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ABSTRACT

Being one among the rapidly growing industries tfagters economic development of a country, tourism
considerably increases the countries social anturalllstatus and acts as an elevated platform &onieg foreign
exchange. Tourism is usually described as a higlelgentralized industry consisting of enterprisdfeint in sizes,
location, functions, types of organizations, ran§services provided and methods used to markesatidhem. Tourism
marketing faces a great challenge because thergsesfourchases a series of services, but is left véty little concrete
value at the completion of his trip. A key challenig to convince potential customers that the itbay are purchasing
provides good value for the price, and that theises will be as described and expected. Tourisem8ing has become a
viable metaphor not only for building destinatiamds but also providing a unique identity for tenr places. It is about
combining all things associated with the ‘placaigcf the essential p’s of marketing. This papsersaio understand and
explain the role played by brand personality iresgbn of a tourism place. The concepts of tourlsanding were being
analyzed by reviewing literature on brand persdnaplace, product/brand and destination brandirite present study
reveals that brand personality has great relevancdestination personality and has positive impaiet perceived
destination image and also on the behavioral ildestof the tourists. This paper reveals certapsessential for creating
a successful branding strategy that may resultamieg maximum returns. Though the importance oftidation
personality has been acknowledged, very less etapiresearch has identified its multifold dimensioithis analysis
would further help the researchers in marketingotobe into the relation between brand personalitg destination

branding on a major level in order to build a betbeirism destination.
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