travellers’ perception on sustainable destination branding.

status quo.

RESEARCH GAP & PROBLEM STATEMENT

The tourism industry Is at a crossroads, trying to balance
economic growth with the need for sustainable practices.
The importance of sustainability in destination branding is
widely recognised, but the industry lacks a comprehensive
approach to effectively incorporate these principles into
brand strategies.

RESEARCH AIM

The aim of the study is to analyse travellers’ perception on
sustainable branding and its individual components on the
various dimensions of the customer-based destination
brand equity, ultimately providing recommendations for
destinations.

RESEARCH QUESTIONS

How do travellers perceive sustainable destination
branding?

To what extent can destinations benefit from inte-
grating sustainable practices into their brand identity?

theoretical background.

Travellers’ perception:
Definition, ABC-Model of
Attitude, influencing factors

Destination branding:
Definition, branding models,
Aaker’'s Brand Equity Model

W Sustainability in tourism:
Definition & understanding,
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Figure 1: Theoretical background in context
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Figure 2: Research model of main hypotheses

empirical study.

Method: quantitative data collection
Survey instrument: online questionnaire
Research setting: destination of Osttirol
Survey period: March 23 - April 21, 2024

Valid responses: n =411

Method of analysis: descriptive statistics,

correlation, regression analyses

HYPOTHESIS TESTING
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KEY FINDINGS

The key finding is that sustainable branding significantly
influences the CBDBE. The major impact of destinations
responsibility is on brand quality and brand value, with the
lowest influence on brand loyalty. Ethical responsibility is
perceived most strongly by travellers, but a positive percep-
tion relies on the interplay of all sustainability components.
Travellers who recognise credible sustainability efforts are
most likely to recommend the destination to others.

recommendations.

step 1. Strat_egu_; Positioning as a Sustainable
Destination

step 2. Stakeholder Engagement & Broad
Partnerships

Implementation of Sustainable Branding

step 3. _
P Practices

Monitoring, Evaluation & Continuous

step 4.
P Improvement

Figure 3: Recommendations for action to enhance CBDBE of Osttiro/

LIMITATIONS method, survey period, recommendations.

99 Travellers tend to perceive a destination as more
valuable if they see sustainable branding practices
being implemented effectively” (Gantschnig, 2024).
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