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Introduction
In today’s highly competitive tourism marketplace, destinations have to work hard to
build an effective positioning strategy and to differentiate themselves from their comhttp://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&storyID=224
petitors. Thus, an appealing image is a fundamental asset for the repositioning process
of an urban destination, both in terms of extensive knowledge of tourist behaviour and
the development of effective marketing strategies.
From the beginning of the 1970s, several authors and scholars centred their studies on
the issues of destination image formation, management and assessment, and the role
it plays in the process of destination selection and evaluation made by tourists (Beerli
and Martìn, 2004a, b; Pike, 2002). In particular, studies on destination image mainly
concentrate on leisure tourism, with a focus on pleasure tourist perceptions and the
determinants of leisure destination image. On the contrary, the issue of the formation
of business destination image – where travel for attending meetings, exhibitions and incentives play a relevant role – is less explored. However, some authors who contributed
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centred on leisure destinations cannot be applied to business tourism. In fact, the latter
presents some distinctive characteristics due to the business-to-business relationships
which affect the process of image formation and assessment.
Moreover, in the large variety of contributions on destination image, only a few focus
on international urban tourism and, consequently, on the international image of urban
business destinations (Bramwell, Rawding, 1996; Calantone et al., 1989; Grabler, 1997;
Suh and Gartner, 2004). Thus, in the literature much room has been left for further
explorative studies on the determinants of the image of destinations with a business
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analysis focused on Milan, an urban destination mainly visited by business tourists.
The case study is then put in the context of the existing literature on destination image
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Literature Review
Starting from the 1970s, contributions from several authors on the brand and image of
½Â²µYbµ½8½µ}8Èbn8ObYÂb²ÂµµµÂbµÉ½}µuoO8½½}b²b½O88Y88-

Chapter extract

To buy the full file, and for copyright
information, click here
http://www.goodfellowpublishers.com/academic-publishing.php?promoCode=&partnerID=&content=story&st

oryID=224

All rights reserved. No part of this publication may be reproduced,
stored in a retrieval system, or transmitted, in any form or by any
means, electronic, mechanical, photocopying, recorded or otherwise,
without the written permission of Goodfellow Publishers Ltd
All requests should by sent in the first instance to
rights@goodfellowpublishers.com
www.goodfellowpublishers.com

