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Abstract

At present, tourist industry of china is being in a stage of
district competition. The theories of integrated marketing and
brand management come to play an important role in tourist
destination marketing. Some researchers have put forward their
conceroptions of tourist destination brand, but the connotation
and management system of tourist destination brand is not still
mature.

This paper realizes the states quo of theories of tourist
destination brand, based on correlative researchs at home and
abroad. The author put forward a new concerption of tourist
destination brand. Because the theory of experience marketing is
compatible with study on tourist experience, the theorise of
experience marketing, service marketing and relation marketing
were applied to management of tourist destination brand, which
can support the practice of management of tourist destination
brand.

The content as follow .

Part 1: Analyzing the old cognition to brand and
comprehending brand from the aspects of value and relation ;
Studying how the value istransfered from marketer to consumer
and how consumers perceive the value and correlation ,by which

o1 .
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we can realize how brand comes mto being; Classifying tourist
destination brand and telling apart it with general brands of
products and corporation.

Part 2. Classifying the stock holders of destination
marketing and studying their motivation and modes of influence
on marketing ; Conceiving an organize which manage the brand of
tourist destination,and analysing local government’s functions in
organize; Analysing the management objectives of tourist
destination brand from the aspect of tourist industy.

Part 3: Exploring the relation between the market
positioning of tourist destination brand and core value and
personality of brand;Based on the theory of service marketing ,
analysing how tourists perceive value of tourist destination brand
and establish relation with tourist destination; Constructing an
index system to assess the competitive power of tourist
destination, strengthen the brand according to the information
reflected from index of different levels, and simply discuss the
extent and reorientation of tourist destination band dynamically
and developmentally.

Key words: experience; tourist destination; brand management.
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