How destinations compete on the Net?
A Place Branding Perspective
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Background

Globalisation has made people footloose

Where is the sense of place?

Place Brands and e-Brand ROBERT GOVERS |




The 3-gap Place Branding Model
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Place Brand Analysis

® Perceived identity analysis:

® Perceived image analysis:

® Projected image analysis:

Place Brand Essence

® Brand Identity: match brand on- and offline

® Experience concept:

® VValue Match: segmentation




Place Brand Implementation

® Construction: Link virtual and physical
— www.youtube.com/watch?v=M-rfH-UrC-s

® Cooperation:
— www.thevoiceofwales.com/

® Communication:
— www.youtube.com/watch?v=_ RmPgPS8cNO
— www.youtube.com/user/PureNewZealand
— http://twitter.com/visitholland
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