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DESTINATION POSITIONING
ik H )3 A

NPositioning I s the act of
companyos offering and i
occupy a distinctive place in the target
mar ket s mind. o

Source: Philip Kotler, Marketing Management:
The Millennium Edition

ounded with one restaurant in Miami in 1954,
the BURGER KING' system has grown to

o TR | 11,435 restaurants
nPositioning is the development of a in57 countries and

. . . territories worldwide.
service and a marketing mix to occupy
a specific place in the minds of
customers within ta

Source: Alastair Morrison. Hospitality and
Travel Marketing.
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C The sum of beliefs, ideas, and
Impressions that a person has of a
destination.

(Crompton, 1979).

C A set of cognitions and affections
that represent an entity to an
individual.

(Mazursky and Jacoby, 1986).

C A mental representation of an
object or place.

(Fridgen, 1987).

C The visual or mental impression of
a place, a product, or an experience
held by the general public.

(Milman and Pizam, 1995).
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