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GeoMarketing and GedManagement Framework

A Tourism is based around geographical places which are
socially constructed as travel destinations (Young, 1999)

A The identity of these places evolve and are reinforced as
travel destinations through the use of unigue images
associated with the destination (Morgan, Pritchard, & Pride,
2004)
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GeoMarketing and GedManagement Framework

A Destination Branding
AComprehensive
A Differentiation strategy
A Management Implications

A Stakeholder groups
ALocal resources
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What is Geotourism?

A Tourism that sustains or enhances the geographical character
of a placeits environment, heritage, aesthetics, culture, and
well being of its residents

A Holistic version of sustainable tourism focused upon providing
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GeceMarketing and GedManagement Framework

A Principles of geotourism serve as a foundation for
sustaining the geographical sense of place

A Geotourism provides a long term competitive edge
through geemanagement and gemarketing
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