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A Study on the Approach to Build the Regional Brand on the Tourism Destination

HANYU, Fuyuka

2,500,000

In this study, we revealed the framework of regional brand building through
literature review and field research both at home and abroad.
The conclusions are as follow: 1% Regional brand building of destinations is a process that ‘ Brand
Identity’ built by elements such as name of place is highly recognized and evaluated by tourists.
2) The investigation indicated that tourist’ s recognition of destinations is based not on
particular image but on whole and abstract image. 3) If the tourist recognition is formed, it
contributes to promoting diversification of tourist behaviors and to extending their stay time in

destinations.
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