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AL TIE, FH S DOIET 5 AMMA(Area Marketing & Management Approach)D % %77 (BHEIZEFK KRS

AOC; PEHE(2014) FB M) (TS E, MR A KRB 2 5 O T2 T ORI BLLIC BT 5 ER o

%Fﬁ'ﬁﬁ"]f&ﬂi DIZERB LT, RV 7 OBEIRIAR L ik U 7 ORik fl etk & O BFRME & % O 53 Hr it

D&Y FIZHOWTEBELEELINZ 5. BAEMIZE, fiFEo TEEFER] 220 THIAMMAIZEBIT 5= Y

T =TT AT HBDOINVET VAR =T 4 T DEZIFIHASE, T Dplace brandingDAF7EE

Bla_"—R L LTeBRE, EBETO TFHEATREME] IZOWTETZ YT - v XV AV ML= 70

EHERISRETERE & LTl R, WORORSEN 2B E X205, TOMmPAERERRD,

Key Words: Area Marketing, Area Management, Toursm Area Formation, Sustainable Area Development
1. [FC&HIC B - ZWTERZEIE, 1 RIF30FH ARG E A B C
%ﬁ%mﬁﬁiﬂfwéﬂ,%@%%ﬁﬁ%%bﬂé&
DREOBLHGL, ZONEMTAOAD =TS HAEHREIOR. 2L (TADbISURE AR

PEEPERSERDOREBITEEL TE TV 5.
1, 1990FARLARED T 2 DBE -

n
A TEIITE T —~ 73,

L, ICTHAHHT, %Lf@bk@éﬁ%ﬁ@%ﬁﬁ%
[ CTOZEAE) TR T XL, KV REREEE 73— L

—OITFBLE - 2B TE A A < HESRREBREDIRILORE s, ZORNKLBETELZ XA T Iy 7 I 7 hLT
AL VOB ERIZ L > T, FENET TR ET0W5. D LELEREWEZT UL, 8D - 28 TH)
[Y—URXbMOBHA~DERE L (Towist’s Gaze: Uy  BFZEIE, *IGHICIsT 5 T8UEH)  (450) | 18Dk
(1990") | DZLE V) NIIEIRIC L » TREmIICIER &8 (V—U X4) | HESRERE) GMOEE)

LTWDZEIKD. ZNETOLREOEDE - 8T O3 OOBEERICERL, b s [BOAS&E T8

BFTEDZ <13, HHEYZR BRI HPRBD I 1T 5

BOCHAZ @R - XPRICBET DALE ST O CTREL T
7oL O0FERTIE, £ < OB ISV TETHIOMAR

HACIRAN 2258 IR T LT T2, F DR 73D\
BOEHIAZS 8 O FEREHPR-CHBLR M 7210 e < BUERRIIC
AT 72 AT EE . (TDM) ORGETZ & O T a7
A TR BT DRI 72 STz, 20000412 A
D, BOCHIZSBEORMEEEEICINZ, SR T7T~0
NIABEEIEINIZ T Tle L, PR E L CORARE
TR E AR T HIE e E DO VR OIRE L TR
FIRTAT & U 9 BRI LTS B 1228 - T B (P FH2008)).

EOBHRMEZAONCT DD LEF 25D, s, =
FUOAERCE SR OFE BIR OB 72 LD b & TEEHIAS
BITEN N — R AR 2 T 2 E MR E RSO
— Do TNDHEEZBILD.

AFSCTIE, FH 520087, 2009073 Z 1 E TIRE LT
ETUWHAMMA (Area Marketing and Area Management)(Z -2
WCEDOBDEHIA~OE AN A w2725, 2 2 Cldimat

,%%ﬂwﬁﬁﬂﬁmmﬁt%amt%fmﬁﬁﬁ%

B DEBEOZEEAN D IZER LT, MR T
Iﬁﬂﬁéé‘I)T®%ﬁ7*@&@%%ﬁﬁ%%@
IINTRSEIRD & 1) JFITHOUWNTERRIE 24 N2 5.

177



TR L DM EIRD &, 28T,
Mmmmgxﬁﬁﬁﬁ_owf,_mifmﬁﬁﬁ
S (FEHQ014) ) DOffiimE A T, AiwmXoEEE D

BfREH LT 5. BERMIZIE, AMMAIZERIT 5
[Area (=V7) | OZEMHIENVICERTHES - &

%éw%ﬁkﬁ,%hﬁm®3o®%m%$f%mm
(Y—URL) |, [Area Marketing (=U 7 « ~—4>7
4 >7) | Z LT lArea Management (VU7 » <R A
YR | ORZFICBRESHET HZ LR L TH
& T5. ZnEEEx, H3HTIE, BOLHoE
JBJE Rk (Formation of tourist areas / Tourism area formation) 7 &
DHZAMMAICBIT 22T « ~—0 T 4 7 DO
D—2L LTEST, EE LWBDLEBIERR DR D

HCHOMTE DR DX EEIROZEMPIENR Y &2 ED X9
ICEFTRENTONTOEREMZD &L HIC
7 - 7*574/ﬁ_%H6EW%ﬁ%ﬁ%%ﬁ$¢6.
FHEARTIE, dR= ) 7 OEERA L L TORHER]
BAREREZRETHBEBLELS< VDT —<
(sustainable area development)% ¢ EiF, AMMAD=T U 7 -
TEVAL N EDBURICOWTER L NAS. LT,
BHEITCHE, TNLBEMROLVELDE, SHOMK
FREZ B BT 5.

Y

2. AMMADQERIFHEA TV T EI— X LNOEH

T2 TE, AMMA®D FEARRIFEE T DU T O &
T Oz BT 59T, WEILRRORBISIERGRR L O

Z OFHg T ReME & AMMA & O BIRIEIZEET 25 a % B
ST 5.
FTAMMA~OEEE - HiFIC A DRTIS, 19904F1 LA

FEDBIFEORMI R E < BE 52 T L Ebihvd,

Uny (19002 L% [BtE 02X L] [ckirs M8
H— B A (tourist service)DHE X 7 & FEIT L, AMMADIEAR
WIS AEGEA~DEE ST L 72> TV D Z & 2ib Tk
Z&ITT 5.

M OFEETIE, FICEEOBDLREHEREE O S HZE
ERBEOE RS LO—2 L L TORFEENBLE O
iwa L T05. TOPRT, MO —e X 13, —&iZ
=2 & LTO [Hd P (scarceness)] & [IAIRFME
(Simultaneously producing / consuming services at the same place)
TSI i, 25 L7oHgfit (spatially specific goods)
DEAZIZED=Y T (G TOMY—EADARER
LIHEAE & ORI ABIROE 2 B 1AMl 5 2 &
WROONDD, BOCFEEMTEL I L TBDEY—E
ZDEFILHEE~OEAEHE L <, 2T 22—
EDOWHBEEDORDD LD EDI A~ v T ORBEIZEE T
2L LTWS. £O—KT, [EEBDLICR bR 58DED

% 53 ML A ELHRRES - BEE
sa—nNYE—a VR T OBDEEEESE O G T
B RITTHBIZOWTHEA LTS, Unyld, L
Do THYEY— B 20RMHIL, oMK 2|t (=
VTEAMNEE 7 e—ul) & EBiZ, SUEERAW
ICHEREL Y RE L LTWA. &b, Br—exiE
Hirsh(1978)°0> MU (2 331 2 SIS 2 (forced comsump-
tion) (FEAHIH HWNEE o AReiEE) & LToME
EAETDHHLO0O, TR TIE 0T BeEmE O
B — B O —ADEEIND Z L&A L
TW5., ZORER, BOEr—EvRicB 5 Fdbi) 13,
X 0GR LRSI 0 .

UbkozZ &X0, AMMAIZEWTIE, BDE—Ev X
OHE & UCOME (B Tbre < TRReEE) )
wEEE X, FOAFE L) oEENRIND B
) 220V —ERONEEZRET 2ELIEH
(Tourism activity) & Fa(place) & L CTOD =V 7 (Area) D& E
BERE L 1200 E ORI A EAEET 5 Z LT LT,

Lﬁ@ioh,mmmm%ﬁ%ﬂﬁﬁ(lﬁ)@ﬁ
TN TIE, BEREERRSOICEDL DS, 22 TlEd -0
pkER (=V 7)), V=V Xn) 27 =

—7T 47, [Z)T e =xPA K] ) OIBLT
(U7 | OEMOIENYICERT HER - BHRAWNIC
B9 D fiam 24T 5.

Triggering
Tourist Demand

Tourism

DMO (Destination
Marketing/
Management
Organization)

Internal Area
Development
(Sustainable Area
Management)

Strategic Area
Marketing / Policy
Making

Marketing

Area Branding /
Destination
Marketing

Attractive Tourist
Area
Development

K-1 AMOEARNTL—LEEHEE
MMM’i PLFD 3 >OBHMEI RN 5H. 1o
X, e T25 =07 OFERPIRAVIZER LT
wéﬁf%@,%@%zﬁ@%ﬁ D) O T [k
] 50T (U7« ~—rTF 4 7 MMI@ES
BITWD. 2881, =U7) & T—UXA) @
IvEELThHY, ] 2—FE0 TR I [8bL]
DESY & THUE (X)) | OES %S TR S Z L Th
5. 328B1E, =7 -~—FT74v7) L 2
T e R AL N OWE RSN AT KO TH
Wz L2k, U ) T OB~ —rT 4 T
(FEANE) 7217 The<, RN T - v xR
NERHE & LT TR rRert] 252 & Th 5.
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F-113, BOLHAZEFEIZI T B ZEHRIIREA Y TX
5y L2 5 DORHHE 2 /R 9. 582 BAMMAZ & %
BOLE 0R) (CEAT BT, EOZEMA S — &
ETHRE LW EBREDREE LT, HAHWITHES
W72 BB % B HE 3 BEOx R EOREE LT
b, 2O THRECHMEITIEFICEETHS.

=1 BUCHIOEREICH T HFHEEIED 25
Level Scale of Name of The expected effects of road
eve area plans network improvement

| Nation-wide | Nation-wide | Improvement of airline access may

unit plan increase potential of inbound tourism.

Wide area | Gaining the ascendancy over wide

Regional . .
I} block excursion | area excursion may lead up to the
plan formation of an attractive route.
Formation of the tourist region stretching over
Tourist Tourist region | more than one prefecture promotes the
. region formation plan | endogenous development with increasing both

LOS in transportation and tourism demand.

X Tourist Smoothing mobility in the tourist area
v Tourist area

area plan | may give tourists satisfaction.

. Tourist spot | Walk trail improvement in a tourist spot
\") Tourist spot

plan makes the excursion more attractive.

FIUL, ZORNL LD LI, kGHkOZER/]
FIEA VIS LT, BT 5 _REFETREA Y, to
TEDOHGH 7 L— L ENENRR L6 THD. Bz
X, LLIIOER B kG & 72 D 22 A r— D=
U7 TlE, HEEIZZ < OBDER EFIERREICL - T
KRR DRk % 72 sense of place (FEAHIIZITAR
(= V7)) 2RI 2 KA 22 A A — P (collective im-
ageofcity) ZEHRTEH. —F, FHLVERAT—L
DINS TR LUV (BEHIK S/ NEBL e B EHE) T,
BUCERORERRE IR DA T2, ki HfiZe
TUVTA A=V E LTIZALNDDE LIV, &
$E IR 72 BRI AL & 3 5 72 OIS TR M Oz D
R 288 L7e X 0 22 v oo A o FEIRER E M
NENE OFHERME L 725008 LIV,

ZIT, ZORIBKRTY T OZERHIR VIS T
T, TNENRRLPESNFE, =07 - ~—F 74
YIFELTEYT « =X VA NREOBENRD SN
HZEEEIETHRD

3. BEREGETVT -—TTad

=V 7 %~—0T7 47352 8] OFHEDIZ, =
U7 MR D Z ENMBEROITALNTH D.
B-21x, R ETHEE~—rT 4 7 DOFIA
(Kolb2006))Z 775373, D1 AT v IE, v—1U %
FOxtG LB ) TICEIT 2B — B RIZONT,
FEEUE SMBREE T & & b, PR S e &

% 53 B AFEAMARERS - HRE

5. ZO%E, MHBRTY T @) (2R 5805
(ZB840 % H— £ A (tourism activity related services)% £ X 9
[CEHET DN EEL 250, FIUIFRRHZED L 9 72
BUCPRIB O ZEHIAIAAD D ZAEE L T D 08 W ) IR
FRODigmI R < BRI 2.

| Process for marketing cities & towns |

| Analysis of external environment |

| Product analysis I

Selecting a target consumer segment

| Product packaiing & branding |

| Developing the message & promotion|

|Eva|uating the results |

-2 —MHBENET—5T 1 T DEIE KoL)
ZIZTHEHELARTIZR LW L1, Kolb (2006)2348
ET DB ) 7 DOZEM A —E, R-112B1T
% LoYUVITIE T 2 ity N S 7e B Gl HiARL
FNTHZEThHD. TOBKRTE, B-10FIECE
WTC LUV (B—ofBiT (BLEH) ) 2355848 fimi= Y
T ORI Z T E L TRESN TN, B o#T
MORERRL S ABUEE (LU 0Ll EDZEf A
r—v (L~UULH D WL~V ~OTH OB 134%
Y57 =) TRIOBRE A FER T 5 EO T RE ST
RO HNDG. (2B, B-10%FOFIEOVTIE,
UTDxY T « ~—rT 1 7T i O
DEIZERT 5. )

ST, BUCIRIZIT HIEEGERE - FERGmIE, R~ 72
SHE - BORBEA S R L LT, BRIV ERSN TV
B (Nishii et al(2009)°, PEHE + 3T + KZ%(2010)7),
X0 kAR B e < 0 (15 HE2009)%) d B WO IZBELFEL
HHOTEHAIZE D FC, Hix RZEHA T —1L D L~L
THHADR R ENTE 2. ZOP TAMMAIZRBW T,
VT =TT 4 T OFEE LTOMBESITETT
BRLTYT « R VA L FOHFETTHHD & DI
SO, 22T, TV T OEMIENAVICERELT, £
NEEDL I T REDOBLEND, BOGREN
ERUCRET 22 Y 7 « ~—FT ¢ v T OFARN e Bk
DIREEZOfREEI L Tl E 0

22T, AMMAIZEITHAXRTY 7 OHZ IO
TRV EARZA A=V TELETKEDY 741 =
TN & 23— F Tfi(Santa Barbara, CA)%& %15 & L7=4;
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AERELTAHRLD.

B-21%, Vo 3—=FH (NA92300A, fifEs8ki)
& & DD O HBREE 245 L 7= Bt oA A—2 T
b5, FRoOBEEIOZERI A 7 —L T, LYnv
IZFS L, 20N EEH5 L, NORHE210000A &
VAYUIIIDIEA Y 28T 5. YHyE, o Erxodlt
FERI120kmI 7 (& L, AA3A RO & R & L
FIEOCIANE A R E L THEI SN TWT, (RE R
HEPE R BENBEH T A Y >« U B T (American
Riviera) & FHEN T 5.

,’— ______________________________ h\\
,' Santa Ynez Vally Level Il \‘
1 (ex. Sunstone 1
1 Vineyard & Winery) 1
1 SOVANG 1
1 1
- Santa Barbara City —. 1

1
IPISMO BEACH/ | [~ Ar Riviera I
1 SAN SIMEON Level IV 1
: 0ld Mission !
1 Santa Barbgra Santa Barbara 1
1 Museum of A Santa Barbara 1
1 County 1
: ; Courthouse :
i GOLETA Las Positas Santa Barbara 1
1 State Historic 1
1 Park 1
\ Mesa Water front area 1

\\ (Stearns Wharf) /
VENTURA

B-2 S8 N\—N\SOEBHELA A —2 f)

-2 oplaikdn & &, o X o8—"T OETHEDE
A A—=T0F, TNIZH DR T, ZDJE
DMK (FIR) OHPEDOA A=V b =T D
BRA A—VERELTCNDEEZDBND. 2D LT,
BUCEIEIZR OO OFHE (i) gl 7 & LTH
VAR NT IR E N TV E LTH, AMMA
DTYT +=—lrT 478D U7 OfEz i
B LCE 2L, THROEE (M2 X A&7
W2 3—/3F F(Santa Barbara County)) % & CHEX T
WS RETHHZ EERELTND,

B-31%, ZD &5 Bt OT-oD= ) 70
W2 TEREZ, TVT «~—FT 4 7O T
AR L7 b DTHS.

Step « Definition of the spatial spread ‘

Stop2 » Survey and data collecting of sense of places ‘

Mapping (Positioning) of elements ‘

w » Segmentation and targeting for place branding }
-3

Analysis of place branding process (Ex. SEM) J

HRLY 7 DEMHERSA A —PDEDL
TT - R—=7T4 2T D—BREFIR

% 53 B AFEAMARERS - HRE

ZDOR-3 DFNEIE, FeDBR-2 DR A OIS

7Bt~ —r T 4 7 Tl BRI TN
T=V7] oz 5F, Tihbb, =T A4 A—T
(area image or sense of place) ZHI/RANICH>TNDHZ &
PECHD. IHIT, TOBEEHITBWTL, Hrd
=TT AT IR DT VAR T T T 4T
(place branding) D7 x 7 Z FERRANIZHLD AL TNDH Z & b
B L 72> T 5.

ZOXYT « A A=V DHTE, 1980FUTI T D JE
TAHT (k1982 19842 ), BAT(1985)%)5) KV
AUTFE S HIX - itk (BFTH) oA A— 08 (el
A VEHE - S (1986)7, JUIGE « 75 - PefiA(1988)', P
H991)0, PEH: » A (1992) W BE 2 FERIFSE & Z DR
LDy (V=UVARDOERSLO—DELTTY
T ORTALERICERT 58 13EERT S Z T
5. Fie, THORLGHTICEET 2 IR BT,
INTRIRT ) 7 2 SEEINFREOBDE E L) 7o
A —UREE ST BT 2560F7E (B - 1 - =3 -
8(1996)" FEH: « I « HIHE - 0HE1997)” WE, AWFGE
BT D FEARR T & [Rl— DA% 52 T 5.

TUT A A=UHTL, ETEOFIEORTELS T
TV T EHRT DS DVFY T =) TICET 5 A A
—(sense of place)” — & DUEEL H L1Z, ZAUOAERHE
MDA A —EFEMEICE B Lo A A—UiED~ v v
> 7 (mapping), = L CEMBMESBIERIFIZ L 5 RV
3 = 7 (positioning) F D FIEDHEMIZ L > T, R~
U7 ORE L TORTBEA A —Y OFEARFE 2402
T5. bk, ZITO FHHBLTY T A A=Y LT,
—ANTIIA YT = U T ORI A A — BRI K
HEBH A A — VN —DD Y T AKX — (H
agglomeration) ZTEE L, 1 OFiLHDESHIA A—T
ELTRARTY 7 A A—URE R L TV 5 L ERT
5. BT, ZOEEGNRETTBETY T A A —
(collective image of city as urban tourism destination){ZB59~2
TVAR =T 4 VT HEIT.

TVAR == T 4 7L, Eko~—r7 1
T CORRNIARO (ER7R)  [Ein] ThoT
DIZK LT, o &L 9 IO s & L Co#RTi#l
K=Y T —ERERET TS, FaEOT VAR =
— T 4 U 7IZENT D, Teemu Moilanen & Seppo Rainisto
o051, [iEsh~—77 4 v 712k 5B MO 7
UMb DT - T MR LR, BUOME LS
 BHBPFEINLTIERDIEENH D] L L, TDFE
F D CRitchie and Ritchie (1998) DR D X 2 7ekefi : [~
v Meshi-gbe (1 A—) &I, &k L%
WIE T RS 2 AT+ B 1= DB BRI L » T
Ko onsd. £72, IR U 7 D) area product?)’
EPELIHE L ORI CH D & L b, xR THEE
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OYFIMEE (M & L ToRmME) ICRESh T
5 #IH LTS, £/, GHEQE09IEX, FLA
A TZUF 4 LV THIRD L E 20— L A OREIC OV
TR LTHY, WHESZIE, EMMTIEH LN
U 7 DZERIHIRDN ) 2R B D 2 r— VTt x, 7
AT 4 x—ay - TT0T 4 U ICEAT 5B AR A
T3,

WIZ, LA R« =—krF 4 2 7 OHLEEED—H>T
HHTVT « TTUT 4 U TITONWTOFERNE 2 %
RLTWVI ).

Market communication 1

Environment of the j

Sense of Place
and/or
place brands
recognition

. 2

Segmented Groups
(different structure of
image of place)

H-4 #HEATVTA A —DEEE
TT - TS50T 4 2JIZET 0B

targeted areas

Tourist specification

E-41%, @B 7 A A—UHRE =) T - 7
T T 4 TIZBT B NS A E R T, AMMAL
BIFEZYT «~—rT 4 7 TE, ARV TO #H
T 7A A=) L ZOEICESEXGT ) T
DGR EZAITVY, ZAUTRW CTEAR L BOLIR BRI
HOx, Bft~—rT 7B B A M
(segmentation)] , % —7%" v Ml(targeting)) , AR 2=
> 7 (positioning) | Z1T 9 & & HiZ, B ~—~rT ¢
VTS ORR (2T e T T T 47, 2T S
nE—al, TVT RNy F—=Ur T HLHNIIND
ODMAEED~—rT 47 « 2 v R) BT,

-
[

Brand Contacts:75>k-a>49k

 Product message / Service message / Planned
message / Unplanned message

-

Brand Relationship: 75V R-UL—3avoyF
« Creates ‘meaning’ in the customers’ minds
+ Continuously developing brand relationship

Individualized Image : f AN ICEH DA A—

« Creates customer’s own personal opinion of the brand
from small pieces of information

Place Brands: TUF DI SUFE

« Based on absorbing information of the place, own
experiences and received information

BM-5 TYF7IZ72FMEDERTA+ER

AW IBT DY T « T T 0T 4 2 T OIHHAI
1%, FEARMTIESEIR O Teemu Moilanen & Seppo Rainisto
QOOSYDT VAR« TT T 4 T DEZ I —RA|T
BEBERNL, L EENREEmEEZHWT, Y—Y A
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OETBNZ ) TAA—TDT T M et 252 EF
MERBTAHZEI2LY, BTV T « 7T
RbDFEREHE & BRIE 2RO 584 L 0 BBIHIITATS =
LEBERNE LTS,

2T, BARRYZR ST B ORER IO T O
BIR CHEMET B0, FAMIZIIMoilannen > DY 7« 7
7 v FMbo— iy 2 (B-52M) (2HKS
&, T SEM(Structural Equation Model)iZ & ¥ [RlE(L L
FETIAEREL TS, (B-6(2F0—f%Z5Rd. )

Market communication

Product message \ /7

i Brand
i Service message

1

\ p)

Planned message

Contacts / > Unplanned message

\
i
i
i
i
i
i
|
;
/-/ '/ """""""""" 5,
\
Tour atons : |
oursiy Relationship i i
experience i !
Individualized "\ | ] i
Individual Image i Area Attributes E
Attributes People’s 1 i
) et /_/ \( Life Style/ Social i
To_unst» !l Consciousness |}
specification I !
\ /
c - Bil::;s Environment  **
ommon image of Targeted Area
of place brands Place Brands g
Effect
B-6 TIU7-JSURETOERETIL
77 T

4. FHERIREMEETYT R DAL

TIZTE, B T OEEEA L L TORERTRE R
TR kR A 3 g Bt £ -5 < W O F —~ (sustainable
area development)Z HX 1, AMMADO =Y 7 « v (T A
k& DBHRIZHOWTEEE MR S.

REMSERICRBITD TP A v b I%, RENHE
HIZRRERR I K o TED BV A E A2 NHEIROVE N
NEBEBT DR EED D L LIS, BREEEIGTECA
EMEE LIRLT 5 2 LN TEHRETEHN THH L EERT
5. ZORETREE IO TT D720, BT
T NAJE P (human) ) , TH#F - - —E A (goods)] , [F64
(money)] , [fH#H(information)] 0D 4 >R &R A HY
I, BADNGEUNCHEE D Z L TR T AL R D0,
HCH AEROR I ITEENIR b EETH L. £z,
T T CHREEH)~ 1P A 2 B(strategic management) Cl¥, =
FIZOREICHIZD, Zs 4 DOREERIC [RE
(customers)] A ANZ T, AMaIZHEART) - WhiB) /) - TEMEAL
INZBED BB OHEED 1= DR 2T 1% BHIH 72
JREUZNL > TSI IREEE T 200358 A > MR D,

AMMAIZBIF AT Y T « =3V A b (FEFQ014) )
1%, AN Bk o2 fim) B ORE AR 2 x5 &
Lic~v RV A b, B OF|H IR (stakeholders) /)
DRSNS [V 7] ITEEMA b0 L LTHRA D
NHZENTEXD. T7bb, ik (=V7) O~vxY



A e, [ECHISREICRIT D & F S E Mg
POGRE - VAT IR EREHL, & Eosh R Rt
LIS ETHRED CWMADZENTES. £, 20O
R EEEENONA &1, JEROERITIH AL, [THik
(=V7) OEIEEIO B2 T & B D=1,

thF/ X FROIODOHIBRRE G A THEL,
BHERANCEL Yy LU A S O D RETREh, & L CHik
\ZE S TOE (=FKiik - BEK) ~O~—or7 1
7 E b T aER RIS < 0 ICBEY DREIEEN] AR

i

Area Increase o
Management Huma
(for Multiple Resourc

Stakeholders) D

===

IYT - IRTAD MIBITDERERY A I

Conversion of Area
Resources:

Goods, Money,
Information, Customers

Coproduction
Well-Organization
Activation By DMO

|

-7

=713, RV AL hOxEDS (U7 AT - Hiel
ThDDUTMEL & 72 5 CER 7 RE A 7 VAR LT
5. ZOEIIT, REEHERROIREMICRE L TE
fli 2 bk 7~ 2D A v NBIERITIE, LAY ZePDCALTARER
Ehn MEHE OFWAEWE EbIg,  TEHE - 247,

[EHE - G, THEfE - ), 2 LT TiERME) 7o
EREENTEY, GfFENESE LTOwRxT A b
L LTEET RETHA T L ERB LTINS,

ZIT, BB~ —rT 4 v THRICEW T
ATV HDMO (Destination Management / Marketing Organi-
zation)Difam(CBE LT, AMAICKBIT AT « =¥
AL NOBENLELREINZ, WL OO EE S E
HBH L CTREZL.

DMOIZBE LTI, 2 E T ET OFE§ 586
BEDT=DDT T v N7 —53< Y OREAE LT,
B, Bt~—rT 4 TR IRV T THA
RIDMOJ (ZBET B RERAP PR &, TDOHA KTA
> (2015) P & HIR S ATV S, DML, FRINODA w8t
RESERBA~OEFAA D=0, WDITBDEE Y R AR
AL LT, TAT A=V alnbr o=
R~ =TT 4 TNA T, MRRRE A, ERIEEED
R, a2 BDCEIR/IE S/ BIR R Z ST — (K
T2 aBH - PR—F D2 EIvaril
TRk A R, UL, TAT 4 R— a3 LARDY R
TA T TIVIRRERE, HUREROIRER D7 A T o -
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DEOHFFEE CORMKIRBRERE L 2o TS L
EWT 5.

H-8i%, 77 AT NFRHMS (X—F L F(Bas
Rhine:67) & 4 — 7 I (Haut-Rhine:68) % 7 72 Regional
d’Alsace) 1Z331F 5 DMODN20124E-20144F (2 73 ) C R
EL, 2014FE2016FT 7 ar 7708 LTHRRAT
WHHDT, 5 ODBEREE 110 BARRIZ2BUR BIE%L
BIFTWBY, B, ZODMODEEIZIE, Eiton
—IVIRATEBIHIRDOMIZ,  AAA(Agence Attractivite Alasace)
¥ JLUADT(Agences de Developpenment Touristique 67 & 68)2)3

BELTW5.
[2] To promote
Alsace as tourism
destination

[5] To fundamentally reform tourism in
Alsace with creativity and innovation

/{ Orientations

<1>To qualify tourism
services in Alsace

[1] To revitalize
tourism economy
in Alsace
<2> Prescriptions for
[3]To harmoniously increasing visitors
develop tourism in
Alsace

-
-
o
&
o
o
o
<
o
]

<3> Promotion of
Conference and Exibition
Related Tourism

T

<4> Development of Eco-
Tourism

<7> To highlight
historical Alsace

<10> To innovate

image of Alsace

<11> To promote
vine tourism

-8 7ILYREAEIZEH 1T HIN0IZ & S EEREHIERAA A

<5> To coordinate
organization for tourism
hospitalit

<8> To highlight
traditional identity
of Alsace

i

<9> To develop
historical & cultural
tourism

<6> To make Alsace the
best choice for bicyclists

TV AR DO ZEREIRIAD O 1L L VIIEARS T 5
72D, mUT « =R PAL MIBWTHA R T AT —/L
(Strasbourg )2 =1/L~—/UColmar) & VN> 72 L L~/LODMO%
BN SAATIRENAR & U CHEES E D MBS D
AAARCADTIC L D BE R | TR T RRENTIRE L, £72Y
RO LTI DENNES TN LTS 2 ETHRN

Z 2T, DMOIZBIL CAMMAIZEBIT B ) T « ~—4 T
AT BDNITY T « =R A L OB O %
e L Clx 720

Community

Supplying
i Tourist Area(s) Involvement

Tourist Servige Local

Residents

Q at mission
should local
government

I have in DMQ?

Tourist association
Chamber of

Commerce &

‘ Tourists Industry

Giving Local Gov.
Information | NPO Area
Tourism
Sales of Marketing

Tourist Goods

Consignment
Partnership
°
o
5 O
Tourist Agency

X-9 AWADER=A 5 DIM0IZE 1T 5 EERRE

How tourist
goods should
be sold?

E-91%, DMODSEHER e Bt & L Cr= U= U%A
NENDAAAY 2~y M(Zemat)l ZF531T HDMO% HA &
LT, DMOZHCEL thoBhd-Ek @DLE, hfTEs, H



WoFHEE, MIEFER) L OBRIEAEBE LI E0ER
MRS A 3 OKFITRLCWA. bbb,

B DMODHREA /=L LT, £ LTENEIHET S
Ak S L CoHT ETER (TE) ODMOIEENZHITH I v
a AR (ZOBEITE, =V 7 ORHErTHeNE:
(sustainable area development) |2 BEETT™ 2 RERRE~ DA BT L
T, HUTRIGEDHDODMO~DBE )T 2 ED L 5170
350N HEHRT D)

W V7 -~ T IR A M- ¥
—7y M s RV a = T ED X ICRELT 502
LIS, FIfICRRTE 728918, BT 7 ORTBLE
TV T A A=V NEEOEEN2T )T «~—T 4
ST TEDBZESDMOIZ I 1T D HIE R E~D AR & ZhH
TRIRDT=DITARAIR E72D LWV BRCHEETH D.

B BUt~—"7 4 7B DI T (Towssm: Agency)
ORI-ABENIIEFIZEETH Y, DMOE D/ 8— h—
VT ED XA D02

Iz, J21T7T L 912, AMMA & DMOIZEEd AT
BT« 4&E] « FHEO A F L TR ZEIiTd 5.

S . 1
F-2 AVALDMODGIE DI - %3] - RO LLE
AMMA DMO (in Japan)
Destination Marketing/
Management Organization
ZELN(BAHDFHMAGERELT | BATECRREZEIND
B TUT (BEDRICET 57— | TBriES<YTFvbT+— L)
BB | 7T T PMETNICRILTRY | ELTOERK GERHHEH) T, 8
&E AVMEBEREETOIQENTIO— | HiOEEER EOBEARED
F BEAHDI=ODT— T4 T H
PO RD A MES
OF )7 E—D&8RMIZFICR | OB AZDMOTIE. EHEIx
¥ FEBABEMADBE Y | BULEEEEERKRCEES
BHHEE | ITEROBRERR TLVELY
OERE [QIIATVAVMTR. TVFOEE | QIELIHELISERATE
PHROHEERFDHYFDHT, | BRFLIY - BRbE YD
RN (R BEBREEER | I LLTRANHD

RE Area Marketing & Management
Approach

BHLO

R-206bn5 L8912, T2V 7ae) & BDGH
(destination)] & DFEV VT A7 SIVTND D, WEROBLE~
=TT A DR PEG~—T 4 TR L
TWAHZ e, (EHLTh) @ @B - #
W =V T) OZEMMIAN IR D E#ENECH D &
SOOI DEM0. WEHIPICE 2L, AMMAIL, 20 =
U7 | OWRZITEIRLURNG, TV 7 OIS D
VIFRRGERTREIEIZ DWW, =0T« =—F T 4 7 HDHNT
TYT e RXUANELTERTHEZAIRDRE
FHSEAETDHEEZD.

5. HYIC
AL, EH S OFEE T 5 AMMA(Area Marketing &

Management Approach) D& x 71233 %, 1M O HIRS:
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A CONCEPTUAL STUDY ON AREA FORMATION AND SUSTAINABILITY
IN TOURIST DESTINATION BASED ON AMMA

Kazuo NISHII and Konstadinos GOULIAS

This paper aims to discuss fundamental matters underlying the relationship between the formation of
areas and area sustainability in tourism. The basic concept of the paper is here based on the Area Market-
ing and Area Management (denoted as AMMA) (For detail, see Nishii (2014)) focusing on the spatial
spread of not only urban tourism but also the traditional type of tourism like visiting scenic spots with the
beauties of nature. The paper clarifies two points of discussion: The first is concerned with development
of a marketing method of the area formation, that is to say, the method how we should create more attrac-
tive tourist areas will be discussed. Our specific focus is here on the relationship image of places and the
place branding process in tourism, referring to the recent advances in place brands studies. The second is
a long-term managerial issue on area development. Especially we discuss how we should organize a vari-
ety of stakeholders for the achievement of the area sustainability. Of a particular concern is the concept of
Destination Marketing / Management Organization (DMO) and main question is how we should build up
such an organization for area management according to the spatial spread of the targeted areas. Through
referring to the existing examples of DMO, some challenges today are discussed. This paper indicates the
importance of linkage between the area management and the area marketing. It also implies that, even
when we propose an area marketing strategy for a limited period, it should be consistent with the long-

term decision of the area management.
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