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Organization of Presentation

ÅGeotourism Framework

ÅMethodology and purpose

ÅResults

ÅConclusion

ÅQuestions



Geo-Marketing and Geo-Management Framework

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

ÅThe identity of these places evolve and are reinforced as 
travel destinations through the use of unique images 
associated with the destination (Morgan, Pritchard, & Pride, 
2004)
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Geo-Marketing and Geo-Management Framework

ÅDestination Branding

ÅComprehensive

ÅDifferentiation strategy

ÅManagement Implications

ÅStakeholder groups

ÅLocal resources

ÅMarketing Implications

ÅConsistent communications
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What is Geotourism?

ÅTourism that sustains or enhances the geographical character 
of a place- its environment, heritage, aesthetics, culture, and 
well being of its residents

ÅHolistic version of sustainable tourism focused upon providing 
ŀƴ άŀǳǘƘŜƴǘƛŎ ǘǊŀǾŜƭ ŜȄǇŜǊƛŜƴŎŜέ ό{ǘƻƪŜǎ Ŝǘ ŀƭΣ нллоΣ ǇΦмύ



Geo-Marketing and Geo-Management Framework

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

ÅGeotourism provides a long term competitive edge 
through geo-management and geo-marketing


