. ATC. (2003). http://www.atc.net.au/brand.asp. Accessed 20 
December. 

Ateljevic, I. (1998). Circuits of Tourism: (Re)Producing the Place of Rotorua, New 
Zealand. Unpublished PhD thesis. University of Auckland. 

Ateljevic, I. & Doorne, S. (2000). Local government and tourism development: 
Issues and constraints of public sector entrepreneurship. New Zealand Geographer. 
56(2), 25–31. 

Australian Department of Industry, Tourism and Resources. (2001). Destination 
Competitiveness: Development of a Model with Application to Australia and the Republic 
of Korea. Canberra: Industry Tourism Resources Division. Available online at: 
http://www.industry.gov.au/library/content_library/DestCompetitiveRpt.pdf 

Axelrod, J. N. (1968). Attitude measures that predict purchase. Journal of Advertising 
Research, 8(1), 3–17. 

Baker, K. G., Hozier Jr, G. C., & Rogers, R. D. (1994). Marketing research theory 
and methodology and the tourism industry: A nontechnical discussion. Journal 
of Travel Research, Winter, 3–7. 

Banks, S. (1950). The relationship between preference and purchase of brands. 
Journal of Marketing, 15 (Oct), 145–157. 

Baloglu, S. (1997). The relationship between destination images and sociodemo
graphic and trip characteristics of international travellers. Journal of Vacation 
Marketing, 3(3), 221–233. 

Baloglu, S. (1998). An empirical investigation of attitude theory for tourist destina
tions: A comparison of visitors and nonvisitors. Journal of Hospitality & Tourism 
Research, 22(3), 211–224. 

Baloglu, S. & Brinberg, D. (1997). Affective images of tourism destinations. Journal 
of Travel Research, Spring, 11–15. 

Baloglu, S. & Mangaloglu, M. (2001). Tourism destination images of Turkey, Egypt, 
Greece, and Italy as perceived by USbased tour operators and travel agents. 
Tourism Management, 22, 1–9. 

Baloglu, S. & McCleary, K. W. (1999a). A model of destination image. Annals of 
Tourism Research, 26(4), 868–897. 

Baloglu, S. & McCleary, K. W. (1999b). US international pleasure travelers’ images 
of four Mediterranean destination: A comparison of visitors and nonvisitors. 
Journal of Travel Research. 38 (November), 144–152. 

Barich, H., & Kotler, P. (1991). A framework for marketing image management. 
Sloan Management Review, 32(2): 94104. 

Barnett, G. (2006). Government apathy could ‘wipe millions’ off tourism earn
ings.www.travelmole.com. 1 March. 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 
Management. 17(1), 99–120. 

Barney, J. (1996). Gaining and Sustaining Competitive Advantage. Reading, 
Massachusetts: AddisonWesley. 

Barrett, R. (2006). Where else but in… The CourierMail, 9–10 December, 3. 
Beirman, D. (2002). Marketing of tourism destinations during a prolonged crisis: 
Israel and the Middle East. Journal of Vacation Marketing, 8(2), 167–176. 

372 

http://www.atc.net.au/brand.asp
http://www.industry.gov.au/library/content_library/DestCompetitiveRpt.pdf
http:ings.www.travelmole.com


• • • • •  

References 

Beirman, D. (2003a). Restoring Destinations in Crisis. Crows Nest, NSW: Allen & 
Unwin. 

Beirman, D. (2003b). Kenyan tourism’s recovery. www.eturbonews. 1 October. 
Belk, R. W. (1975). Situational variables and consumer behavior. Journal of Consumer 

Research, 2, December, 157–164. 
Beeton, S. (2001). Smiling for the camera: The influence of film audiences on a 

budget tourism destination. Tourism, Culture & Communication, 3, 15–25. 
Beeton, S. (2001). Cyclops and sirens: Demarketing as a proactive response to neg

ative consequences of oneeyed competitive market. TTRA Conference. Florida. 
Benfield, R. W. (2001). ‘Turning back the hordes’: Demarketing as a means of 

managing mass tourism. TTRA Conference. Florida. 
Berger, D. (2006). The Development of Mexico’s Tourism Industry – Pyramids by Day, 

Martinis by Night. New York: Palgrave MacMillan. 
Bergman, J. (2004). A peek into hell’s pit. The Sunday Mail, Brisbane, 22 February, 6. 
Black, J. (1992). The British Abroad: The Grand Tour in the Eighteenth Century. New 
York: St Martin’s Press. 

Blalock, C. (2000). Slow, steady approach might win funds for tourism promotion. 
Hotel & Motel Management, 215(11), 10. 

Bleasedale, S. & Kwarko, P. (2000). Is there a role for visiting friends and relatives 
in Ghana’s tourism development strategy? In M. Robinson, N. Evans, P. Long, 
R. Sharpley & J. Swarbrooke (eds), Management, Marketing and the Political Econ
omy of Tourism (pp. 13–22). Sunderland: The Centre for Travel & Tourism. 

Bojanic, D. C. (1991). The use of advertising in managing destination image. Tourism 
Management, December, 352–355. 

Bolson, F. (2005). Alliances. In R. Harrill (ed.), Fundamentals of Destination Manage
ment and Marketing (pp. 219–228). Washington: IACVB. 

Bonham, C., Fujii, E., Mi, E. & Mak, J. (1991). The impact of the hotel room tax: An 
interrupt time series approach. National Tax Journal, 45(4), 433–441. 

Bonham, C.S. & Gangnes, B. (1996). Intervention analysis with cointegrated time 
series: The case of Hawaii hotel room tax. Applied Economics, 28, 1281–1293. 

Bonham, C. & Mak, J. (1996). Private versus public financing of state destination 
promotion. Journal of Travel Research, Fall, 3–10. 

Bowes, S. (1990). The role of the tourist board. In B. Goodal & G. Ashworth (eds), 
Marketing in the Tourist Industry: The Promotion of Destination Regions. London: 
Routledge. 

Brace, M. (2007). In the footsteps of literary greats. The Sunday Mail, Escape, 12–13. 
Nune 3rd. 

Bramwell, B. & Rawding, L. (1996). Tourism marketing images of industrial cities. 
Annals of Tourism Research, 23(1), 201–221. 

Bramwell, B. & Sharman, A. (1999). Collaboration in tourism policymaking. Annals 
of Tourism Research, 26(2), 392–415. 

Brewton, C. & Withiam, G. (1998). United States tourism policy: Alive, but not 
well. Cornell Hotel and Restaurant Administration Quarterly, July, 50–59. 

Britton, R. A. (1979). The image of the Third World in tourism marketing. Annals 
of Tourism Research, July–Sept, 318–329. 

Bronner, F. & de Hoog, R. (1985). A recipe for mixing decision ingredients. European 
Research, July, 109–115. 

Brown, B. J. H. (1985). Personal perception and community speculation: A British 
resort in the 19th century. Annals of Tourism Research, 1, 355–369. 

Brown, D. (1995). Inventing New England: Regional Tourism in the Nineteenth Century. 
Washington, DC: Smithsonian Institution Press. 

Buck, R. C. (1978). Towards a synthesis in tourism theory. Annals of Tourism 
Research, 5(1), 110–111. 

373 



• • • • •  

Destination Marketing 

Buckley, P. J. & Witt, S. F. (1985). Tourism in difficult areas: Case studies of Brad
ford, Bristol, Glasgow and Hamm. Tourism Management, September, 205–213. 

Bueno, A. P. (1999). Competitiveness in the tourist industry and the role of the 
Spanish public administrations. Turizam. 47(4), 316–331. 

Buhalis, D. (2000). Marketing the competitive destination of the future. Tourism 
Management, 21(1), 97–116. 

Buhalis, D. & Cooper, C. (1998). Conference report: The future of traditional tourist 
destinations. Progress in Tourism and Hospitality Research, 4, 85–88. 

Bull, A. (1995). The Economics of Travel & Tourism. Melbourne: Longman. 
Burke, W. L. & Schoeffler, S. (1980). Brand Awareness as a Tool for Profitability. The 
Strategic Planning Institute. Boston: Cahners. 

Burton, M. L. & Nerlove, S. B. (1976). Balanced designs for triads tests: Two 
examples from English. Social Science Research. 5, 247–267. 

Bush, J. E. (2004). The story of a public/private tourism marketing partnership. In 
B. Dickenson & A. Vladimir (eds), The Complete 21st Century Travel & Hospitality 
Marketing Handbook (pp. 121–127). Upper Saddle River, NJ: Pearson. 

Butler, R. W. (1980). The concept of a tourist area cycle of evolution: Implications 
for management of resources. Canadian Geographer, 24(1), 5–12. 

Butler, R. W. & Baum, T. (1999). The tourism potential of the peace dividend. 
Journal of Travel Research, 38, 24–29. 

Cai, L. A. (2002). Cooperative branding for rural destinations. Annals of Tourism 
Research, 29(3), 720–742. 

Cambourne, B. (1998). Wine tourism in the Canberra District. In J. Carlsen 
& R. Dowling (eds), Wine Tourism: Perfect Partners. Proceedings of the First 
Australian Wine Tourism Conference, Margaret River, 1998. 

Carley, C. (2005). Product development. In R. Harril (ed.), Fundamentals of Desti
nation Management and Marketing. Lansing: Michigan: Education Institute of the 
American Hotel & Lodging Association. 

Carroll, P. (1991). Policy issues and tourism. In P. Carroll, K. Donohue, 
M. McGovern & J. McMillen (eds), Tourism in Australia (pp.20–43). Sydney: 
Harcourt Brace Jovanovich. 

Carson, D., Beattie, S. & Gove, B. (2003). Tourism management capacity of local 
government – An analysis of Victorian local government. In R. W. Braithwaite & 
R. L. Braithwaite (eds), Riding the Wave of Tourism and Hospitality Research. 
Proceedings of the Council of Australian University Tourism and Hospital
ity Education Conference. Coffs Harbour: Southern Cross University, Lismore. 
CDROM. 

Cerda, E. L. (2005). Destination management in Mexico. In R. Harrill (ed.), Fun
damentals of Destination Management and Marketing (pp. 259–272). Washington: 
IACVB.. 

Chacko, H. E. (1997). Positioning a tourism destination to gain a competitive edge. 
Asia Pacific Journal of Tourism Research, 1(2), 69–75. 

Chacko, H. E. & Fenich, G.G. (2000). Determining the importance of US convention 
destination attributes. Journal of Vacation Marketing, 6(3), 211–220. 

Chamberlain, J. (1992). On the tourism trail: A nice little earner, but what about 
the cost? North & South,. September, 88–97. 

Chon, K. (1990). The role of destination image in tourism: A review and discussion. 
The Tourist Review, 45(2), 2–9. 

Chon, K. (1990b). Traveler destination image modification process and its market
ing implications. Developments in Marketing Science, 13, 480–482. 

Chon, K. (1991). Tourism destination image: Marketing implications. Tourism 
Management, March, 68–72. 

374 



• • • • •  

References 

Chon, K., Weaver, P. A. & Kim, C. Y. (1991). Marketing your community: image 
analysis in Norfolk. Cornell HRA Quarterly, February, 31–36. 

Choy, D. L. J. (1992). Lifecycle models for Pacific Island destinations. Journal of 
Travel Research, Winter, 26–31. 

Choy, D. J. L. (1993) Alternative roles of national tourism organizations. Tourism 
Management, 14(5), 357–365. 

Christine, B. (1995). Disaster management: lessons learned. Risk Management, 
October, 19–34. 

Chu, R. K. S. & Choi, T. (2000). An importanceperformance analysis of hotel 
selection factors in the Hong Kong hotel industry: A comparison of business and 
leisure travellers. Tourism Management, 21, 363–377. 

Cincotta, K. (2006). Web content, glossy editorial: A happy coexistence. B & T, 31  
March, 15. 

Cohen, E. (1972). Toward a sociology of international tourism. Social Research, 39, 
164–182. 

Cohen, E. (1979). Rethinking the sociology of tourism. Annals of Tourism Research, 
Jan/Mar, 18–35. 

Collier, A. (1997). Principles of Tourism – A New Zealand Perspective (4th edn). 
Auckland: Addison Wesley Longman. 

Collins, J. C. & Porras, J. I (1997). Built to Last. New York: HarperCollins. 
Conlin, M. V. (1995) Rejuvenation planning for island tourism: the Bermuda exam
ple. In M. V. Conlin & T. Baum (eds), Island Tourism: Management Principles and 
Practice. Chichester: John Wiley & Sons. 

Cooper, C. (1994). The destination lifecycle: An update. In A. V.Seaton (ed.), Tourism 
the State of the Art (pp. 340–346). Chichester, UK: John Wiley & Sons. 

Cortez, M. J. (2004). Las vegas: To brand the new destination. In B. Dickenson 
& A. Vladimir (eds), The Complete 21st Century Travel & Hospitality Marketing 
Handbook (pp. 159–167). Upper Saddle River, NJ: Pearson. 

Cossens, J. (1994). Destination image: Another fat marketing word? Tourism Down 
Under Research Conference Proceedings. Palmerston North: Massey University. 
Cousins, J. (2001). 2500 slogans vie for prize. Bay of Plenty Times. Tauranga. p. 1. 
Coventry, N. (1998). Inside Tourism. 205, April 24. 
Coventry, N. (2001). Inside Tourism. 352, May 03. 
Coventry, N. (2006). Inside Tourism. 621, 1 December . 
Coyne, K. P. (1986). Sustainable competitive advantage: What it is, what it isn’t. 
Business Horizons, January–February, 54–61. 

Craik, J. (1991). Government Promotion of Tourism: The Role of the Queensland Tourist 
and Travel Corporation. Brisbane: The Centre for Australian Public Sector Man
agement, Griffith University. 

Cripps, K. (2005). Cambodia’s mass grave site privatized. www.travelwirenews. 
com. 12 April. 

Crockett, S. R. & Wood, L. J. (1999). Brand Western Australia: A totally integrated 
approach to destination branding. Journal of Vacation Marketing, 5(3), 276–289. 

Crompton, J. L. (1979a). Motivations for pleasure vacation. Annals of Tourism 
Research, Oct–Dec, 408–424. 

Crompton, J. L. (1979b). An assessment of the image of Mexico as a vacation 
destination and the influence of geographical location upon that image. Journal 
of Travel Research, Spring, 18–23. 

Crompton, J. (1992). Structure of vacation destination choice sets. Annals of Tourism 
Research, 19 , 420–434. 

Crompton, J. L. & Duray, N. A. (1985). An investigation of the relative efficacy 
of four alternative approaches to importanceperformance analysis. Academy of 
Marketing Science, 13(4), 69–80. 

375 



• • • • •  

Destination Marketing 

Crompton, J. L., Fakeye, P. C. & Lue, C. (1992). Positioning: The example of the 
Lower Rio Grande Valley in the winter longstay destination market. Journal of 
Travel Research, Fall, 20–26. 

Cross, G. S. & Walton, J. K. (2005). The Playful Crowd – Pleasure Places in the Twentieth 
Century. New York: Columbia University Press. 

Crouch, G.I. (2000). Services research in destination marketing: A retrospective 
appraisal. International Journal of Hospitality & Tourism Administration, 1(2), 65–85. 

Crouch, G. I. & Ritchie, J. R. B. (1999). Tourism, competitiveness, and societal 
prosperity. Journal of Business Research, 44, 137–152. 

Croy, G. (2004). The Lord of the Rings, Middle Earth, New Zealand and 
tourism. Presentation. 14th International Research Conference of the Council for 
Australian University Tourism and Hospitality Education. Brisbane: University 
of Queensland. 

Cruise, K. R. & Sewell, K. W. (2000). Promoting selfawareness and role elaboration: 
Using repertory grids to facilitate theatrical character development. Journal of 
Constructivist Psychology, 13, 231–248. 

Curtis, J. (2001). Branding a state: The evolution of Brand Oregon. Journal of Vacation 
Marketing, 7(1), 75–81. 

Cushman, G. (1990). Tourism in New Zealand. (1990).World Leisure and Recreation, 
32(1), 12–16. 

Dadgostar, B. & Isotalo, R. M. (1992). Factors affecting time spent by nearhome 
tourists in city destinations. Journal of Travel Research, 31(2), 34. 

Dadgostar, B. & Isotalo, R. M. (1995). Content of city destination image for near
home tourists. Journal of Hospitality & Leisure Marketing, 3(2), 25–34. 

Dahles, H. (1998). Redefining Amsterdam as a tourist destination. Annals of Tourism 
Research, 25(1), 55–69. 

D’Amore, L. J. (1988). Tourism – The world’s peace industry. Business Quarterly, 
52(3), 78–81. 

d’Hauteserre, AM. (2000). Lessons in managed destination competitiveness: The 
case of Foxwoods Casino Resort. Tourism Management, 21(1), 23–32. 

Dann, G. M. S. (1977). Anomie, egoenhancement and tourism. Annals of Tourism 
Research, March/April, 184–194. 

Dann, G. M. S. (1981). Tourist motivation: An appraisal. Annals of Tourism Research, 
8(2), 187–219. 

Dann, G. M. S. (1996). Tourists’ images of a destination: An alternative analysis. 
Journal of Travel & Tourism Marketing, 5(1/2), 41–55. 

Dann, G. M. S. (1996b). The people of tourist brochures. In T. Selwyn (ed.), The 
Tourist Image: Myths and Myth Making in Tourism. West Sussex: John Wiley & 
Sons. 

Dann, G. M. S. (2000). Differentiating destination in the language of tourism: 
Harmless hype or promotional irresponsibility. Tourism Recreation Research, 25(2), 
63–72. 

Dascalu, R. (1997). Romania plans reparations for nationalised hotels.Reuters, 
August 11. 

Davidson, R. & Maitland, R. (1997). Tourism Destinations. London: Hodder & 
Stoughton. 

Davidson, J. & Spearritt, P. (2000). Holiday Business – Tourism in Australia Since 
1870. Carlton South, Vic: Melbourne University Press. 

Davidson, R. & Rogers, T. (2006). Marketing Destinations & Venues for Conferences, 
Conventions and Business Events. Oxford: Elsevier. 

Davies, B. (1990). The economics of short breaks. International Journal of Hospitality 
Management, 9(2), 103–109. 

376 



• • • • •  

References 

Day, G. S. & Wensley, R. (1988). Assessing advantage: A framework for diagnosing 
competitive superiority. Journal of Marketing, 52(April), 1–20. 

de Chernatony, L. (1993). Categorizing brands: Evolutionary processes under
pinned by two key dimensions. Journal of Marketing Management, 9, 173� 188.=

de Haan, T., Ashworth, G. & Stabler, M. (1990). The tourist destination as product: 
The case of Languedoc. In G. Ashworth & B. Goodall (eds), Marketing Tourism 
Places (pp. 156–169). New York: Routledge. 

d’Hauteserre, AM. (2000). Lessons in managed destination competitiveness: The 
case of Foxwoods Casino Resort. Tourism Management, 21(1). 23–32. 

Dichter, E. (1985). What’s in an image. The Journal of Consumer Marketing, 2(1), 
75–81. 

Dillon, W. R., Domzal„ T. & Madden, T. J. (1986). Evaluating alternative product 
positioning strategies. Journal of Advertising Research, Aug–Sept, 29–35. 

Dimanche, F. & Lepetic, A. (1999). New Orleans tourism and crime: A case study. 
Journal of Travel Research, 38, 19–23. 

Dimanche, F. & Moody, M. (1998). Perceptions of destination image: A study of 
Latin American intermediary travel buyers. Tourism Analysis, 3, 173–180. 

DiMingo, E. (1988). The fine art of positioning. Journal of Business Strategy, 
March/April, 34–38. 

Dobni, D. & Zinkhan, G. M. (1990). In search of brand image: A foundation analysis. 
Advances in Consumer Research, 17, 110–119. 

Doering, T. R. (1979). Geographical aspects of state travel marketing in the USA. 
Annals of Tourism Research, July–Sept, 307–317. 

Dolnicar, S., Grabler, K. & Mazanec, J. A. (1999a). A tale of three cities: Perceptual 
charting for analysing destination images. In A. G. Woodside, G. I. Crouch, 
J. A. Mazanec, M. Oppermann. & M. Y. Sakai (eds), Consumer Psychology of 
Tourism, Hospitality and Leisure. Wallingford: CABI. 

Dolnicar, S., Grabler, K. & Mazanec, J. A. (1999b). Analyzing destination images: 
A perceptual charting approach. Journal of Travel & Tourism Marketing, 8(4), 43–57. 

Dolnicar, S. & Schoesser, C. M. (2003). Market research in Austrian NTO and RTOs: 
Is the research homework done before spending millions? In R. W. Braithwaite & 
R. L. Braithwaite (eds), Riding the Wave of Tourism and Hospitality Research. 
Proceedings of the Council of Australian University Tourism and Hospitality 
Education Conference. Coffs Harbour: Southern Cross University. CDROM. 

Donnelly, F. (2005). Branding the brain. The CourierMail, November 5–6, p. 31. 
Donnelly, M. P. & Vaske, J. J. (1997). Factors affecting membership in a tourism 

promotion authority. Journal of Travel Research, Spring, 50–55. 
Dore, L. & Crouch, G. I. (2003). Promoting destinations: An exploratory study of 

publicity programmes used by national tourism organizations. Journal of Vacation 
Marketing , 9(2), 137–151 

Doxey, G. V. (1975). A causation theory of visitorresident irritants. Proceedings of 
the Travel and Tourism Research Association’s 6th Annual Conference. San Diego, CA. 

Dredge, D. (2001). Local government tourism planning and policymaking in New 
South Wales: Institutional development and historical legacies. Current Issues in 
Tourism, 4(2/4), 355–380. 

Driscoll, A., Lawson, R. & Niven, B. (1994). Measuring tourists’ destination per
ceptions. Annals of Tourism Research, 21(3), 499–511. 

Drucker, P. (1995). Managing in a Time of Great Change. Oxford: Butterworth
Heinemann. 

D’Silva, C. & Bharadwaj, M. (2004). The sleeping giant – India wakes up to the 
tourism challenge. Executive Report, July, pp. 5–7. 

Duncan, T. (2002).IMC: Using Advertising and Promotion to Build Brands.? Place: 
McGrawHill. 

377 



• • • • •  

Destination Marketing 

Dwyer, L., Livaic, Z. & Mellor, R. (2003). Competitiveness of Australia as a tourist 
destination. Journal of Hospitality and Tourism Management, 10(1), 60–78. 

Dwyer, L. Forsyth, P. & Rao, P. (1999). Tourism price competitiveness and journey 
purpose. Tourism, 47(4), 283–299. 

Dwyer, L., Forsyth, P. & Rao, P. (2000). The price competitiveness of travel and 
tourism: A comparison of 19 destinations. Tourism Management, 21(1), 9–22. 

Echtner, C. M. & Ritchie, J. R. B. (1991). The meaning and measurement of desti
nation image. Journal of Tourism Studies, 2(2), 2–12. 

Echtner, C. M. & Ritchie, J. R. B. (1993). The measurement of destination image: 
An empirical assessment. Journal of Travel Research, 31(3), 3–13. 

Edgar, D. A., Litteljohn, D. L., Allardyce, M. L. & Wanhill, S. (1994). Commercial 
shortbreak holiday breaks – The relationship between market structure, com
petitive advantage and performance. In A. V. Seaton (ed.), Tourism the State of 
the Art. Chichester: John Wiley & Sons. 

Edgell, D. L. (1999). Tourism Policy: The Next Millennium. Champaign, Ill: Sagamore. 
Edlin, (1999). Too much tax to tourism? Management, May, 60. 
Ehemann, J. (1977). What kind of place is Ireland? An image perceived through 

the American media. Journal of Travel Research, 16, 28–30. 
Elliott, J. (1997). Tourism – Politics and Public Sector Management. London: Routledge 
English ? (2000). Government intervention in tourism: Case study of an English sea

side resort. In M. Robinson, N. Evans, P. Long, R. Sharpley & J. Swarbrooke (eds), 
Management, Marketing and the Political Economy of Travel and Tourism (pp. 86–101). 
Sunderland: The Centre for Travel and Tourism. 

Enright, M. J. & Newton, J. (2005). Determinants of tourism destination compet
itiveness in Asia Pacific: Comprehensiveness and universality. Journal of Travel 
Research, 43, 339–350. 

Enright, M. J. & Newton, J. (2006). Tourism destination competitiveness: A quan
titative approach. Tourism Management, 25, 777–788. 

Ermen, D. & Gnoth, J. (2006). A reclassification of tourism industries to identify 
the focal actors. In M. Kozak & L. Andreu (eds), Progress in Tourism Marketing. 
Oxford: Elsevier. 

Evans, M. R. & Chon, K. (1989). Formulating and evaluating tourism policy 
using importanceperformance analysis. Hospitality Education & Research, 13(2), 
203–213. 

Fache, W. (ed) (1990). Shortbreak holidays. Rotterdam: Center Parcs. 
Fache, W. (1990b). Holiday villages for the four seasons of the year and the four 
seasons of life. In W. Fache (ed.), Shortbreak holidays. Rotterdam: Center Parcs. 

Fache, W. (1994). Short break holidays. In S. Witt & L. Moutinho (eds), Tourism Mar
keting and Management Handbook (2nd edn) (pp. 459–467). Hertfordshire: Prentice 
Hall International. 

Fakeye, P. C. & Crompton, J. L. (1991). Image differences between prospective, 
first time, and repeat visitors to the Lower Rio Grande Valley. Journal of Travel 
Research, 30, 10–16. 

Faulkner, B. (1997). A model for evaluation of national tourism destination mar
keting programs. Journal of Travel Research, Winter, 23–32. 

Faulkner, B. (1999). Tourism Disasters: Towards a Generic Model. CRC Tourism Work
inProgress Report Series: Report 6. 

Faulkner, B. (2002). Rejuvenating a Maturing Destination – The Case of the Gold Coast. 
Altona, Vic: Common Ground Publishing. 

Faulkner, B., Oppermann, M. & Fredline, E. (1999). Destination competitiveness: An 
exploratory examination of South Australia’s core attractions. Journal of Vacation 
Marketing, 5(2), 125–139. 

378 



• • • • •  

References 

Faulkner, B. & Vikulov, S. (2001). Katherine, washed out one day, back on track the 
next: A postmortem of a tourism disaster. Tourism Management, 22(4), 331–344. 

FayosSolá, E. (2002). Golbalization, tourism policy and tourism education. Acta 
Turistica, 14 (1), 5–12. 

Fenich, G. G. (2005). Meetings, Expositions, Events and Conventions – An Introduction 
to the Industry. Upper Saddle River, NJ: Pearson. 

Ferguson, B. (2003). Tourism chiefs under fire for festivals snub. Evening News, 
Edinburgh, 15 August. 

Ferrario, F. F. (1979a). The evaluation of tourism resources: An applied methodol
ogy. Part 1. Journal of Travel Research, Winter, 18–22. 

Ferrario, F. F. (1979b). The evaluation of tourism resources: An applied methodol
ogy. Part 2. Journal of Travel Research, Spring, 18–22. 

Fishbein, M. & Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: An Introduction 
to Theory and Research. Philippines: AddisonWesley. 

Flagstaff, A. & Hope, C.A. (2001). “Scandinavian winter”; antecedents, concepts 
and empirical observations underlying a destination umbrella branding model. 
Tourism Review, 56(1/2), 5–12. 

Foodworks (2006a). Spy Valley wins accolade in Japan. Retrieved January 8th, 2007 
from http://www.foodworks.co.nz/news/newsprevious.htm 

Foodwoks (2006b). Lowburn Ferry pinot noir wins in Austria. Retrieved January 
8th, 2007 from http://www.foodworks.co.nz/news/newsprevious.htm 

Formica, S. & Littlefield, J. (2000). National tourism organizations: A promotional 
plans framework. Journal of Hospitality & Leisure Marketing, 7(1), 103–119. 

Foreman, M. (2003). Tourism chomping through old grants. The Independent. 17  
July. 

Forsyte Research. (2000). Topline results of the 1999 domestic tourism study. New 
Zealand Tourism Conference. Wellington. 

Foster, J. J. (1998). Data Analysis – Using SPSS for Windows. London: Sage. 
Frewer, L. J., Howard, C. & Shepherd, R. (1998). Understanding public attitudes to 

technology. Journal of Risk Research, 1(3). 221–235. 
Frisby, E. (2002). Communicating in a crisis: The British Tourist Authority’s 

responses to the footanmouth outbreak and 11th September, 2001. Journal of 
Vacation Marketing, 9(1), 89–100 

Frost, W. (2003). Bravehearted Ned Kelly – Destination image and historic films. 
Taking Tourism to the Limits – An International Interdisciplinary Conference in 
the Waikato. University of Waikato. 

Galbraith, J. R. & Lawler, E. E. (1993). Organizing for the Future. San Fransisco: 
JosseyBass. 

Gardner, B. B., & Levy, S. J. (1955). The product and the brand. Harvard Business 
Review, March–April, 33–39. 

Gartner, W. C. (1986). Temporal influences on image change. Annals of Tourism 
Research, 13, 635–644. 

Gartner, W. C. (1989). Tourism image: Attribute measurement of state tourism 
products using multidimensional scaling techniques. Journal of Travel Research, 
Fall, 16–20. 

Gartner, W. C. (1993). Image information process. Journal of Travel & Tourism Mar
keting, 2(2/3), 191–215. 

Gartner, W. C. (1996). Tourism Development – Principles, Processes, and Policies. New 
York: John Wiley & Sons 

Gartner, W. C. & Bachri, T. (1994). Tour operators’ role in the tourism distribution 
system: An Indonesian case study. Journal of International Consumer Marketing, 
6(3/4), 161–179. 

379 

http://www.foodworks.co.nz/news/newsprevious.htm
http://www.foodworks.co.nz/news/newsprevious.htm


• • • • •  

Destination Marketing 

Gartner, W. C. & Hunt, J. D. (1987). An analysis of state image change over a 
twelveyear period (1971–1983). Journal of Travel Research, Fall, 15–19. 

Gartner, W. C. & Shen, J. (1992). The impact of Tiananmen Square on China’s 
tourism image. Journal of Travel Research, Spring, 47–52. 

Gartrell, R. B. (1992). Convention and visitor bureau: Current issues in management 
and marketing. Journal of Travel & Tourism Marketing, 1(2), 71–78. 

Gartrell, R. B. (1994). Destination Marketing for Convention and Visitor Bureaus. 
Dubuque, Iowa: Kendall/Hunt Publishing Company. 

Gatty, B. & Blalock, C. (1997). New organization brings new energy to marketing 
the US. Hotel & Motel Management, 17 (17 Feb). 

Gearing, C. E., Swart, W. W. & Var, T. (1974). Establishing a measure of touristic 
attractiveness. Journal of Travel Research, 12(4), 1–8. 

Gee, C. Y. & Makens, J. C. (1985). The tourism board: Doing it right. The Cornell 
Quarterly, 26(3), 25–33. 

Getz, d., Anderson, D. & Sheehan, L. (1998). Roles, issues, and strategies for con
vention and visitors’ bureaux in destination planning and product development: 
A survey of Canadian bureaux. Tourism Management, 19(4), 331–340. 

Gilbert, D. (1990). Strategic marketing planning for national tourism. The Tourist 
Review. 1: 1827. 

Glaesser, D. (2003). Crisis Management in the Tourism Industry. New York: 
ButterworthHeniemann. 

Glenn, J. C. (1989). FutureMmind: Artificial Intelligence. Place?Acropolis. 
Gnoth, G. (1998). Branding tourism destinations. Conference report. Annals of 
Tourism Research, 25(3), 758–760. 

Go, F. (1987). Selling Canada. Travel & Tourism Analyst, December, 17–29. 
Go, F. M. & Govers, R. (2000). Integrated quality management for tourist destina
tions: A European perspective on achieving competitiveness. Tourism Manage
ment, 21(1), 79–88. 

Go, F. & Zhang, W. (1997). Applying importanceperformance analysis to Beijing 
as an international meeting destination. Journal of Travel Research, Spring, 42–49. 

Godfrey, K. & Clarke, J. (2000). The Tourism Development Handbook. London: 
Continuum. 

Goeldner, R. C., Ritchie, J. R. B. & McIntosh, R. W. (2000). Tourism: Principles, 
Practises, Philosophies (8th edn). New York: Publisher?. 

Goh, K. L. & Fairgray, D. (1999). New Zealand Domestic Tourism Forecasts: 1999– 
2005. Takapuna: McDermott Fairgray. 

Gold, J. R. & Ward, S. V. (1994). Place Promotion. Chichester: John Wiley & Sons. 
Goodall, B. & Ashworth, G. (eds) (1990). Marketing in the Tourism Industry: The 
Promotion of Destination Regions. London: Routledge. 

Goodall, B., Radburn, M. & Stabler, M. (1988). Market Opportunity Sets for Tourism. 
Reading: University of Reading. 

Goodrich, J. N. (1978). The relationship between preferences for and perceptions of 
vacation destinations: Application of a choice model. Journal of Travel Research, 
Fall, 8–13. 

Grabler, K. (1997a). Perceptual mapping and positioning of tourist cities. In J. A. 
Mazanec (ed.), International City Tourism (pp. 101–113). London: Pinter. 

Grabler, K. (1997b). The managerial perspective. In J. A. Mazanec (ed.), International 
City Tourism (pp. 147–166). London: Pinter. 

Grabler, K. (1997c). Cities and the destination life cycle. In J. A. Mazanec (ed.), 
International City Tourism (pp. 54–71). London: Pinter. 

Grabler, K. (1997d). The city travellers’ view. In J. A. Mazanec (ed.), International 
City Tourism (pp. 167–184). London: Pinter. 

Gray, H. P. (1970). International Travel – International Trade. Lexington, 
Massachusetts: Heath Lexington Books. 

380 



• • • • •  

References 

Greenwood, J. (1993). Business interest groups in tourism governance. Tourism 
Management, 14(5), 335–348. 

Gregory, R. (1987). The Oxford Companion to the Mind. Oxford: Oxford University 
Press. 

Gretzel, U., Fesenmaier, D. R., Formica, S. & O’Leary, J. T. (2006). Searching for 
the future: Challenges faced by destination marketing organizations. Journal of 
Travel Research, 45, 116–126. 

Guardian Unlimited. (2007). The supercasin contenders. January 30. Press Asso
ciation accessed at http://business.guardian.co.uk/story/0„2001910,00.html 
accessed 20/3/2007. 

Gunn, C. (1988). Vacationscape: Designing Tourist Regions (2nd edn). Austin: Bureau 
of Business Research, University of Texas. 

Gunn, C. (1994). Tourism Planning: Basics, Concepts, Cases (3rd edn). London: Taylor 
and Francis. 

Hall, C. M. (1998). Introduction to Tourism: Development, Dimensions and Issues (3rd 
edn). Sydney: Pearson Education Australia. 

Hall, C. M. (1999). Rethinking collaboration and partnership: A public policy per
spective. Journal of Sustainable Tourism, 7(3/4), 274–289. 

Hall. C. M. (2005). The future of tourism research. In B. W. Ritchie, P. Burns & 
C. Palmer (eds), Tourism Research Methods – Integrating Theory with Practise. 
Wallingford, Oxfordshire: CABI Publishing. 

Hall, D. (1999). Destination branding, niche marketing and national image pro
jection in Central and Eastern Europe. Journal of Vacation Marketing, 5(3), 
227–237. 

Hall, D. (2002). Brand development, tourism and national identity: The re imaging 
of former Yugoslavia. Journal of Brand Management, 9(4/5), 323–334. 

Hamel, G. & Prahalad, C. K. (1989). Strategic intent. Harvard Business Review, May– 
June, 63–76. 

Handy, C. (1994). The Empty Raincoat: Making Sense of the Future. New York: Random 
House. 

Hanbury, W. A. (2005). Case study in crisis management: Management lessons 
learned from 9/11 and its aftermath. In R. Harrill (ed.), Fundamentals of Destina
tion Management and Marketing (pp. 99–108). Washington DC: IACVB. 

Harrill, R. (2005). Fundamentals of Destination Management and Marketing. 
Washington, DC: IACVB. 

Harris, R., Jago, L. & King, B. (2005). Case Studies in Tourism & Hospitality Marketing. 
Frenchs Forest, NSW: Pearson. 

Hashimoto, A. (2002). Tourism and sociocultural development issues. In R. 
Sharpley & D. Telfer (eds), Tourism and Development: Concepts and Issues 
(pp. 202–230). Clevedon: Channel View Publications. 

Hashimoto, A. & Telfer, D. J. (2001). Tourism distribution channels in Canada. In 
D. Buhalis, & E. Laws (eds), Communication Issues in NTO Distribution Strategies 
(pp. 243–258). London: Continuum. 

Hayes, T. (2006). How did they bloody well do that? B&T, 7 April, 14. 
Hazbun, W. (2000). Enclave orientalism: The state, tourism, and the politics of post

national development in the Arab world. In M. Robinson, N. Evans, P. Long, 
R. Sharpley & J. Swarbrooke (eds), Management, Marketing and the Political Econ
omy of Travel and Tourism (pp. 191–205). Sunderland: The Centre for Travel & 
Tourism. 

Heath, E. (1999). Key trends and challenges in destination marketing: The need 
for a new paradigm. Tourism Destination Marketing – Gaining the Competitive 
Edge. Proceedings of the conference of the European Travel & Tourism Research 
Association. Dublin: TTRA European Chapter, 174–196. 

381 

http://business.guardian.co.uk/story/0�2001910,00.html


• • • • •  

Destination Marketing 

Heath, E. (2003). Towards a model to enhance destination competitiveness: A 

South African perspective. CAUTHE Conference. Coffs Harbour: Southern Cross 

University. 

Heath, E. & Wall, G. (1992). Marketing Tourism Destinations: A Strategic Planning 

Approach. New York: John Wiley & Sons. 

Henderson, J. C. (2000). Selling places: The new AsiaSingapore brand. In 

M. Robinson, N. Evans, P. Long, R. Sharpley & J. Swarbrooke (eds), Manage

ment, Marketing and the Political Economy of Travel and Tourism (pp. 207–218). 

Sunderland: The Centre for Travel & Tourism. 

Henderson, J. (2002). Managing a tourism crisis in Southeast Asia: The role of 

national tourism organizations. International Journal of Hospitality & Tourism 

Administration, 3(1), 85–105. 

Henshall, B. D., Roberts, R. & Leighton, A. (1985). Fltdrive tourists: Motivation 

and destination choice factors. Journal of Travel Research, Winter, 23–27. 

Hiemstra, S. J. & Ismail, J. A. (1992). Analysis of room taxes levied on the lodging 

industry. Journal of Travel Research, 31(1), 42–49. 

Hiemstra, S. J. & Ismail, J. A. (1993). Incidence of the impacts of room taxes on the 

lodging industry. Journal of Travel Research, 31(4), 22–26. 

Holcolm, B. (1999). Marketing cities for tourism. In D. R. Judd. & S. S. Fainstein 

(eds), The Tourist City (pp. 54–70). Newhaven: Yale University Press. 

Hollingshead, K. (2001). Policy in paradise: The history of incremental politics in 

the tourism of islandstate Fiji. Tourism, 49(4), 327–348. 

Holloway, J. C. (1994). The Business of Tourism. Harlow, Essex: Longman. 

Holloway, J. C. & Robinson, C. (1995). Marketing for Tourism (3rd edn). Harlow, 

Essex: Addison Wesley Longman. 

Hooley, G. J. & Saunders, J. (1993). Competitive Positioning: The Key to Market Success. 

Hertfordshire: Prentice Hall International. 

Hoover (2003). Industry execs appointed to new tourism board. www.bizjournals. 

com. 11 August. 

Hopper, P. (2002). Marketing London in a difficult climate. Journal of Vacation 

Marketing, 9(1), 81–88. 

Horn, C., Fairweather, J. R. & Simmons, D. C. (2000). Evolving Community Response to 

Tourism and Change in Rotorua. Rotorua Case Study Report No. 14. Christchurch: 

Lincoln University. 

Howard, J. A. & Sheth, J. N. (1969). The Theory of Buyer Behavior. New York: John 

Wiley & Sons. 

Howie, F. (2003). Managing the Tourist Destination. London: Continuum. 

Hu, Y. & Ritchie, J. R. B. (1993). Measuring destination attractiveness: A contextual 

approach. Journal of Travel Research, 32(2), 25–34. 

Hudson, S. & Shephard, G. W. H. (1998). Measuring service quality at tourist 

destinations: An application of importance – performance analysis to an alpine 

ski resort. Journal of Travel & Tourism Marketing, 7(3), 61–77. 

Hughes, H. L. (2002). Marketing gay tourism in Manchester: New market for 

urban tourism or destruction of ‘gay space’? Journal of Vacation Marketing, 9(2), 

152–163 

Hunt, J. D. (1975). Image as a factor in tourism development. Journal of Travel 

Research, Winter, 1–7. 

382 



• • • • •  

References 

Inkson, K. & Kolb, D. (1998). Management. Auckland: Addison Wesley Longman. 
Ioannides, D. (2003). The economics of tourism in host communities. In S. Singh, 

T. J. Timothy & R. K. Dowling (eds), Tourism in Destination Communities (pp. 35– 
54). Oxford: CABI Publishing. 

Jacoby, J. (1978). Consumer research: A state of the art review. Journal of Marketing, 
42(April), 87–96. 

Jacoby, J. (1984). Perspectives on information overload. Journal of Consumer Research, 
10, 432–435. 

Jago, L. K., Issaverdis, J. P. & Graham, D. (2000). The wine tourist: What’s in a 
name? In E. Michael (ed.), Proceedings of the 2000 CAUTHE National Research 
Conference in Victoria, Australia, 2000 (pp. 64–71). 

Jafari, J. (1984). Industry, academe and the national tourist organizations. Tourism 
Management, 5(2), 155–156. 

Jafari, J. (1993). Anchoring tourism projects on a scientific foundation. In R. R. Bar
On & M. EvenZahav (eds), The First International Conference on Investments and 
Financing in the Tourism Industry Conference Proceedings. Jerusalem: Israel Ministry 
of Tourism. 

James, R. (2007). Brand valuation – A global initiative. Professional Marketing, June– 
July, 9. 

Jankowicz, A. D. (1987). Whatever became of George Kelly? Applications and 
implications. American Psychologist, 42(5), 481–487. 

Jankowicz, A. Z. D. & Cooper, K. (1982). The use of focussed repertory grids in 
counselling. British Journal of Guidance and Counselling, 10(2), 136–150. 

Jarvis, G. (2006). Online sales rise rapidly. Travel Industry Wire. 
www.travelindustrywire.com/news. 21/2/06. 

Jefferson, A. (1991). Market product relationships. In L. J. Lickorish (ed.), Developing 
Tourism Destinations: Policies and Perspectives (pp. 1–57). Harlow, Essex: Longman. 

Jeffries, D. (1989). Selling Britain – A case for privatisation? Travel & Tourism Analyst, 
1, 69–81. 

Jeffries, D. (2002). Governments and Tourism. Oxford: ButterworthHeinemann. 
Jenkins, C. L. (1991). Development strategies. In L. J. Lickorish (ed.), Develop

ing Tourism Destinations: Policies and Perspectives (pp. 59–118). Harlow, Essex, 
Longman. 

Jenkins, J. (1995). A comparative study of tourist organisations in Australia and 
Canada. AustraliaCanada Studies, 13(1), 73–108. 

Jenkins, J. (2000). The dynamics of regional tourism organisations in New South 
Wales, Australia: History, structures and operations. Current Issues in Tourism, 
3(3), 175–203. 

Jenkins, O. H. (1999). Understanding and measuring tourist destination images. 
International Journal of Tourism Research, 1, 1–15. 

Jennings, G. (2001). Tourism Research. Milton, Qld: Wiley. 
Johnson, G. & Scholes, K. (2002). Exploring Corporate Strategy (6th edn). Harlow, 

Essex: Pearson Education. 
Jones, S. (2006). New domain attracts 16,000 registrations. Travel Mole. 

www.travelmole.com, 15/3/06). 

Kearsley, G. W, Coughlan, D. P. & Ritchie, B. W. (1998). Images of New Zealand 
Holiday Destinations: An International and Domestic Perspective. Dunedin: Univer
sity of Otago Centre for Tourism. 

Keller, K. L. (1993). Conceptualizing, measuring, and managing customerbased 
brand equity. Journal of Marketing, 57(January), 1–22. 

Keller, K. L. (2003). Strategic Brand Management. Upper Saddle River, NJ: Prentice 
Hall. 

383 

http:www.travelmole.com


• • • • •  

Destination Marketing 

Keller, P. (1998). Destination marketing: Strategic questions. In P. Keller (ed.), 
Destination Marketing – Reports of the 48th AIEST Congress, Marakech, 9–22. 

Keller, P. (2000). Destination marketing: Strategic areas of inquiry. In M. Manente & 
M. Cerato (eds), From Destination to Destination Marketing and Management 
(pp. 29–44). Venice: CISET. 

Kelly, G. A. (1955). The Psychology of Personal Constructs. New York: Norton. 
Kelly, G. A. (1970a). A brief introduction to personal construct theory. In D. Ban
nister (ed.), Perspectives in Personal Construct Theory. London: Academic Press. 

Kelly, I. & Nankervis, K. (2001). Visitor Destinations. Milton, Qld: John Wiley & 
Sons. 

Kennedy, P. (1993). Preparing for the TwentyFirst Century. London: HarperCollins. 
Kerr, B. & Wood, R. C. (2000). Tourism policy and politics in a devolved Scotland. 
In M. Robinson, N. Evans, P. Long, R. Sharpley & J. Swarbrooke (eds), Man
agement, Marketing and the Political Economy of Travel and Tourism (pp. 284–296). 
Sunderland: The Centre for Travel & Tourism. 

Kim, H., Kim, W. G. & An, J. A. (2003). The effect of consumerbased brand 
equity on firms’ financial performance. The Journal of Consumer Marketing, 20(4/5), 
335–351. 

Kim, S., Crompton, J. L. & Botha, C. (2000). Responding to competition: A strategy 
for Sun/Lost City, South Africa. Tourism Management, 21(1), 33–41. 

Kincaid, J. W. (2003). Customer Relationship Management. Upper Saddle River, NJ: 
Prentice Hall. 

King, S. (1970). Development of the brand. Advertising Quarterly, Summer, 6–14. 
King, S. (1991). Brandbuilding in the 1990s. Journal of Marketing Management, 7, 

3–13. 
Kleinman, M. & Bashford, S. (2002). BTA set for 40m blitz to tempt back tourists. 

Marketing, Feb 28, 6. 
Kolb, B. N. (2006). Tourism Marketing for Cities and Towns – Using Branding and 

Events to Attract Tourists. Oxford: Elsevier. 
Kolb, D. A., Rubin, I. M. & Osland, J. S. (1995). Organizational Behavior – An Expe
riential Approach. Englewood Cliffs, NJ: Prentice Hall. 

Kotler, P., Bowen, J. & Makens, J. (1999). Marketing for Hospitality and Tourism (2nd 
edn). Upper Saddle River, N.J: PrenticeHall. 

Kotler, P., Haider, D. H. & Rein, I. (1993). Marketing Places. New York: Free Press. 
Kotler, P., Adam, S., Brown, L. & Armstrong, G. (2003). Principles of Marketing. (2nd 

edn). Sydney: Prentice Hall. 
Kozak, M. (2002). Destination benchmarking. Annals of Tourism Research, 29(2), 

497–519. 
Kubiak, G. D. (2002). Travel & tourism: Export of tomorrow. Spectrum: The Journal 

of State Government, Spring, 18–20. 

La Page, W. F. (1995). Case studies of partnerships in action. Journal of Park and 
Recreation Administration, 13(4), 61–74. 

Lasser, C. (2000). Implementing destinationstructures: Experiences with Swiss 
cases. In M. Manete & M. Cerato (eds), From Destination to Destination Marketing 
and Management (pp. 111–126). Venice: CISET. 

Lathrop, J. (2005). Board governance. In R. Harrill (ed.), Fundamentals of Destination 
Management and Marketing (pp. 191–218). Washington: IACVB. 

Lavery, P. (1990). Travel and Tourism. Huntington, UK: ELM Publications. 
Lavery, P. (1992). The financing and organisation of national tourist offices. EIU 
Travel & Tourism Analyst, 4, 84–101. 

Lavidge, R. E. & Steiner, G. A. (1961). A model for predictive measurements of 
advertising effectiveness. Journal of Marketing, 25, 59–62. 

384 



• • • • •  

References 

Law, C. M. (1993). Urban Tourism – Attracting Visitors to Large Cities. London: 
Mansell. 

Laws. E. (1995). Tourist Destination Management. London: Routledge. 
Lavery, P. (1990). Travel and Tourism. Huntington, UK: ELM Publications. 
Lavery, P. (1992). The financing and organisation of national tourist offices. EIU 
Travel & Tourism Analyst, 4, 84–101. 

Leiper, N. (1979). The framework of tourism. Annals of Tourism Research, Oct–Dec, 
390–407. 

Leiper, N. (1995). Tourism Management. Collingwood, Vic: TAFE Publications. 
Lennon, J. & Foley, M. (2000). Dark Tourism – The Attraction of Death and Disaster. 
London: Continuum. 

Lennon, J. J., Smith, H., Cockerell, N. & Trew, J. (2006). Benchmarking National 
Tourism Organisations and Agencies – Understanding Best Practice. Oxford: Elsevier. 

Leong, S. M. & Tan, C. T. (1992). Assessing national competitive superiority: 
An importanceperformance matrix approach. Marketing Intelligence & Planning, 
10(1), 42–48. 

Leslie, D. (1999). Terrorism and tourism: The Northern Ireland situation – a look 
behind the veil of certainty. Journal of Travel Research, 38, 37–40. 

Levy, L. H. & Dugan, R. D. (1956). A factorial study of personal constructs. Journal 
of Consulting Psychology, 20(1), 53–57. 

Lickorish, L. J. (1992). Developing Tourism Destinations: Policies and Perspectives. 
Harlow, Essex: Longman. 

Lilly, T. (1984). From industry to leisure in The Potteries. Tourism Management, 5(2), 
136–138. 

Litvin, S. W. & Alderson, L. L. (2003). How Charleston got her groove back: A 
convention and visitors bureau’s response to 9/11. Journal of Vacation Marketing, 
9(2), 188–197. 

Livesly, J. (2007). Tourism Australia in global inline push. B & T Magazine, 
57(2613), 1. 

Lohmann, M. (1990). Evolution of shortbreak holidays in Western Europe. In 
W. Fache (ed.), Shortbreak Holidays. Rotterdam: Center Parcs. 

Lohmann, M. (1991). Evolution of shortbreak holidays. The Tourist Review, 46(2), 
14–23. 

Lohmann, M. & Kaim, E. (1999). Weather and holiday destination preferences, 
image, attitude and experience. The Tourist Review, 2, 54–64. 

Long, J. (1994). Local authority tourism strategies: A British appraisal. The Journal 
of Tourism Studies, 5(2), 17–23. 

MacCannell, D. (1976). The Tourist. New York: Shocken Books. 
MacInnes, D. J. & Price, L. L. (1987). The role of imagery in information processing: 
Review and extensions. Journal of Consumer Research, 13, 473–491. 

Macionis, N. & Cambourne, B. (1998). Wine and food tourism in the Australian 
capital territory: Exploring the links. International Journal of Wine Marketing, 10(3), 
5–16. 

MacKay, K. J. & Fesenmaier, D. R. (1997). Pictorial element of destination in image 
formation. Annals of Tourism Research, 24(3), 537–565. 

MacKay, K. J. & Fesenmaier, D. R. (2000). An exploration of crosscultural destina
tion image assessment. Journal of Travel Research, 38(May), 417–423. 

Mak, J. (1988). Taxing hotel room rentals in the US. Journal of Travel Research, 26(1), 
10–15. 

Mak, J. & Nishimura, E. (1979). The economics of a hotel room tax. Journal of Travel 
Research, 17(1), 2–6. 

Malhotra, N., Hall, J., Shaw, M. & Oppenheim, P. (2006). Marketing Research: An 
Applied Orientation (3rd edn). Sydney: Pearson. 

385 



• • • • •  

Destination Marketing 

Manning, A. (2003). WHO lifts last SARS travel warning. www.eTurboNews.com 

25 July. 
Mansfield, Y. (1992). From motivation to actual travel. Annals of Tourism Research, 

19, 399–419. 
Mansfield, Y. (1999). Cycles of war, terror, and peace: Determinants and man

agement of crisis and recovery of the Israeli tourism industry. Journal of Travel 
Research, 38, 30–36. 

March, R. (2003). A marketingoriented model of national competitiveness in 

tourism. CAUTHE Conference. Coffs Harbour: Southern Cross University. 
Marks, J. A. (2004). Convention and visitors bureaus. In B. Dickenson & 

A. Vladimir (eds), The Complete 21st Century Travel & Hospitality Marketing Hand

book (pp. 139–146). Upper Saddle River, NJ: Pearson. 
Martilla, J. A. & James, J. C. (1977). Importanceperformance analysis. Journal of 

Marketing, January, 77–79. 
Masberg, B. A. (1999). What is the priority of research in the marketing and pro
motional efforts of convention and visitors bureaus in the United States? Journal 

of Travel & Tourism Marketing, 8(2), 29–40. 
Maslow, A. H. (1943). A theory of human motivation. Psychological Review, 50, 

370–396. 
Matejka, J. K. (1973). Critical factors in vacation area selection. Arkansas Business 
and Economic Review, 6, 17–19. 

May, C. (2001). From direct response to image with qualitative and quantitative 

research. Presentation at the 32nd annual conference of the Travel & Tourism 

Research Association. Fort Myers, FL. 
Mayo, E. J. (1973). Regional images and regional travel behaviour. The Travel 

Research Association 4th Annual Proceedings. Idaho. 
Mayo, E. J. & Jarvis, L. P. (1981). The Psychology of Leisure Travel. Massachusetts: 

CBI Publishing Company. 
McClelland, C. (2003). Toronto tourism loses $190 million, says report. 

www.eTurboNews. com. 18 June. 
McDonnell, I. & Darcy, S. (1998). Tourism precincts: A factor in Bali’s rise and Fiji’s 
fall from favour – An Australian perspective. Journal of Vacation Marketing, 4(4), 
353–367. 

McGehee, N. G., Meng, F. & Tepanon, Y. (2006). Understanding legislators and 

their perceptions of the tourism industry: The case of North Carolina, USA, 1990 

and 2003. Tourism Management, 27(2), 684–694. 
McKercher, B. (1995). The destinationmarket matrix: A tourism market portfolio 

analysis model. Journal of Travel & Tourism Marketing, 4(2), 23–40. 
McKercher, B. (2003). SIP (SARS induced panic) a greater threat to tourism than 

SARS (Severe Acute Respiratory Syndrome). eReview of Tourism Research (eRTR), 
1(1), www.ertr.tamu.edu. 

McKercher, B. & Ritchie, M. (1997). The third tier of public sector tourism: A profile 

of local government tourism officers in Australia. Journal of Travel Research, 36(1), 
66–72. 

McMillan, E. (2005). Financial management. In R. Harrill (ed.), Fundamentals of 

Destination Management and Marketing. Washington, DC: IACVB. 
McMurray, A. J., Pace, R. W. & Scott, D. (2004). Research: A Commonsense Approach. 

Southbank, Vic: Thompson. 
McWilliams, E. G. & Crompton, J. L. (1997). An expanded framework for measuring 

the effectiveness of destination advertising. Tourism Management, 18(3), 127–137. 
Medlik, S. & Middleton, V. T. C. (1973). The tourist product and its marketing 

implications. International Tourism Quarterly, 3,28–35. 

386 

http:www.ertr.tamu.edu


• • • • •  

References 

Meethan, K. (2002). Selling the difference: Tourism marketing in Devon and Corn
wall, Southwest England. In R. Voase (ed.), Tourism in Western Europe: A collection 
of Case Histories (pp. 23–42). Oxford: CABI publishing. 

Meler, M. & Ruzic, D. (1999). Marketing identity of the tourist product of the 
Republic of Croatia. Tourism Management, 20, 635–643. 

MelianGonzalez, A. & GarciaFalcon, J. M. (2003). Competitive potential of tourism 
in destinations. Annals of Tourism Research, 30(3), 720–740. 

Mihali, T. (2000). Environmental management of a tourist destination: A factor of 
tourism competitiveness. Tourism Management, 21(1), 65–78. 

Mill, R. C. & Morrison, A. M. (1986). The Tourism System: An Introductory Text. 
Englewood Cliffs, NJ: Prentice Hall. 

Mill, R. C. & Morrison, A. M. (1992). The Tourism System: An Introductory Text (2nd 
edn). Englewood Cliffs, NJ: Prentice Hall 

Mill, R. C. & Morrison, A. M. (2002). The Tourism System. Dubuque, Iowa: 
Kendal/Hunt. 

Miller, A. (2003). Leicester promotions: Destination management for maximising 
tourist potential. In N. Evans, D. Campbell & G. Stonehouse (2003), Strategic Man
agement for Travel and Tourism (pp. 358–361). Oxford: ButterworthHeinemann. 

Milman, A. & Pizam, A. (1995). The role of awareness and familiarity with a 
destination: The central Florida case. Journal of Travel Research, 33 (3), 21–27. 

MolloBouvier, S. (1990). Shortbreak holidays: Where are the children? In W. Fache 
(ed), Shortbreak Holidays. Rotterdam: Center Parcs. 

Montgomery, S. (2002). Tourists’ dream holiday short of expectations. The Courier
Mail, Brisbane, 6 August, 3. 

Moore, K., Fairweather, J. R. & Simmons, D. G (2000). Visitors to Rotorua: Character
istics, Activities and Decisionmaking. Rotorua Case Study Report No. 12. Lincoln 
University. 

Morgan, M. (1991). Dressing up to survive – Marketing Majorca anew. Tourism 
Management, March, 15–20. 

Morgan, N. (2006). Destination marketing organisations (book review). Tourism 
Management, 27, 533–545. 

Morgan, N., Pritchard, A. & Pride, R. (2002). Destination Branding – Creating the 
Unique Destination Proposition. Oxford: ButterworthHeinemann. 

Morgan, N., Pritchard, A. & Pride, R. (2004). Destination Branding – Creating the 
Unique Destination Proposition (2nd edn). Oxford: ButterworthHeinemann. 

Morley, P. (2003). Tiny town hope statue will be the ant’s pants. The Sunday Mail, 
Brisbane, 6 April, 19. 

Morley, P. & Stolz, G. (2003). Gold Coast blunders by promoting wrong beach. The 
Courier Mail, Brisbane, 3. 

Morrison, A. M., Braunlich, C. G., Kamaruddin, N. & Cai, L. A. (1995). National 
tourist offices in North America: An analysis. Tourism Management, 16(8), 
605–617. 

Morrison, A. M., Bruen, S. M. & Anderson, D.J. (1998). Convention and visitor 
bureaus in the USA: A profile of bureaus, bureau executives, and budgets. Journal 
of Travel & Tourism Marketing, 7(1), 1–19. 

Murphy, P., Pritchard, M. P. & Smith, B. (2000). The destination product and its 
impact on traveller perceptions. Tourism Management, 21(1), 43–52. 

Myers, J. H. & Alpert, M. I. (1977). Semantic confusion in attitude research. Advances 
in Consumer Research, 4, 106–110. 

Myers, J. H. (1992). Positioning products/services in attitude space. Marketing 
Research, March, 46–51. 

Myers, J. H. & Alpert, M. I. (1968). Determinant buying attitudes: Meaning and 
measurement. Journal of Marketing, 32(October), 13–20. 

387 



• • • • •  

Destination Marketing 

Naisbitt, J. (1994). Global Paradox. William Morrow. 

National Tour Association. (2003). Company information. Retrieved on March 30, 

2003: http://ntaonline.com 

Nguyen, M. (2006). Industry snaps. B&T, 56(27 Jan), 1, 4. 

Nicholas, C.L. (2004). New York City and Company. In B. Dickenson & A. 

Vladimir (eds), The Complete 21st Century Travel & Hospitality Marketing Handbook 

(pp. 147–153). Upper Saddle River, NJ: Pearson. 

Nickerson, N. P. & Moisey, R. N. (1999). Branding a state from features to posi

tioning: Making it simple? Journal of Vacation Marketing, 5(3), 217–226. 

Nykiel, R. A. & Jascolt, E. (1998). Marketing Your City, USA. New York: Haworth 

Hospitality Press. 

NZPA. (2006). City fights Cleese’s fawlty claims. The CourierMail, 22 March, 40. 

NZTB. (1992). A Review of Rotorua’s Tourism Infrastructure. Wellington: Policy, Plan

ning and Investment Division, New Zealand Tourism Board. July. 

NZTPD. (1976). 75 Years of Tourism. Wellington: New Zealand Tourist & Publicity 

Department. 

O’Halloran, R. M. (1992). Tourism management profiles: Implications for tourism 

Education. FIU Hospitality Review, 10(1), 83–91. 

Okumus, F. & Karamustafa, K. (2005). Impact of an economic crisis – Evidence 

from Turkey. Annals of Tourism Research, 43(4), 942–961. 

Olins, W. (2002). Branding the nation – The historical context. Journal of Brand 

Management, 9(4/5), 241–248. 

Olsen, M. (1991). Strategic Management in the Hospitality Industry: A Literature Review. 

London: Belhaven Press. 

O’Neill, M. & Charters, S. (2000). Service quality at the cellar door: implications 

for Western Australia’s wine tourism industry. Managing Service Quality, 10(2), 

112–122. 

O’Neill, M., Palmer, A. & Charters, S. (2002). Wine production as a service experi

ence – The effects of service quality on wine sales. Journal of Services Marketing, 

16(4), 342–362. 

O’Neill, M. A. & McKenna, M. A. (1994). Northern Ireland tourism: A quality 

Perspective. Managing Service Quality, 4(2), 31–35. 

O’Neill, M., Palmer, A., Charters, S. & Fitz, F. (2001). Service quality and consumer 

behavioural intention: An exploratory study from the Australian wine tourism 

sector. Conference Proceedings. Australian and New Zealand Marketing Academy Con

ference, 1st–5th December 2001, Massey University. 

Oppermann, M. (1996a). Visitation of tourism attractions and tourist expenditure 

patterns – Repeat versus firsttime visitors. Asia Pacific Journal of Tourism Research, 

1(1), 61–68. 

Oppermann, M. (1996b). Convention destination images: Analysis of association 

meeting planners’ perceptions. Tourism Management, 17(3), 75–182. 

Oppermann, M. (1999b). Where psychology and geography interface in tourism 

research and theory. In A. G. Woodside, G. I. Crouch, J. A. Mazanec, 

M. Oppermann. & M. Y. Sakai, M. Y. (eds), Consumer Psychology of Tourism, 

Hospitality and Leisure. Wallingford: CABI. 

Osti, L. & Pechlaner, H. (2001). Communication issues in NTO distribution strate

gies. In D. Buhalis & E. Laws (eds), Tourism Distribution Channels (pp. 231–242. 

London: Continuum. 

OTSP. (2001). New Zealand Tourism Strategy 2010: Summary of Recommendations. 

Wellington: Office of Tourism and Sport. 

388 

http://ntaonline.com


• • • • •  

References 

PA Hotels and tourism. (1987). Rotorua Promotions and Development Society: Devel
opment of a Marketing Strategy. Auckland. 

Page, S. (1995). Urban Tourism. London: Routledge. 
Page, S., Clift. & Clark, N. (1994). Tourist health: The precautions, behaviour and 
health problems of British tourists in Malta. In A. V. Seaton, C. L. Jenkins, 
R. C. Wood, P. U. C. Dieke, M. M. Bennett, L. R. MacLellan & R. Smith (eds), 
Tourism the State of the Art (pp. 799–817). Chichester: John Wiley & Sons. 

Page, S., Yeoman, I., Munro, C., Connell, J. & Walker, L. (2006). A case study of best 
practice – Visit Scotland’s prepared response to an influenza pandemic. Tourism 
Management, 27, 361–393. 

Page, S. & Wilks, J. (2004). Managing Tourist Health and Safety. Oxford: Elsevier. 
Palmer, A. (1998). Evaluating the governance style of marketing groups. Annals of 

Tourism Research, 25(1), 185–201. 
PATA. (2002). Issues & Trends – Pacific Asia Travel. 7(2), February. 
Pattinson, G. (1990). Place promotion by tourist boards: the example of ‘Beau

tiful Berkshire’. In G. Ashworth & B. Goodall (eds), Marketing Tourism Places 
(pp. 209–226). New York: Routledge. 

Patton, M. Q. (1990). Qualitative Evaluation and Research Methods (2nd edn). Newbury 
Park, CA: Sage Publications. 

Pearce, D. G. (1990). Tourism, the regions and restructuring in New Zealand. 
Journal of Tourism Studies, 1(2), 33–42. 

Pearce, D. (1992). Tourist Organizations. Harlow, Essex: Longman. 
Pearce, D. G. (1997). Competitive destination analysis in Southeast Asia. Journal of 

Travel Research, 35(4), 16–24. 
Pearce, P. L. (1994). Fundamentals of tourist motivation. In D. Pearce & R. Butler, 

R. (eds), Tourism Research: Critiques and Challenges. New York: Routledge. 
Pechlaner, H. (1999). The competitiveness of alpine destinations between market 

pressure and problems of adaptation. Tourism, 47(4), 332–343. 
Pechlaner, H. & Abfalter, D. (2002). New challenges for NTOs – A multinational 

perspective with the example of cultural tourism in Italy. Tourism, 50(1), 5–20. 
Pedro Bueno, A. (1999). Competitiveness in the tourist industry and the role of 
the Spanish public administrations: The case of Valencia Region. Tourism, 47(4), 
316–331. 

Perdue, R. R. (2000). Destination images and consumer confidence in destination 
attribute ratings. Tourism Analysis, 5, 77–81. 

Pike, S. (1998). Destination positioning: Too many fingers in the pie? NZ Tourism 
and Hospitality Research Conference Proceedings. Christchurch: Lincoln University. 

Pike, S. (2002a). Destination image analysis: A review of 142 papers from 1973–2000. 
Tourism Management, 23(5), 541–549. 

Pike, S. (2002b). The use of importanceperformance analysis to identify determi
nant shortbreak destination attributes in New Zealand. Pacific Tourism Review,. 
6(1), 23–33. 

Pike, S. (2002c). ToMA as a measure of competitive advantage for shortbreak 
holiday destinations. Journal of Tourism Studies, 13(1), 9–19. 

Pike, S. (2003). The use of repertory grid analysis to elicit salient shortbreak holiday 
attributes. Journal of Travel Research, February. 

Pike, S. (2004). Destination brand positioning slogans – Towards the development 
of a set of accountability criteria. Acta Turistica, 16(2), 102–124. 

Pike, S. (2004). Destination Marketing Organisations. Oxford: Elsevier. 
Pike, S. (2005). Tourism destination branding complexity. Journal of Product & Brand 

Management, 14(4), 258–259. 
Pike, S. (2006). Destination decision sets: A longitudinal comparison of stated 

destination preferences and actual travel. Journal of Vacation Marketing, 12(4), 
319328. 

389 



• • • • •  

Destination Marketing 

Pike, S. (2007). A cautionary tale of a resort destination’s selfinflicted crisis. Journal 
of Travel & Tourism Marketing (In press). 

Pike, S. (2008). Destination image questionnaires: Avoiding uninformed responses. 
Journal of Travel & Tourism Research (In press). 

Pine, J. & Gilmore, J. (1989). The Experience Economy. Cambridge, MA: Harvard 
University. 

Press Pitts, B. G. & Ayers. K. (2000). Sports tourism and the gay games: The 
emerging use of destination marketing with the gay games. In M. Robinson, 
N. Evans, P. Long, R. Sharpley & J. Swarbrooke (eds), Management, Marketing and 
the Political Economy of Travel and Tourism (pp. 389–401). Sunderland: Business 
Education Publishers. 

Pizam, A. (1990). Evaluating the effectiveness of travel trade shows and other 
tourism salespromotion techniques. Journal of Travel Research, Summer, 3–8. 

Pizam, A. (1999). A comprehensive approach to classifying acts of crime and vio
lence at tourism destinations. Journal of Travel Research, 38, 5–12. 

Plog, S. T. (1974). Why destination areas rise and fall in popularity. Cornell HRA 
Quarterly, 14(4), 55–58. 

Plog, S. T. (2000). Thirty years that changed travel: Changes to expect over the 
next ten. Keynote address at the 31st Travel and Tourism Research Association 
Conference. Burbank, California, June. 

Poetschke, B. (1995) Key success factors for public/privatesector partnerships 
in island tourism planning. In M. V. Conlin & T. Baum (eds), Island Tourism. 
Chichester: John Wiley & Sons. 

Poon, A. (1993). Tourism, Technology and Competitive Strategies. Oxford: CAB Inter
national. 

Popcorn, F. (1996). Clicking. London: HarperCollins. 
Porter, M. E. (1979). How competitive forces shape strategy. Harvard Business 

Review, March–April, 137–145. 
Porter, M. E. (1980). Competitive Strategy. New York: Free Press. 
Porter, M. E. (1985). Competitive Advantage. New York: Free Press. 
Porter, M. E. (1991). Towards a dynamic theory of strategy. Strategic Management 

Journal, 12, 95–117. 
Porter, M. E. (1996). What is strategy? Harvard Business Review, Nov–Dec, 61–78. 
Portorff, S. M. & Neal, D. M. (1994). Marketing implications for postdisaster 
tourism destinations. Journal of Travel & Tourism Marketing, 3(1), 115–122. 

Pride, R. (2002). Brand Wales: ‘Natural revival’. In N. Morgan, A. Prichard 
& R. Pride (eds), Destination Branding (pp. 109–123). Oxford: Butterworth
Heinemann. 

Prideaux, B. (2000). The role of the transport system in destination development. 
Tourism Management, 21(1), 53–63. 

Pritchard, G. (1982). Tourism promotion: Big business for the states. HRA Quarterly, 
23(2), 48–57. 

Pritchard, M. P. (1997). Evaluating the destination product with importance
performance analysis. 28th Annual TTRA Conference Proceedings. Travel and 
Tourism Research Association. Norfolk, Virginia. 

Pritchard, A. & Morgan, N. (1995). Evaluating vacation destination brochure 
images. Journal of Vacation Marketing, 2(1), 23–38. 

Pritchard, A. & Morgan, N. (1998). Mood marketing – The new destination brand
ing strategy: A case of Wales the brand. Journal of Vacation Marketing, 4(3), 
215–229. 

Prosser, G., Hunt, S., Braithwaite, D. & Rosemann, I. (2000). The Significance of 
Regional Tourism: A Preliminary Report. Lismore: Centre for Regional Tourism 
Research. 

390 



• • • • •  

References 

Quinn, J. B., Anderson, P. & Finkelstein, S. (1996). Managing professional intellect: 
Making the most of the best. Harvard Business Review, March–April, 71–80. 

Rahman, F. (2003). New visa rule to boost Oman’s tourism sector. 
www.eTurboNews.com, 29 July. 

Reid, L .J. & Reid, S. D. (1993). Communicating tourism supplier services: Building 
repeat visitor relationships. Journal of Travel and Tourism Marketing, 2(2/3), 3–19. 

Reynolds, W. H. (1965). The role of the consumer in image building. California 
Management Review, Spring, 69–76. 

Richardson, J. I. (1999). A History of Australian Travel and Tourism. Elsternwick, Vic: 
Hospitality Press. 

Richardson, J. & Cohen, J. (1993). State slogans: the case of the missing USP. Journal 
of Travel & Tourism Marketing, 2(2/3), 91–109. 

Ries, A. (1992). The discipline of the narrow focus. Journal of Business Strategy, 
Nov–Dec, 3–9. 

Ries, A. & Ries, L. (1998). The 22 Immutable Laws of Branding. New York: 
HarperCollins. 

Ries, A. & Trout, J. (1982). The enormous competitive power of a selling product 
name. Marketing Times, 29(5), 28–38. 

Ries, A. & Trout, J. (1986). Positioning: The Battle for your Mind. New York: McGraw
Hill. 

Riley, R., Baker, D. & Van Doren, C. S. (1998). Movie induced tourism. Annals of 
Tourism Research, 25(4), 919–933. 

Riley, R. & Van Doren, C. (1998). Movies as tourism promotion: a push factor in a 
pull location. Tourism Management, 13, 267–274. 

Riley, S. & Palmer, J. (1975). Of attitudes and latitudes: A repertory grid study of 
perceptions of seaside resorts. Journal of the Market Research Society, 17(2), 74–89. 

Ritchie, B. W., Burns, P. & Palmer, C. (2005). Tourism Research Methods: Integrating 
Theory with Practise. Wallingford: CABI. 

Ritchie, J. R. B. (1996). Beacons of light in an expanding universe: An assessment 
of the stateoftheart in tourism marketing/marketing research. Journal of Travel 
& Tourism Marketing, 5(4), 49–84. 

Ritchie, J. R. B. & Crouch, G. I. (2000a). Are destination stars born or made: Must 
a competitive destination have star genes? Lights, Camera, Action – 31st Annual 
Conference Proceedings. San Fernando Valley, CA: Travel and Tourism Research 
Association. 

Ritchie, J. R. B. & Crouch, G. I. (2000b). The competitive destination: A sustainability 
perspective. Tourism Management, 21, 1–7. 

Ritchie, J. R. B. & Crouch, G. (2003). The Competitive Destination – A Sustainable 
Tourism Perspective. Oxford: CABI Publishing. 

Ritchie, J. R. B., Crouch, G. I. & Hudson, S. (2000). Assessing the role of consumers 
in the measurement of destination competitiveness and sustainability. Tourism 
Analysis, 5, 69–76. 

Ritchie, J. R. B. & Ritchie, R. J. B. (1998).The branding of tourism destinations – Past 
achievements and future challenges. In P. Keller (ed.), Destination Marketing – 
Reports of the 48th AIEST Congress, Marrakech. 89–116. 

Rivard, P., (1974). Samuel Slater, Father of American Manufacturers. Providence, RI: Jo
Art Copy Service Inc. 

Roehl, W. S. (1990). Travel agent attitudes toward China after Tiananmen square. 
Journal of Travel Research, Fall, 16–22. 

Rogers, T. (2005). Destination management in the UK. In R. Harrill (ed.), Fun
damentals of Destination Management and Marketing. (pp. 245–258). Washington: 
IACVB. 

391 

http:www.eTurboNews.com


• • • • •  

Destination Marketing 

Roper, P. (2001). The case against tourism: Doubters and sceptics. In D. Jeffries (ed.), 
Governments and Tourism. (pp. 27–50). Oxford: ButterworthHeinemann. 

Rosemann, I., Prosser, G., Hunt, S. & Benecke, K. (2000). Promoting Awareness of the 
Value of Tourism – A Resource Kit. Lismore: Centre for Regional Tourism Research. 

Rotorua District Council. (1992). So, you want to be a Spa City!! Rotorua: Economic 
Development Section, December. 

Rubel, C. (1996). No mistake about it, Cleveland on a rebound. Marketing News, 1, 
January, 1, 8. 

Rubies, E. B. (2001). Improving publicprivate sectors cooperation in tourism: A 
new paradigm for destinations. Tourism Review, 56(3/4), 38–41. 

Ruddy, J. & Flanagan, S. (1999). Tourism Destination Marketing: Gaining the Com
petitive Edge. Conference Proceedings. European Conference of the Travel and 
Tourism Research Association. 

Rusk, M. (1974). Innovations in travel research for Canada – The US vacation trip 
market segmentation study and its applications to the 1974 programs of the 
Canadian Government Office of Tourism. Proceedings (pp. 80–83). Salt Lake City: 
Travel Research Association. 

Russel, J. A. (1980). A circumplex model of affect. Journal of Personality and Social 
Psychology, 39(6), 1161–1178. 

Russel, J. A., Ward, L. M. & Pratt, G. (1981). Affective quality attributed to envi
ronments: A factor analytic study. Environment and Behavior, 13(3), 259–288. 

Schoenbachler, C., di Benetto, A., Gordon, G. L. & Kaminski, P. F. (1995). Destina
tion advertising: Assessing effectiveness with the splitrun technique. Journal of 
Travel & Tourism Marketing, 4(2), 1–21. 

Schultz, D. (2005). MR deserves blame for marketing’s decline. Marketing News, 
February 15, 7. 

Schultz, D. & Schultz, H. (2004). Brand Babble: Sense and Nonsense about Branding. 
Mason, Ohio: SouthWestern. 

Schultz, D., Tannenbaum, S. & Lauterborn, R. (1993). Integrated Marketing Commu
nications. Lincolnwood, IL: NTC Publishing. 

Schur, Maxine (2007). Following my heart to Heidiland: Inside the landscape 
of a famous movie. Retrieved on 3/6/07 from: http://www.escapeartist.com/ 
efam/43/In_Search_of_Heidiland.html. 

Schwartz, P. (1992). The Art of the Long View. London: Century Business. 
Sears, J. (1989). Sacred Places: American Tourist Attractions in the Nineteenth Century. 
New York: Oxford University Press. 

Seaton, A. V. (1994). Public relations. In S. F. Witt & L. Moutinho (eds), Tourism 
Marketing and Management Handbook. Hertfordshire: Prentice Hall International. 

Seaton, A. V. (1996). Guided by the dark: From thanatopsis to thanatourism. Inter
national Journal of Heritage Studies, 2(4), 234–244. 

Selby, M. & Morgan, N. J. (1996). Reconstruing place image: A case study of its 
role in destination market research. Tourism Management, 17(4), 287–294. 

Shaffer, M. S. (2001). See America First: Tourism and National Identity, 1880–1940. 
Washington, DC: Smithsonian Institution Press. 

Sharpley, R. (2002). Tourism: A vehicle for development? In R. Sharpley & D. 
Telfer (eds), Tourism and Development – Concepts and Issues. Clevedon: Channel 
View Publications. 

Shoemaker, S. (2000). Segmenting the mature market: 10 years later. Journal of 
Travel Research, 39 (August), 11–26. 

Sigaux, G. (1966). History of Tourism. London: Leisure Arts. 
Sims, S. L. (1990). Educational needs and opportunities for personnel in convention 
and visitor bureaus. Visions in Leisure and Business, 9(3), 27–32. 

392 

http://www.escapeartist.com/


• • • • •  

References 

Sirakaya, E., McLellan, R. W. & Uysal, M. (1996). Modeling vacation destination 
decisions: A behavioral approach. Journal of Travel & Tourism Marketing, 5(1/2), 
57–75. 

Slater, J. (2002). Brand Louisiana: ‘Come as you are. Leave different.’ In N. Morgan, 
A. Pritchard & R Pride (2002). Destination Branding (pp. 148–162). Oxford: 
ButterworthHeinemann. 

Smeral, E. (1996). Globalisation and changes in the competitiveness of tourism 
destinations. AIEST Conference. Rotorua: Waiariki Polytechnic. 

Smeral, E. (2004). Evaluating leisure time travel source markets: An innovative 
guide for national tourist organizations for future competitiveness. Leisure
Futures Conference. Bolzano. 

Smeral, E. & Witt, S. F. (2002). Destination country portfolio analysis: The eval
uation of national tourism destination marketing programs revisited. Journal of 
Travel Research, 40, 287–294. 

Smith, S. L. J. (1988) Defining tourism: A supplyside view. Annals of Tourism 
Research, 15, 179–190. 

Smith, S. L .J. (2003). A vision for the Canadian tourism industry. Tourism Manage
ment, 24, 123–133. 

Smith, V. L. (2001). Tourism issues of the 21st century. In V. L. Smith & 
M. Brent (eds), Hosts and Guests Revisited: Tourism Issues of the 21st Century 
(pp. 333–353). New York: Cognizant. 

Sonmez, S. F., Apostolopoulous, Y. & Tarlow, P. (1999). Tourism in crisis: Managing 
the effects of terrorism. Journal of Travel Research, 38, 13–18. 

Spotts, D. M. (1997). Regional analysis of tourism resources for marketing purposes. 
Journal of Travel Research, Winter, 3–15. 

Spyri, Johanna (1996). Heidi. New York: Viking 
Stafford, D. (1986). The Founding Years in Rotorua: A History of Events to 1900. 

Auckland: Ray Richards. 
Stafford, D. (1988). The New Century in Rotorua. Auckland: Ray Richards. 
Staniford, T. & Cheyne, J. (1994). The search for the perfect organisation: A New 
Zealand case study. Tourism DownUnder: A Tourism Research Conference Proceed
ings. Palmerston North: Massey University. 

Stein, J. (2006). Borat make funny joke on idiot Americans! HighFive! Time, 13  
November, 60. 

Stern, E. & Krakover, S. (1993). The formation of a composite urban image. Geo
graphical Analysis, 25(2), 130–146. 

Supphellen, M. & Nygaardsvic, I. (2002). Testing country brand slogans: Concep
tual development and empirical illustration of a simple normative model. Journal 
of Brand Management, 9(4/5), 385–395. 

Swiss National Tourist Office (2007) Heidiland home page. Retrieved on 3/6/07 
from: http://www.heidiland.ch/en/accessing_resorts.cfm 

Tan, T. S. W., Barnes, D. J. & Smith, R. W. N. (1995). An overview of quality 
management practice in the New Zealand tourism industry. Unpublished report. 
Massey University. 

Taylor, G. D., Rogers, J. & Stanton, B. (1994). Bridging the gap between industry 
and researchers. Journal of Travel Research, Spring, 9–12. 

The Sunday Mail. (2007). Mad about daft and dangerous festivals. Escape (28/1/07), 
9–10. 

Thompson, J. R. & Cooper, P. D. (1979). Additional evidence on the limited size 
of evoked and inept sets of travel destination. Journal of Travel Research, 17(3), 
23–25. 

TNZ. (2001). 100 Years Pure Progress. Wellington: Tourism New Zealand. 

393 

http://www.heidiland.ch/en/accessing_resorts.cfm


• • • • •  

Destination Marketing 

Tooke, N. & Baker, M. (1996). Seeing is believing: The effect of film on visitor 
numbers to screened locations. Tourism Management, 17(2), 87–94. 

Tourelle, G. (2003). United tourism market mooted. The New Zealand Herald. 29 July. 
Toffler, A. (1991). Future Shock. New York: Random House. 
Tourism Auckland. (2002). Presentation to the Auckland City Council. October. 
Tourism Rotorua. (1996). Emergence of a New Spirit: An Introduction to Rotorua’s 

Brand Identity Process. Rotorua District Council. 
Tourism Strategy Group. (2001). New Zealand Tourism Strategy: 2010. Tourism New 

Zealand. www.tourisminfo.co.nz. May. 
Treacy, M. & Wiersema, F. (1995). The Discipline of Market Leaders. London: Harper

Collins. 
Tribe, J. (1997). Corporate Strategy for Tourism. London: ITP. 
Trout, J. & Ries, A. (1979). Positioning: Ten years later: Industrial Marketing, 64(7), 

32–42. 

Urde, M. (1999). Brand orientation: A mindset for building brands into strategic 

resources. Journal of Marketing Management, 15, 117–133. 
Uysal, M., Chen, J. S. & Williams, D. R. (2000). Increasing state market share 

through a regional positioning. Tourism Management, 21(1), 89–96. 

Vallee, P. (2005). Destination management in Canada. In R. Harrill (ed.), Funda
mentals of Destination Management and Marketing (pp. 229–244). Washington, DC: 
IACVB. 

Vanhove, N. (2002). Tourism policy – between competitiveness and sustainability: 
The case of Bruges. Tourism Review, 57(3), 34–40. 

Vanhove, N. (2005). The Economics of Tourism Destinations. Oxford: Elsevier. 
Vanhove, N. (2006). A comparative analysis of competition models for tourism 

destinations. In M. Kozak & L. Andreu (eds), Progress in Tourism Marketing 

(pp. 101–114). Oxford: Elsevier. 
Van Middelkoop, M., Borgers, A. W. J. & Timmermans, H. J. P. (1999). Compli

mentarity, substitution and independence among tourist trips. Tourism Analysis, 
4, 63–74. 

Veal, A. J. (2006). Research Methods for Leisure and Tourism. (3rd edn). Harlow, Essex: 
Pearson Education. 

Velas, F. & Bechell, L. (1995). International Tourism – An Economic Perspective. 
Basingstoke: Macmillan Business. 

Voase, R. (2002). Tourism in Western Europe: A Collection of Case Histories. 
Wallingford: CABI. 

Wade, P. (2006). Chairman’s message. TQ News, 8, Spring, 2. 
Wade, P. (2006). Five tips for driving sales through search engine optimised public 

relations writing. Htrends. http://www.htrends.com viewed 5/3/06. 
Wahab, S., Crampon., L. J. & Rothfield, L. M. (1976). Tourism Marketing. London: 

Tourism International Press. 
Walkley, I. (2005). Coming soon: Segmentation by DNA. Marketing Update, October 

Australian Marketing Institute. 
Walters, J. (2005). Member care. In R. Harrill (ed.), Fundamentals of Destination 

Management and Marketing (pp. 161–172). Washington, DC: IACVB. 
Walton, J. K. (1983). The English Seaside Resort – A Social History 1750–1914. Leicester: 

Leicester University press. 
Walton, J. K. (2000). The British Seaside: Holidays and Resorts in the Twentieth Century. 
Manchester: Manchester University Press. 

394 

http://www.htrends.com


• • • • •  

References 

Wanhill, S. (2000). Issues in public sector involvement. In B. Faulkner, 
G. Moscard & E. Laws (eds), Tourism in the 21st Century – Lessons from Experience 
(pp. 222–242). London: Continuum. 

Ward, D., Carter, H. & Topping, A. (2007). Shock on the Golden Mile over panel’s 
‘bizarre’ decision. The Guardian, 31 January. 

Ward, S.V. & Gold, J.R. (1994). The Use of Publicity and Marketing to Sell Towns and 
Regions. Chichester: John Wiley & Sons. 

Wargenau, A. & Che, D. (2006). Wine tourism development and marketing strate
gies in Southwest Michigan. International Journal of Wine Marketing, 18(1), 45–60. 

Wason, G. (1998). Taxation and tourism. Travel & Tourism Analyst, 2, 77–95. 
Watson, P. (2006). Net success comes in a blink. The CourierMail, 21–22 January. 
Wax, C. (2006). How to…make the most out of search engine marketing. B & T,  

March 3, 9. 
Weaver, D. & Lawton, L. (2006). Tourism Management (3rd edn). Milton, Qld: Wiley. 
Wicks, B. E. & Schutt, M. A. (1991). Examining the role of tourism promotion 

through the use of brochures. Tourism Management, December, 301–312. 
Wind, Y. & Robinson, P. J. (1972). Product positioning: An application of mul
tidimensional scaling. Attitude Research in Transition (pp. 155–175). American 
Marketing Association. 

Wine Institute of New Zealand. (2006). Annual Report. Retrieved 12/9/06. 
http://www.nzwine.com/intro/. 

Wintermans, J. (1994). The problem of articulate incompetence. Canadian Business 
Review, Spring, 42–43. 

Witt„ S. F., Brooke, M. Z. & Buckley, P. J. (1995). The Management of International 
Tourism (2nd edn). London: Routledge. 

Witt, S. F. & Gammon, S. (1994). Incentive travel. In S. F. Witt & L. Moutinho (eds), 
Tourism Marketing and Management Handbook (2nd edn). Hertfordshire: Prentice 
Hall. 

Witt., S. F. & Moutinho, L. (1994). Tourism Marketing and Management Handbook. 
(2nd edn). London: Prentice Hall. 

Wockner, C. & Weston, P. (2006). Anger over ‘sick’ Bali prison tours. The Sunday 
Mail, 12 March, 9. 

Woodside, A. G. & Carr, J. A. (1988). Consumer decisionmaking and competi
tive marketing strategies: Applications for tourism planning. Journal of Travel 
Research, Winter, 2–7. 

Woodside, A. G. & Lysonski, S. (1989). A general model of traveler destination 
choice. Journal of Travel Research, Spring, 8–14. 

Woodside, A. G., Ronkainen, I. & Reid, D. M. (1977). Measurement and utilization 
of the evoked set as a travel marketing variable. The Travel Research Association 
Eighth Annual Conference Proceedings (pp. 123–130). Salt Lake City: Travel and 
Tourism Research Association. 

Woodside, A. G. & Sherrell, D. (1977). Traveler evoked, inept, and inert sets of 
vacation destinations. Journal of Travel Research, 16, 14–18. 

Woodside, A. G. & Wilson, E. J. (1985). Effects of consumer awareness of brand 
advertising on preference. Journal of Advertising Research, 25(4), 41–48. 

Woolford, L. (2005). Technology. In R. Harrill (ed.), Fundamentals of Destination 
Management and Marketing (pp. 125–146). Washington, DC: IACVB. 

Wright, J. (2006). PNG tourism completely off track. The CourierMail, Business, 25 
September, 79. 

WTO. (1979). Tourist Images. Madrid: World Tourism Organization. 
WTO. (1983a). The Framework of the State’s Responsibility for theManagement of 

Tourism. Madrid: World Tourism Organization. 
WTO. (1993). Recommendations on Tourism Statistics. Madrid: World Tourism 

Organization. 

395 

http://www.nzwine.com/intro/


• • • • •  

Destination Marketing 

WTO. (1994). National and Regional Tourism Planning. Madrid: World Tourism 
Organization. 

WTO. (1995). Tourism to the Year 2000 and Beyond: Volume 1 the World. Madrid: 
World Tourism Organisation. 

WTO. (2002). Thinktank. Madrid: World Tourism Organisation. Accessed online: 
http://www.worldtourism.org/education/menu.html. 

WTTC. (2003). Blueprint for New Tourism. London: World Travel & Tourism Council. 
WTTC. (2005). Progress and Priorities 2005/06. London: World Travel & Tourism 
Council. 

Zikmund, W. G. & Babin, B. J. (2007). Essentials of Marketing Research (3rd edn). 
Mason, OH: Thompson. 

396 

http://www.world-tourism.org/education/menu.html

