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Appendix B

National Tourist Office 
Opinion Leaders Survey



 

Destination Branding in the United States

Jonathon Day
 

Date of interview  
respondent - 1 -
  - 

 
Operational Questions 
 
Name of NTO  
Name of respondent  
Staff size  
Budget size  
 
Branding – Importance of Activity/ management process 
Do you consider 
your destination a 
brand?  

 
 
 
 

How do destinations 
behave like brands? 
How are they 
different? What 
impact does this 
have on your 
branding activity? 

 
 
 
 
 
 

Do you have specific 
goals for the brand 

 
 
 

Is the brand a core 
part of your strategic 
planning process 

 
 
 
 

How do you 
measure the 
success of your 
campaigns? Do you 
measure brand 
equity growth long 
term as well as short 
term ROI. 

 
 
 
 
 
 
 
 
 

Who is the key 
manager of the 
brand 

 

Who is involved in 
the brand 
development and 
how? 

 

 



 

Destination Branding in the United States

Jonathon Day
 

Date of interview  
respondent - 2 -
  - 

 
 
Value Migration Questions - Operators 
What benefits do 
product in your 
destination receive 
from your branding 
activity 
 

 
 
 
 
 
 

How do your 
products benefit? 
Indirectly, directly. 
Do they value the 
benefits 

 
 
 
 
 

What is the value of 
destination branding 
activity to products 
in your destination 

 
 
 
 
 

Do you encourage 
products to utilize 
brand elements in 
their marketing 
activity – if so what / 
how 

 
 
 
 
 
 

Do you “incentivize” 
products to use your 
brand imaging 

 
 
 
 

Does your 
destination gain 
benefit from brand 
efforts of your 
products ? Specific 
product? 

 
 
 
 
 

Do your 
stakeholders spend 
more of marketing 
the destination 
because of your 
campaigns – or less 
? 

 
 
 
 
 
 
 
 

 



 

Destination Branding in the United States

Jonathon Day
 

Date of interview  
respondent - 3 -
  - 

Value Migration Questions - wholesalers 
What benefits do 
wholesalers of  your 
destination receive 
from your branding 
activity 
 

 
 
 
 
 
 
 

How do operators 
benefit from your 
brand activity? 
Directly, indirectly 
Do they value the 
benefits? 

 
 
 
 
 

What is the value of 
destination branding 
activity to products 
in your destination 

 
 
 
 
 

Do you encourage 
products to utilize 
brand elements in 
their marketing 
activity – if so what / 
how 

 
 
 
 
 
 

Do you “incentivize” 
products to use your 
brand imaging 

 
 
 
 

Does your 
destination benefit 
from the brand 
efforts of your 
products? Specific 
wholesalers? 

 
 
 
 
 

Do your 
stakeholders spend 
more of marketing 
the destination 
because of your 
campaigns – or less 
? 
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Other Notes 
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Appendix D

Content Analysis

Colloquialisms

Dest. Icons

Barriers

Brand Ques

jc151654
Text Box
         THE CONTENTS OF THIS APPENDIX HAVE BEEN REMOVED DUE TO                                          COPYRIGHT RESTRICTIONS
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Australian Tourism 
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Tourism Wholesalers 

























 

 

 

 

 

 

Appendix G 
 
 
 

Australian State Tourist Office 
Opinion Leaders Survey 



State Tourist Office Questions 
This questionnaire focuses on the destination marketing and branding undertaken by 
Australia organizations in the United States between 1996 and 2004.  
 
Name   
Title  
Organization   
Do you consider you were you 
involved in the brand 
development process?  
If so, how….. 

 
 
 
 
 
 
 

Do you agree with ATCs 
definitions of Australia’s key 
brand elements over the last 10 
year?  

 
 
 
 
 

Does the brand advertising 
effectively represent your state 
and its destinations. 

 
 
 
 

How would you do it 
differently??? 

 
 
 
 

Do you believe that the ATC 
has correctly defined Australia’s 
target market? 

 
 
 
 
 
 
 

What benefits does your state 
gain from Brand Australia? 

 
 
 
 
 

What concerns do you have, if  



any regarding Brand Australia?  
 
 

What benefits does your 
product get from Brand 
Australia? 

 
 
 
 
 

What benefits do the 
wholesalers and other sellers of 
travel receive from Brand 
Australia? 

 
 
 
 
 

Is brand development for your 
state an important goal for you 
and your organization in North 
America 

 
 
 
 
 

Are you undertaking branding 
activities separate from Brand 
Australia ? If so – how 
different/ how similar. 

 

Do wholesalers play an active 
role in your marketing in North 
America.  
 
Do you actively develop your 
“brand” with them ? 

 

Do product  play an active role 
in your marketing in North 
America.  
 
Do you actively develop your 
“brand” with them? If so – 
how? 
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