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1. Introduction

1.1 Field of Interest

Being one of the fastest growing cities in the world, Dubai is a place where a golden future emerges from windswept sand dunes and barren soil; a place where the present encapsulates the future as the city increasingly encapsulates the desert. Dubai constantly strives towards growth and development. This is obvious in the following statement from the official website of the Dubai government
: 
With Dubai’s strategic location at the centre of the earth and between the three great continents of Europe, Asia and Africa, Dubai is an ideal option for establishing a new business, relocating your regional headquarter, open a new branch or become part of the new dynamic clusters that are the engines driving Dubai towards rapidly becoming a knowledge economy.

It is noticeable that the Dubai government not only accentuates growth, progress, and development but also the rapid speed of this development. From being a small trading centre just some decades ago, Dubai has developed into an entertaining, flamboyant, ostentatious, and, to some, surreal metropolis of the 21st century. Oil has been an important means in creating Dubai’s present status. Being aware of the unsteadiness and instability of relying on oil reserves, Dubai has turned towards creating a financial, trading, and tourism hub in order to attract investors, tourists, and workers from all over the world (Tholstrup, 2007). For instance, Dubai has numerous initiatives of cities within the city such as Silicon Oasis, Dubai Healthcare City, Dubai Media City, and Dubai Internet City
. These initiatives constitute localities where specialized knowledge and research are unified and developed in a geographically delimited area. Dubai also includes projects such as Bawadi, a leisure, entertainment, and amusement development representing the world’s largest cluster of hotels with 60.000 rooms
, Hydropolis
, a luxurious underwater hotel covering an area of 260 hectares, about the size of Hyde Park
, and The Universe, a collection of man-made islands off the shore of Dubai drawing inspiration from the solar system
. This ambitious endeavour to become a leading tourism and trading hub has made Dubai an international phenomenon as the city tries to appeal to the world by constructing and building a visionary destination in the Middle East. With hundreds of luxurious hotels, numerous shopping and entertainment offers, beautiful beaches and year-round sunshine, international sporting events, monumental malls and skyscrapers, innovative constructions, no trade barriers, tax deductions, and free zones
, Dubai is a diversified destination attracting tourists, entrepreneurs, and investors. However, it is important to note that many of these initiatives are not yet built but merely planned; for instance, The Universe project was announced as late as January 2008. With all these uncompleted projects and a constant striving for more, it is possible that Dubai remains an eternal construction site. The constant endeavour to exceed others and itself might have negative consequences for the present structures, developments, and attractions of Dubai. For instance, the construction of The Universe might move focus away from The World
, a construction of man-made islands resembling the world, which in itself is not even completed yet. Focus might be moved away in the sense that The World is no longer as extraordinary and innovative now that an even bigger project of the same kind is planned. This may result in The World rapidly losing its news value and status as a pioneering project. The question then is whether it is viable for Dubai to continue to exceed itself at such speed, and whether or not this remains appealing to modern tourists?

The construction boom necessitates business leaders, workers, and entrepreneurs to manage and execute the many visions and plans of Dubai. Due to Dubai’s shortage of national inhabitants, attracting a foreign workforce becomes necessary. It is crucial for Dubai to attract these expatriates in order to build a destination which appeals to businesses, investors, and not least tourists. Whereas various businesses and entrepreneurs are likely to benefit from investing in the growing economy of Dubai, the workers, coming largely from India, Pakistan, Sri Lanka, and the Philippines (Nørr, 2007), represent the dark side of the picture. That is, they construct the various projects in Dubai while working for low salaries and being accommodated in poor housing facilities outside Dubai, known as labour camps.
 In this way, these manual workers tell a different story of Dubai than the often portrayed image of overflow, luxury, and excellence.

Attracting expatriates from all over the world, Dubai can be said to constitute a mosaic society of multiculturalism. With only a small percentage of the Dubai population being nationals
 (Tholstrup, 2007), the city of Dubai constitutes the exemplification of a global village. On one hand, Dubai can be perceived as lacking a uniform cultural heritage, whereas it, on the other hand, can be regarded positively as a multicultural society producing global identities appealing to visitors, investors, and residents from all over the world. Globalization is not only visible in terms of the culturally mixed population, but also through the global frame of reference evident in the ambitions, structures, and projects of Dubai. To explicate; Dubai has full-size models of international icons such as the Pyramids, Taj Mahal, and the Leaning Tower of Pisa exemplifying both this mix of cultures and the fact that the world has become a more unified and homogenous place in that the Pyramids are not only a specific trait of Egypt but now also of Dubai. In general, the globalization process affects the notion of time and space in the sense that the world becomes a smaller place due to development within technologies within transportation, information, and communications. Everything flows, as we today experience the dissolution of boundaries, connectivity, and mobility in a process of mutual strengthening (Jansson, 2004). According to André Jansson, globalization does not imply a world-encompassing process. Rather, globalization is limited to certain spheres. Globalization does not connect every part of the world equally but rather it is anchored in certain regions where economic and cultural power is concentrated. Dubai seems to constitute one of these spheres in which globalization is anchored. For instance, with Dubai Media City and Dubai Internet City, Dubai positions itself as a knowledge and communications centre from which connectivity and mobility emerge. 

One of Dubai’s visions is to become ”[…] the leading tourism destination and commercial hub in the World”
 and, in order to accomplish this vision, it is essential to allure financially strong businesses as well as workers to Dubai. Thus, it seems that huge efforts are made in order to attract foreigners. In this connection, destination branding becomes an important area of interest. Considering how Dubai makes an effort to attract tourists constitutes an interesting topic of study. Though Dubai, on one hand, can be regarded as a metropolis of the future, it can also, on the other hand, be perceived as a fake and Disneyesque SimCity with neither history, culture, nor soul. Having gone through a rapid modernization process, Dubai may appear as an empty and hollow place where it is merely the news value that contributes to putting Dubai on the map. As mentioned, high ambitions may shade upon the actual city and what it has to offer; constantly building and thinking bigger and better may, to some extent, disavow what has already been established and created. Constructing the highest, fanciest, biggest, and most luxurious may not continue to excite and fascinate but rather result in alienating and exorbitant feelings of discomfort. Dubai may lack originality in the sense that the city constantly compares itself with and copies other metropolitan cities and constructs universal structures and attractions sending across the clichéd message that the higher, bigger, more extravagant and grandiose, the better and the more appealing. This element of hyper-reality poses the question of Dubai being perceived as authentic. 
A key figure in creating the visions of Dubai is the ruler of Dubai, Sheikh Mohammed bin Rashid Al Maktoum
. His public and significant role in the Dubai brand separates Dubai from other prominent cities. His visionary ideas and omnipresence in relation to everything that takes place in Dubai mark how postcolonial Dubai is ready to stand on its own feet and show the rest of the world what this former backwater is capable of accomplishing. It becomes a matter of showing that Dubai not just rests on its laurels, being the numerous oil reserves, but rather strives towards gaining status as a leading tourism and investment hub. Sheikh Mohammed can be said to constitute the personification of the Dubai brand, thus, making it more reliable, due to his authority. The prominent and ubiquitous role of Sheikh Mohammed may also be perceived as old-fashioned and authoritarian, thus, contrasting with the image of Dubai as a futuristic and forward-thinking city constantly inventing and reinventing itself. However one regards Sheikh Mohammed and his function in relation to the brand of Dubai, he certainly takes a lead and his visions are realized. As Dubai increasingly grows, so does the world’s attention, being both critical and enthusiastic. 

1.2 Problem Analysis

It is clear that Dubai not only wishes to become a commercial and financial hub but also aims at attracting another segment; that of tourists. It was specifically this bold and direct aspiration of Dubai wanting to become the world’s leading tourist destination that sparked our interest. Thus, despite the many fascinating facets of Dubai, we focus on Dubai as a tourist destination and, more specifically, on the branding of Dubai as a tourist destination. We are aware of the fact that, in practice, it is not possible to separate tourism from investment and commerce. That is, since entertainment offers, luxury hotels, bars and restaurants, giant shopping malls, and cultural events, all features addressing the tourist, are defined businesses in their own right. However, we choose to separate tourism and business analytically, both due to the limited time and scope of this thesis but also to be able to reach a more thorough and in-depth analysis of Dubai in a tourism context. We choose to focus on modern tourists as receivers of this branding, yet, being aware that the branding is also aimed at investors, business leaders, and numerous other stakeholders.

In order to examine Dubai’s ambition to become a leading tourist destination, we have to consider what Dubai emphasizes as appealing to tourists. It is our pre-understanding that Dubai can be associated with constant endeavour, innovative thinking, future-oriented perspectives, and a wish to constantly exceed itself and others and be the most unique, daring, original, and ground-breaking destination on a global scale. To us, it is extreme building projects, attractions, and events which symbolize the rapid development characterizing modern Dubai. We have gained a pre-understanding of the contents of the Dubai destination product based on a scanning of the discourse regarding Dubai in TV, radio, newspapers, literature, and on websites; basically, the media as such. Based on this, we find that the above-mentioned dominant values function as unifying principles linking attractions like the luxurious hotel, Burj Al Arab
, and the world’s tallest building to be, Burj Dubai
. The extraordinary landmarks of The Palms
, three gigantic man-made islands in the shape of palms, and The World
, a collection of man-made islands shaped to resemble the world, are linked through the same values. In our search to find out which offers Dubai provides for modern tourists, we also came across the enormous theme park, Dubailand
. We find that these attractions constitute a huge part of the mediated destination offer and, thus, these attractions are selected in order to examine the branding of Dubai as a tourist destination. We choose to focus on the branding which takes place on the selected attractions’ websites. We are aware that not all of these attractions solely address tourists. Rather they address a more diversified segment of different stakeholders. For instance, The World and Burj Dubai do not directly address tourists on their websites; here it is more a matter of addressing investors and possible buyers. However, we still find that these attractions can be analyzed as attractions appealing to tourists. The attractions become Kodak-moments, as they are not supposed to be directly interacted with, but rather objects gazed at. Just like World Trade Center in New York was an attraction for tourists despite its function as an office building, we find that Burj Dubai, The World, and The Palms appeal to tourists. That is, we perceive the mentioned attractions not only as concrete products appealing to tourists but also as abstract products producing values that relate to tourists. In this multi-faceted function, we see how tourism and commerce cannot be completely separated, as mentioned above.

The area of interest in this thesis is to investigate the branding of Dubai as a tourist destination. Since the Dubai brand comes across as rather authoritatively governed with well-defined strategies and goals, we find that discussing the branding of Dubai in relation to corporate and product branding proves relevant in addition to outlining some general tendencies of destination branding. Here we find Mihalis Kavaratzis & Gregory J. Ashworth (2005, 2007), as well as Graham Hankinson (2001, 2004, 2007) and Søren Buhl Pedersen (2005) useful in establishing a well-founded and diversified theoretical framework. With focus on branding, we found it obvious to search for an official tourism website which functions as an overall and unifying sender of the Dubai brand. Our research led us to www.dubaitourism.ae
, which is hosted by Dubai’s Department of Tourism and Commerce Marketing
. When examining the DTCM’s website, it immediately became obvious that the before-mentioned attractions, which we associated with Dubai, were not prominently displayed. Even at a closer examination, these attractions did not appear to be connected to the official tourism website, which struck us as very peculiar. Apparently, there seemed to be a discrepancy between the attractions we associated with Dubai, and the attractions which the DTCM employs to promote the Dubai brand. In order to understand this discrepancy, we find it fruitful to separate what we label destination level and attraction level. We define destination level as an abstract entity containing an official, overall, and unifying destination brand governed by local authorities. Destination level is both a container of products and a product in its own right. Collaboration between the destination as such and its diverse attractions is particularly important if the destination brand is to appear holistic (Hankinson, 2001). This level is more abstract and intangible than the attraction level, which we define as containing individual attractions and sights. We position the DTCM as destination level of Dubai as it is appointed by the Dubai government to manage the overall destination brand, which we regard as the brand consisting of both the destination and attraction level, that is, an all-encompassing entity. The DTCM uses various attractions and events which it associates with the overall Dubai brand; attractions and events dissimilar from the attractions we expected to be a part of the overall brand. The discrepancy between the attractions connected to destination level and the attractions we, initially, based on media coverage, associated with Dubai is illustrated in figure 1.


[image: image1]
Figure 1 illustrates what we label destination and attraction level and the relationship between them. The arrows indicate that there is a link between the destination level and the attractions accentuated on the DTCM’s website. However, we expected there to be a link between our selected attractions and the attractions which the DTCM uses in its promotion of Dubai as a tourist destination, but this does not seem to exist. We are aware that the attraction level naturally contains an inexhaustible number of attractions and events. The conflict caused by the lacking connection between the attractions we see as representative of Dubai and the overall destination level may lead to other conflicting issues when branding a destination as a whole. Thus, distinguishing between attraction and destination level presents a logical working method providing an interesting basis for our analysis of the branding of Dubai as a tourist destination. It is relevant to note that our focus stems from a wish to regard not only how official stakeholders brand Dubai as a tourist destination but also how selected attractions brand and shape Dubai as this specific destination for tourists. Collaboration between destination and attraction level is necessary in order to create a unified brand. 
In our analysis of the branding of Dubai at destination and attraction level, we examine the portrayed values and identities of Dubai and its attractions. We develop the concept of an –est mentality to explain the constant striving of the attractions to be associated with superlatives such as best, biggest, tallest, and most extravagant noticeable in almost every project, structure, and vision of Dubai. We work with a difference within temporal and spatial anchorage in our analysis of the portrayed values and identities of Dubai and its attractions. That is, temporal anchorage of values is manifested in a differentiation between past, present, and future. For instance, the Colosseum in Rome is temporally anchored in the past, whereas Guggenheim in Bilbao represents something that is anchored in the future in the sense that the architecture of Guggenheim can be regarded as rather futuristic. Spatial anchorage of values, on the other hand, covers the difference between local and global anchorage. We regard the concept of local anchorage as meaning that a given attraction has a local cultural frame of reference. That is, the surrounding local context matters to the expression of the product or attraction. The geographical and cultural locality is ascribed much importance and this local frame of reference is visible in a given locally anchored attraction’s branding of values. Global anchorage means that a given attraction represents an awareness of and openness towards the global by having a global and universal frame of reference. That is, when the values of an attraction are globally anchored, they do not relate to a geographically limited area but rather the whole world as such. We work with this temporal and spatial anchorage inspired by John Tomlinson (1999), who deals with deterritorialization meaning that culture loses its natural relation to its geographical location. That is, we base our distinction between locally and globally anchored values on the assessment that places and attractions can have more or less cultural specificity to one specific locality. This represents a spatial dimension, but we also add a temporal dimension since space and time are closely linked in the modern, globalized world. 

We are aware that even though a given attraction is globally anchored, in our terminology, it is still locally situated. That is, representations of the global are always tied to some specific locality. In this connection, it is also important to note that even though a given attraction is anchored in the past or the future, it is still situated in the present. However, we still find it possible to work with the distinction between the local and global, and past, present, and future since we deal with how the values of the different attractions and destination products of Dubai are anchored differently. We are aware that how one perceives the level of spatial and temporal anchorage depends on the specific context in which one is situated. That is, we work from a social constructivist point of departure acknowledging that how one regards the relationship between past, present, and future as well as the local and global depends on how one is culturally and socially situated. 

We find that even though an attraction may be locally anchored in the historical culture of a specific location, it does not necessarily mean that it can be regarded as authentic. For instance, on the basis of our pre-understanding, we gained the impression that the values related to Dubai’s history and local culture were accentuated at destination level; however, this does not mean that this is the authentic and ‘real’ Dubai. On the other hand, it can also be noted that even though Ski Dubai
, an indoor ski resort in the middle of the desert, does not, at a first glance, appear authentic; that is, since skiing in the desert constitutes an immediate contradiction, it may still provide an authentic experience. In this way, it is important to treat authenticity as a multi-faceted concept with differences of meaning. Thus, we take our point of departure in Ning Wang’s (1999) theoretical discussion of the various concepts of authenticity. 

Through the above-mentioned foci and problematics, we take our point of departure in the following problem formulation and sub-questions.
1.3 Problem formulation

Main question: 
· What does the apparent discrepancy between what is marketed at destination and attraction level entail for the branding of Dubai in relation to modern tourists? 

Sub-questions: 
· Which values are attributed to the overall destination brand of Dubai from destination and attraction level?

· How is authenticity represented at destination and attraction level and does this representation correspond to the demands of the modern tourist?

1.4 Structure of the Thesis

Having established our field of interest and problem formulation, we introduce our empirical selection in chapter 2. First, we present the historical and cultural background of Dubai and position Dubai as a tourist destination. Then, we introduce the official website of the DTCM. From destination level, we then move to attraction level and present the websites of Burj Dubai, Burj Al Arab, Dubailand, The World, and The Palms. In chapter 3, we outline our meta-theoretical considerations as to how we position ourselves as researchers as well as consider the relationship between our empirical data and theoretical framework. Furthermore, we reflect on the background for selecting our empirical data as well as present the main selection of theories constituting our theoretical framework. In chapter 4, we outline the concept of the modern tourist as well as describe the concept of authenticity, whereas we, in chapter 5, consider the concept of destination branding. Having gathered the basic characteristics of our theoretical framework in chapter 6, we move on to analyzing Dubai at destination and attraction level in chapter 7. We start out by considering the destination level in an analysis of the DTCM’s website before moving on to attraction level analyzing the websites of Burj Dubai, Burj Al Arab, Dubailand, The World, and The Palms. In chapter 8, we follow up on our preceding analysis as well as reflect on problematics introduced in the above introduction and emerging from our analysis. Lastly, in chapter 9, we conclude on all of the above in relation to our problem formulation and sub-questions. 
2. Case Presentation
This chapter presents our empirical framework. Section 2.1 contains a historical overview of Dubai in order to give an idea of the city’s development from an oil based economy to its present focus on tourism and investment. Due to our focus on Dubai as a tourist destination, we include an overview of some of the various attractions in Dubai in section 2.3. This overview provides the basis for the choices made in relation to our empirical data. Section 2.4 contains a more thorough presentation of the different attractions of Dubai we choose to focus on; that is, destination level and attraction level, respectively. 
2.1 The Historical Background of Dubai
Dubai has attracted attention and developed immensely in the recent years, however, the city and emirate of Dubai has a long, traceable history many years back. Culturally, Dubai is an Islamic state where the official language is Arabic. Geographically, Dubai, part of the United Arab Emirates (UAE), is situated on the north eastern part of the Arabian Peninsula bordered by Saudi Arabia to the south and west and Oman to the east and north. The UAE are made up of seven different emirates; Abu Dhabi, Ajman, Fujairah, Ras Al Khaimah, Saarjah, Umm Al Quwain, and Dubai. Abu Dhabi covers the largest area, while Dubai constitutes the second largest emirate with 3,885 square kilometres of the all-in-all 83,600 square kilometres large country. Dubai is covered by mostly sand desert and gravel plain, but also large sand beaches and rugged mountains form part of the Dubai natural environment (Dubai Explorer, 2004). 

Prior to Dubai’s successful development into a modern metropolis, the city started out as a small, windswept backwater which people made a living of fishing, pearling, and small-scale agriculture. Strategically located by a ten-kilometre creek, Dubai had and still has an ideal location as a trade centre. Furthermore, the position of the emirate as a crossroad between Asia, Europe, and Africa has contributed to making Dubai a natural centre of trade and travel. The region, later known as the UAE, was taken over by a branch of the Bani Yas tribe from which 800 people in the early 1800s settled by the Burj Dubai Creek under the leadership of Maktoum bin Buti, who then became the first ruler of Dubai. 

During the leadership of Maktoum Bin Buti in the 1800s, the region was a British colony, and the British proposed different treaties in order to avoid piracy and slave trading but also to avoid different rulers of the region making any agreements with other European powers than the British. In other words, the British wanted the sheikhs to accept formal British protection. Due to these different truces and agreements, the area was called The Trucial Coast until 1971 when the UAE were formed. The ruling families still had some influence and in the late 1800s, the then ruler of Dubai, Sheikh Maktoum bin Hasher Al Maktoum, took the initiative to attract foreigners to the city by granting tax concessions to companies from abroad switching their base of operation to Dubai. Especially, Indian and Persian traders felt encouraged by these liberal attitudes and future-oriented perspectives and settled in the increasingly growing city. In time, Dubai became the leading trade market in the region by importing and exporting goods, mainly gold to India. As the once so profitable pearl fishing started declining in the late 1800s, this turn towards more diverse trade was essential to the region (Dubai Explorer, 2004, Lonely Planet – Dubai, 2006). 

When oil was found in Abu Dhabi and Dubai in the 1950s and 1960s, respectively, and the British announced their withdrawal in 1968, the UAE, as we know it today, started to take shape. In 1971, after negotiations between the sheikdoms of the southern part of the Gulf, the UAE was founded on British initiative. Complete independence became a reality on December 2nd 1971. Abu Dhabi and Dubai were to carry the most weight in the federation, however, leaving the rulers of the remaining states mainly autonomous. Sheikh Zayed became the ruler of UAE, while Sheikh Maktoum bin Rashid Al Maktoum, the then ruler of Dubai, became vice-president. The founding carried along with it membership of the Arab League and the UN. Also, the UAE became co-founders of the Gulf Cooperation Council and are today members of many different international co-operations such as the World Trade Organization, the Organization of Petroleum Exporting Countries, and the Islamic Development Bank (Dubai Explorer, 2004, Tholstrup, 2007). In the 1970s, Dubai set off a massive programme of industrialization resulting in, for instance, a large international airport, the world’s largest artificial port, Jebel Ali Port, and an adjacent industrial centre, which was to be a free trade zone (Lonely Planet – Dubai, 2006).
On Sheikh Mohammed’s official website, it is stated that on a federal level the highest authority is the Supreme Council which consists of the seven rulers of the emirates.
 This council elects a president who serves a five-year term and can be re-elected an unlimited number of times. The present ruler of Dubai, Sheikh Mohammed, is the current Vice President of the UAE. The UAE also has a Federal National Council. The council consists of 40 members, which are elected from each emirate proportionate to the population of the emirate. In order for the emirates to maintain a certain degree of autonomy, each emirate has its own local government, municipalities, and departments which take care of the political and financial situation. 
The descendants of the Al Maktoum family still rule Dubai today, and the family has had and still has a huge and almost autocratic influence on the development of Dubai. Much of Dubai’s success is owed to Sheikh Rashid ruling from 1958-1990. Sheikh Rashid was succeeded by his son, Sheikh Maktoum, in 1990. Sheikh Maktoum had already been working many years trying to ensure and develop the prosperity of Dubai, and it was he who realized that oil money could facilitate the development of the tourism and trade industry in Dubai. In 1995, Sheikh Maktoum made his brother, Sheikh Mohammed, heir to the throne and in January 2006, with the death of Sheikh Maktoum, Sheikh Mohammed took over as the new ruler of Dubai and Vice President of the UAE and started taking Dubai to the next level (Dubai Explorer, 2004, Lonely Planet – Dubai, 2006). 

According to Tholstrup (2007), Dubai was a well-established town with a population of 10,000 in the beginning of 1900s. Approximately 1.5 million people currently live in Dubai, which is a huge increase from 183,200 in 1975. These numbers apply to the whole of the Dubai emirate; however, 90% of the Dubai population live in Dubai City. Dubai City is constantly growing and authorities are planning for a Dubai population of 2 million by 2010. Only around 10-20% of this population are national Emiratis as expatriates make up the rest of the population making it one of the most multicultural societies in the world. Some expatriates are wealthy investors, while others are poor labourers. Even though expatriates are allowed open-ended residency visa if buying property in Dubai, they are still not granted citizenship and are, for instance, not allowed to vote (Lonely Planet, 2006). According to Tholstrup, the UAE have one of the world’s highest average annual incomes; 43,500 USD a year (2005). However, this wealth is far from evenly spread out among the population, which is obvious in relation to the expatriate labourers. 

In spite of, or maybe partly because of, these underpaid workers, the economy of the UAE has been and still is fast growing. According to Dubai Explorer (2004), reports from 2004 state that the country’s economy is 36 times larger than in 1971 when the country was founded. This extreme growth was once based mainly on oil exports but in the recent years only around 34% of the UAE’s GDP are from oil findings and exports. The two largest states of the UAE, Abu Dhabi and Dubai, contribute the most to the union’s GDP. 90% of the UAE’s oil reserves are placed in Abu Dhabi and these reserves are said to have enough oil to last a further 100 years. However, Abu Dhabi and especially Dubai focus increasingly on trade, industry, and tourism. In Dubai, the non-oil sector has in the recent couple of years constituted 90% of the GDP in Dubai (and 70% of the UAE’s non-oil GDP) and continuously expands in importance. Dubai, being the second richest emirate after Abu Dhabi, has used its oil resources to create the infrastructure for trade and tourism (Lonely Planet, 2006, Dubai Explorer, 2004).
2.2 Tourism in Dubai

Tourism in Dubai arose as a result of the oil findings in 1966 as then ruler Sheikh Rashid utilized the revenues to urge infrastructure developments in Dubai. The frantic developments, which are also what Dubai is partly known for today, included schools, a new port, and a new terminal at Dubai International Airport. This lead to Dubai becoming a “[…] tourism hub for a region that stretches from Egypt to the Indian sub-continent and from South Africa to what are now called the CIS countries
”
. In the 1980s and early 1990s, the government made a strategic decision to make Dubai a major international tourism destination. The results were numerous investments in tourism infrastructure and the establishment of Dubai Commerce and Tourism Promotion Board in 1989 which concentrated on the international promotion of Dubai’s commerce and tourism interest. In 1997, the Dubai Government's Department of Tourism & Commerce Marketing (the DTCM)
 took over the functions of the promotion board. The DTCM’s vision is to position Dubai as the leading tourism destination and commercial hub in the world.
 This vision is visible when looking at, for instance, Dubai International Airport which, according to forecasts, can expect a passenger flow of 60 million passengers in 2010
, and according to a group presentation given by the Emirates Group
 at the World Tourism and Travel Council, they estimate a total of hotel visitors in 2015 to reach 15 million guests.

History is made on a daily basis in the constantly growing city of Dubai. This also includes attractions and other initiatives of relevance to the modern tourist. Hence, in the following, we wish to outline what Dubai as a tourist destination has to offer in relation events and attractions. 
2.3 A Multi-faceted Destination
As a true metropolis, Dubai offers a wide range of tourist attractions satisfying the needs of modern tourists. Thus, this section maps out some of the tourist attractions present in Dubai. In this overview, we divide the attractions into certain sub-categories which are as follows; entertainment, cultural sights, nature, sports, landmarks, festivals, and luxury leisure. 

A specific type of attraction seems to be flourishing in Dubai, namely that of amusement parks in every variety. The city has an amusement park focusing solely on the wet element, namely Wild Wadi Water Park. In general, the Dubai coastline is highly accentuated and there are several places offering water sports activities and boat cruises. Moving away from the sea, there are more traditional amusement parks. Where Magic Planet, located inside the Deria City Centre Shopping Mall, is branded as a children’s entertainment centre, Wonderland, Encounter Zone (also to be found inside a shopping mall), Al Nasr Leisureland, and Dubailand are amusement parks having a broad appeal in the sense that they have a wide range of activities from roller coasters and candyfloss machines to swimming pools and sports arenas. Al Nasr Leisureland even has an indoor ice rink. Dubailand is the largest of the establishments with its 3 billion square feet. Last but not least, when describing entertainment and amusement parks in Dubai, Mall of the Emirates is conspicuous. Mall of Emirates is unique in that it contains Ski Dubai, which is the only indoor ski resort of the emirates.

Another aspect in focus in Dubai is its cultural heritage and history. There are numerous places which offer a peak into the history of Dubai. This also includes the aspect of religion. The Grand Mosque and Jumeirah Mosque are accentuated as admired sights. Furthermore, it is possible to experience different old villages to get a look at traditional aspects of Dubai. In this connection, Hatta Heritage Village and the Heritage, and Diving Village can be mentioned, as well as a neighbourhood labelled ‘old Dubai’ which, among other things, can be viewed from the two old wind towers in the Bastakiya District. 
 

The nature in and around Dubai is also part of the destination product. As mentioned earlier, the water front is popular entertainment wise. For instance, Dubai Creek is an attraction in itself, as it is labelled “[…] the historic focal point of life in Dubai”
. Jumeirah Beach and Jumeirah Beach Park are also part of Dubai’s beach area. Moreover, Dubai is surrounded by desert, which is an aspect worth considering when looking at the attractions in Dubai. The concept of desert safaris has many actors in the sense that there is a variety of ways to experience the desert. This can be done in a 4x4 or on the back of a camel, and it can last from 3 hours to several days, including barbeques and belly dance. It is also possible to do sand boarding and skiing in the sand dunes if feeling adventurous. On this note, we move onto yet another aspect of Dubai, namely sports. Especially golf seems to be a hit in the desert city, and the golf tournament Dubai Desert Classic is now part of the prestigious European PGA tour. Naturally, Dubai has several golf courses and resorts. Another big sports event is horse racing, and more specifically the Dubai World Cup which also attracts people because of the huge money prizes. Moreover, tennis tournaments, camel racing, and rugby can be mentioned as well as the formula one race track which opened in 2004. On a smaller scale, it can also be mentioned that Dubai has the only indoor Go Kart track in the Middle East.

What is a city without landmarks? Dubai has several constructions which participate in putting the city on the world map. First of all, it is worth referring to The World and The Palms which are two man-made islands off the coast of Dubai. Buildings are often used as landmarks, and this is also the case in Dubai where Burj Dubai and Burj Al Arab are examples of complex engineering. Burj Dubai, which aspires to be the highest building in the world, has several purposes as it both contains offices, apartments, and restaurants. Burj Al Arab is also a symbol of luxury. Another symbol of luxury is Jumeirah Beach Hotel. In this connection, it can also be mentioned that the tourist can experience a number of spas and wellness resorts in Dubai.
 

When it comes to shopping, Dubai has numerous shopping centres and malls. Dubai also has an annual shopping festival; a retail event organized to promote the overall trade, which started in 1996. Dubai Shopping Festival lasts a month and attracts a huge number of tourists from all over the world. Another festival which is marketed as one of the big events in Dubai is Skywards Dubai International Jazz Festival, which has been running since 2003. Lastly, there is the Global Village
, which falls outside categories or, more precisely, it more or less covers all categories. That is, it is entertainment, luxury, shopping, and leisure, but also a cultural pivot in the sense that it is a place where cultures meet. 

All in all, it can be said that Dubai holds a variety of exciting tourist attractions from skiing, golf, and camel riding to complete luxury at Burj Al Arab or an adventurous trip to Dubailand.
2.4 Description of Empirical Data

This section presents the empirical data which we include in the thesis in order to achieve a fruitful analysis of the branding of Dubai as a modern tourist destination both at destination and attraction level. We analyze the branding on the official tourism website and the websites of our selected attractions; destination level and attraction level, respectively. The attractions are chosen based on their expression of the –est mentality which we believe to be distinctive for Dubai. Moreover, we choose to combine The World and The Palms, and Burj Al Arab and Burj Dubai, respectively, which is due to the fact that the paired attractions represent the same attraction category, but also because the combination provides us with at a broader empirical foundation on which to base our analysis. The following sections are mainly based on the official websites of DTCM, Burj Dubai, Burj Al Arab, Dubailand, The World, and The Palms.
2.4.1 Department of Tourism and Commerce Marketing

The DTCM is appointed by the Dubai Government to promote Dubai’s tourism and commerce interests as well as develop the tourism sector. The DTCM’s website, www.dubaitourism.ae, focuses on two elements; tourism and commerce. As the focus of this thesis is Dubai as a tourist destination, we focus mainly on the aspects on the website which are concerned with tourism. The website markets Dubai by presenting various tourist attractions and events as well as by providing general tourist information and advice. The attractions presented at destination level are presented through various categories such as ‘Sports in Dubai’, ‘Entertainment in Dubai’, ‘Travel’, ‘Attractions and Sites’, ‘Historical Sites’, ‘Shopper’s Paradise’, ‘The Great Incentives’, ‘Heritage and Culture’, ‘Landmarks of Dubai’, and ‘Cruise Terminal’. The website also contains a media corner including several brochures which describe a variety of things which can be seen in Dubai; covering everything from bird watching and desert safaris to shopping and heritage sights. In the following, the attractions constituting the attraction level are presented.

2.4.2 Burj Dubai & Burj Al Arab

The tallest building in the world to be. This is the way Burj Dubai is perceived by many and this characteristic is something that is emphasized when looking at the official website of Burj Dubai, www.burjdubai.com. This gigantic building, which in February 2008 passed 600 metres in height, is described as a global icon of the progress for the entire world.

The inspiration for the shape of the tower came from a flower, the Hymenocallis, which is found many places in the region. Burj Dubai contains many different services; all characterized by a high degree of luxury. In addition to the numerous corporate offices and high class residential suites, pools, restaurants, a library, a huge fitness area, an observation platform, and a Cigar Club also exist in Burj Dubai. Within the tower, there will also be an Armani Hotel which is to open in 2008. Surrounding Burj Dubai is Downtown Burj Dubai, which is an area covering not only the Dubai Mall, which is promoted as the largest mall in the world to be, but also numerous residential and leisure areas. As with many of the other initiatives found in Dubai at the current moment, Burj Dubai and the area surrounding it are still characterized by being work in progress.

Located on an artificial island 300 metres off the shore in the Arabian Gulf, Burj Al Arab is a 321 metres tall hotel resembling the shape of a gigantic sail. On Burj Al Arab’s official website, www.burj-al-arab.com, it is stated that Institutional Investor Magazine and World Travel Awards 2007 have acknowledged Burj Al Arab as the best hotel in the world. Completed in 1999, Burj Al Arab is located 20 kilometres south of Dubai in an area packed with leisure and entertainment activities. The hotel has its own helipad as well as private limousine service. Each floor of the hotel has its own reception desk and butler service and the hotel offers world class cuisine and banquettes, as well as a variety of health and spa activities. Additionally, the hotel has a unique restaurant suspended horizontally 200 metres above sea level facing the Arabian Gulf. Burj Al Arab is part of the Jumeirah group, an international hotel management company with hotels in Dubai, London, and New York. The Jumeirah group aims at being the most luxurious hospitality brand.

2.4.3 Dubailand

On Dubailand’s official website, www.dubailand.com it is stated that the park is a huge entertainment, leisure, and tourism project in Dubai, which first phase will be opened by the end of 2010. However, there are numerous projects which have opened for the public as they are finished; these include places such as Global Village and parts of Dubai Sports City. Many of these projects have their own websites and these are naturally also a part of our analysis of Dubailand. 

The aim of Dubailand is to create an attractive sight which appeals to families across the globe. The project is divided into seven categories: “Theme parks, culture & art, science & planetariums, sports & sports academies, wellbeing & health, shopping & retail and resorts & hotels”
 and, thus, these categories illustrate the general theme characteristics of Dubai. Dubailand collaborates with some of the huge players within the fields of theme parks and entertainment as both ‘Six Flags’, ‘HIT Entertainment’, and ‘DreamWorks Animation SKG’ will build each their theme park in Dubailand. 
The theme ‘Culture & Art’ covers, for instance, Falcon City of Wonders, which is a park containing replicas of the Taj Mahal, the Eiffel Tower, and the Hanging Gardens of Babylon. This is also where you find the Islamic Culture & Science World, which is to become a large display of technological and cultural knowledge. Furthermore, there is the Al Sahra Desert Resort, which is a more than just a hotel as it, among other things, contains traditional souks and an oasis village.
Sports & sports academies also play a prominent part in Dubailand. There will be a Motor City, including a Formula One theme park, as well as both a Sports City and Golf City will be established in collaboration with prominent people like the golf instructor Butch Harmon and former tennis player David Lloyd.

As in the overall mediated image of Dubai, well-being, shopping, and resorts also play a role, and this interest is also seen in Dubailand where you find a project like Beautyland filled with luxurious spas. The interest of shopping will be nurtured in City of Arabia where the Mall of Arabia, Restless Planet, which is a dinosaur theme park, and the Wadi Walk Shopping and Entertainment Centre are located. 
Out of the numerous extravagant projects, 20 have currently been completed, but the visions are definitely there and it is expected that Dubailand has a population of 2.5 million people (tourists, workers, residents) by the time it is completed.
2.4.4 The World & The Palms

The World is a collection of man-made islands shaped to resemble the continents of the world.
 On The World’s official website, www.theworld.ae it is stated that when finished, it will consist of 300 small private artificial islands. Each island ranges from 250,000 to 900,000 square feet, and the entire project will cover a total range of 9 kilometres in length and 6 kilometres in width, all surrounded by a 27 kilometres long oval shaped breakwater. 

Each island will be sold with both land and water areas to selected private developers, who are free to reshape the island to create unique features such as private beaches, coves and harbours, by merely moving and re-sculpting the sand. However, alterations should be made within the designated setbacks and regulations. The islands are divided into four different island types
: low density, which is for private homes, mid and high density islands, which will be multi-family residential developments, that is, small communities with housing and commercial offerings. Then there are the islands dedicated to hotel and resort developments, whether it is intimate boutique hotels, spa sanctuaries, or world-class resorts. Lastly, there are commercial islands which will provide an array of retail venues, and varied shopping and dining offerings.

The Palms consist of three palm shaped islands, in fact the world’s three largest man-made islands.
 Each palm island is shaped with a trunk, a crown with a number of fronds, and a surrounding crescent island, which constitutes the breakwater. On the official website of The Palms, www.thepalm.ae, it is stated that the first palm to be built was Palm Jumeirah, also referred to as the eighth wonder of the world. It was built in order to solve the problem of a short coastline, and The Palm has in fact doubled the coastline of Dubai.
 The Jumeirah Palm island is primarily a retreat area for living, relaxation, and leisure, and contains numerous boutique hotels, villas and shoreline apartments. The construction of the island is completed and residents are beginning to move in. The second palm island is Palm Jebel Ali, which is more than double the size of Palm Jumeirah. This island will be more of an entertainment destination for adults and children, and will include a ’Sea Village’, a water theme park, and water homes built on stilts between the fronds and the crescent.
 Completion expected mid 2008. The last and biggest of the palm islands is the Palm Deira. It will consist of residential property, marinas, shopping malls, sports facilities, and clubs. The residential area will be located on the 41 fronds and will contain 8,000 two-storey villas. This island is not expected to be completed until 2015.

3. Method

3.1 Meta-theoretical Reflections

3.1.1 Our Positioning - The Relationship between Theory and Empirical Data

A part of creating transparency within this thesis comes from acknowledging and announcing our positioning as researchers. Our work is influenced by the theoretical schooling we are socialized into via our education, which was very obvious to us during the initial process. Here we were influenced by the theoretical knowledge stored in us, which facilitated the creation of a problem formulation containing elements somewhat familiar to us. As the process continued, the interplay between previous and new knowledge naturally continued, thereby, making it possible for us to reach a more diversified theoretical framework which we can commute to and fro in our analysis. That is, through our Bachelor of Arts in English, we have gained certain skills in relation to culture and text analysis; this is combined with new knowledge regarding communication, marketing, branding, tourism, experience economy, and globalization from our Master’s program in Culture, Communication, and Globalization. This combination has given us a broader horizon analytically as we are able to cover wider aspects when looking at Dubai. More specifically, when examining the branding of Dubai, our skills within text analysis enable us to go deeper into the specific choice of words and, hence, get a more in-depth and thorough interpretation. We acknowledge the fact that we are interpretative in our work and, thereby, our understanding of the case is bound to be subjective. Not only are we as researchers situated in a context, influencing us, so is the case we study. This particular case context is elaborated in section 3.2.1. 

It is important to note that it, by no means, is our aim to reach an objective understanding of Dubai as a tourist destination, as we believe that such aim is neither desirable nor obtainable. Thus, we do not support the traditional take on scientific research; that it should be objective and lead to universal knowledge independent of the context. We disagree with this understanding of scientific research as we have a social constructivist point of view. Thus, we support Finn Collin (2006) who argues that ”[t]here is no superior, trans-historical, and cross-cultural standpoint from which one can examine human reality”
 (Collin in Collin & Køppe, 2006: 269) (Our translation). It is important to acknowledge that it is only possible for us as researchers to view a section of the greater picture; a view dependent on where we are standing. The social constructivist standpoint entails that we regard social phenomena as something which can only be understood by taking their historical, social, and geographical context into consideration (Collin in Collin & Køppe: 2006). That is, in relation to the specific context of Dubai, it can be said that Dubai cannot be taken out of context in the sense that Dubai as a destination is a product of the historical and cultural context within which it is situated. For instance, due to the fact that Dubai has developed explosively as a tourist destination the last decades, the question of viability becomes a live issue. This question is only relevant because we see Dubai in a historical context. 

Peter L. Berger & Thomas Luckmann took part in making social constructivism a well-known theoretical approach in the 1960s, as they state:

Social order is not part of the “nature of things,” and it cannot be derived from the “laws of nature.” Social order exists only as a product of human activity […] Man is biologically predestined to construct and to inhabit a world with others. This world becomes for him the dominant and definitive reality […] In the dialectic between nature and the socially constructed world the human organism itself is transformed. In this same dialectic man produces reality and thereby produces himself (Berger & Luckmann, 1966: 49, 186).
The social order is anchored in social interaction as there is no reality prior to social invention. As it appears from the quote, this social order, the perceived reality, is not a given entity, nor is it something inborn in individuals or in social systems. There are numerous different understandings of social constructivism, but we accede to an ontological understanding of social constructivism in which, according to Collin, reality is socially constructed. This is very much in line with the thoughts of Berger & Luckmann (1966). However, Collin adds that it is an important aspect of social constructivism that this socially constructed reality is continuously changed or questioned. 

In that we acknowledge that a thing is neither autonomic nor inherent in nature, but instead created by us, the community, it is obvious to reconsider if this phenomenon deserves to be pursued further or if we should decide to change or abolish it (Collin in Collin & Køppe, 2006: 249).
 (Our translation).
Thus, this approach inspires us to question the destination brand of Dubai presented at destination and attraction level and further investigate how the destination brand in question appeals to the modern tourist. We are aware of the criticism of social constructivism, arguing that social constructivists have a tendency to focus too much on relativism; that everything becomes so dependent on the different contexts that it is difficult to use the findings for anything. As we also mention in section 3.2.4 on generalizability, we do not fall into this category, as our findings provide a useful input to a broader discussion of destination branding in the modern world, despite the fact that our point of departure is the specific case of Dubai. This does not mean that someone with a different background would not understand our findings, due to the fact that we make use of academically recognized literature, which, even though it is based on Western tendencies and interpretations, making our research valid. We then position this theoretical literature in a case- specific context, and thus, we approach the literature in a critical manner, but also a manner of open-mindedness. This open-mindedness and transparency of our approach to the theoretical literature and the empirical data ensure that our findings become more reliable and accessible to the reader.

The point of departure of this thesis is Dubai as a tourist destination. Thus, the empirical data is the driving force behind the entire Master’s thesis and, therefore, it also forms the basis of the problem formulation. This also entails that theories are chosen based on what they can contribute with in order to reach a diversified understanding of Dubai as a tourist destination. Hence, theories are applied in order to be able to make statements and conclusions as to the empirical data, and not the other way around.

As mentioned in the introduction, we had a pre-understanding of what the Dubai brand symbolized and what values it connoted. Gradually, as a result of learning more about Dubai and broadening our theoretical horizons, our pre-understanding of Dubai as a tourist destination has been revised, and will continuously be revised as a result of the process of writing this thesis. In other words, we are aware of the fact that we, in this process, are engaging in a hermeneutic circle (Pahuus in Collin & Køppe, 2006). This means that we encounter the empirical data with an overall understanding, which is affected and adjusted as we learn and understand more aspects of the empirical data and the theories applied in our thesis. As such, a new overall understanding becomes the point of departure for any further understandings of different aspects in relation to Dubai, thus, creating a circular process. In this process, we move back and forth between an understanding of the whole and the individual parts that constitute the whole. In relation to our specific case, the whole consists of Dubai as a tourist destination, whereas the individual parts making up this whole are the selected empirical data. Moreover, as our theoretical horizon broadens, it influences our understanding of both the individual parts and the whole which they constitute. Initially, our understanding of Dubai was that it was a destination of grand constructions, this understanding constantly changes as we apply our theoretical framework in the analysis of the branding of Dubai at destination and attraction level. To conclude, our thesis is based on the fascinating case of Dubai, which led to the establishment of our problem formulation.

3.2 Methodological Considerations

3.2.1 Situating Dubai
Though we focus on Dubai as a tourist destination, we are aware that Dubai cannot solely be regarded as a destination for tourists. Dubai has many other functions and identities as well such as, for instance, as an international trade and shopping hub, and home town for inhabitants. This means that even though we focus on how Dubai is branded as a destination for tourists, it can easily have other meanings to different stakeholders. This has the effect that when we regard Dubai as tourist destination, we consider Dubai in a certain, isolated context, thus, dismissing considerations of Dubai in other contexts. For instance, though Burj Dubai is both a tourist attraction and a trade and investment centre, we merely focus on Burj Dubai in a tourism context. We are aware of the multiple meanings of Dubai and acknowledge the fact that these multiple functions, meanings, and identities of Dubai all shape Dubai as a place and as a tourist destination. However, focusing specifically on Dubai as a tourist destination makes it possible for us to go in depth with our analysis and understanding of Dubai as a particular place appealing to a specific consumer segment. Choosing a specific context provides a clear framework in which to discuss the fascinating location of Dubai. In connection to the multiple meanings of Dubai, it is important to note the complex position of Dubai as both an emirate and a city. With approximately 90% of the population living in urban areas, the Dubai emirate and the city of Dubai
 appear as one and the same. Dubai is the centre core and heart of the emirate, surrounded by desert.
The double status of Dubai makes it possible for us to employ diverse literature concerning nation branding, when we analyze Dubai as a tourist destination. As Eugene D. Jaffe & Israel D. Nebenzahl (2006) state,”[…] country image can be generalized to the image of other localities […] such as cities, states, or regions” (Jaffe & Nebenzahl, 2006: 47). This means that the theories, concepts, and notions of place and nation branding are applicable to the branding of cities as well. The fact that Dubai is both an emirate and city makes it possible for us to employ both place and nation branding. Additionally, it is important to note that we wish to refer to the branding of Dubai as ‘destination branding’ rather than place, city, or nation branding. We find that the destination term applies well when we consider Dubai as a tourist location. It can be said that the term destination incorporates the idea of Dubai as both an emirate and city with many different stakeholders and meanings. 

3.2.2 Selection of Empirical Data

As mentioned in the introduction, this thesis focuses on a selection of empirical data which, due to our initial pre-understanding, is categorized into two levels; namely, a destination level, where we choose to look at DTCM’s website, and an attraction level, where we look at the websites of Burj Al Arab, Burj Dubai, The Palms, The World, and Dubailand. This empirical data has been selected after thorough research of Dubai as a tourist destination. That is, we have been searching the internet in order to map out numerous attractions, sights, structures, and phenomena characteristic of Dubai. Our research took us to Dubai’s official tourism website and it surprised us to see that there was a difference in the attractions accentuated at the official tourism website and the attractions presented on various other tourism websites
. The latter of these were what we initially saw as characteristic of Dubai. Thus, on this background, we divide our empirical data into two levels, as mentioned above. The following treats of our motives and motivation for choosing our empirical data.

During extensive online research, we came across the official tourism website for Dubai and we found that this was a natural choice when looking at tourism and branding at destination level. As this tourism website represents the official channels, the government that is, we found it intriguing to see how Dubai is branded from an official point of view. The majority of the attractions presented on www.dubaitourism.ae do not have their own websites. That is, as this website is the official channel through which Dubai is promoted, it seems impossible to ignore. This is also due to the fact that what initially sparked our interest was the fact that there seems to be a discrepancy between which attractions are accentuated at destination level and the attraction level.

By gaining this comprehensive view on the tourist attractions in Dubai through our initial research, we are able to select the attractions we believe are representative in relation to our understanding of the general destination product of Dubai. Initially, we wished to find attractions which have their own websites as we focus on how these attractions are branded online. During our research, we found that many of the attractions had common traits; that is, they often aspire to be the best, the most luxurious, the most comprehensive within their target market, or simply to be the only existing of its kind. This is what we term the –est mentality. This, for instance, goes for Ski Dubai in Mall of the Emirates as it is the only place where you can go skiing in the desert. Another aspect which caught our attention during the research was that a lot of the attractions, which are not mentioned on the official tourism website but feature on various other websites directed at tourists, were new constructions and attractions. Based on our research, we find that the previously mentioned attractions are representative of Dubai, because they express the –est mentality and due to the fact that these attractions constitute a large part of the mediated image of Dubai. We are aware that it is impossible, within the timeframe of this thesis, to discover all and especially newly constructed attractions in Dubai presented online. Therefore, it is possible that some attractions escape our attention. We believe that our profound research early in the process has reduced this risk.

In this way, our empirical data is selected on the grounds of thorough research and it is this research that gives our empirical data validity. That is, our empirical data has not been randomly selected but singled out due to their representative nature.

3.2.3 Sender/Receiver Relationship

As mentioned in the introduction, we make a division between destination and attraction level. Among other things, this is done in order to clarify the senders of the Dubai brand since we find it hard to see through the organizational structure and locate the actual senders. By drawing this distinction, we identify a clear sender at destination level; the DTCM. At attraction level, we also see clear senders in the sense that we choose certain attractions to constitute this level. It is noteworthy that there are different types of organizations managing the different attraction brands; for instance, Dubai Holding
 manages Dubailand, while Emaar
 manages Burj Dubai. Thus, there are many different types of senders to take into consideration, and we refer to them as brand managers in general terms, without focussing on the specifics of the sender of the individual attractions. 

We focus on the branding of Dubai as a tourist destination, that is, we examine what is communicated on the various websites. We do not wish to focus on how this branding is received and, thus, we have not made an empirical study of tourists visiting Dubai, which in itself could constitute a thesis. We do acknowledge that a brand has a receiver and, due to the shape of our problem formulation, we focus on the tendencies characterizing modern tourists, thus, making a broad and general picture of this receiver. In order to answer our problem formulation, we need this general picture of the modern tourist and, hence, we do not go in depth with the various subdivisions of tourists, as it is not the aim of this thesis to investigate which specific subdivision of tourists Dubai appeals to. We acknowledge that it is impossible to position ourselves as objective observers of this sender/receiver relationship and, thus, we cannot carry out a neutral and objective analysis and interpretation of Dubai as a tourist destination. That is, our considerations regarding our positioning make it possible for us to pose critical questions and, in this way, reach a well-founded understanding, analysis, and interpretation of the branding of Dubai.

3.2.4 Generalizability

This thesis is a qualitative research study as it consists of small and purposefully selected empirical data samples, and can as such be seen as non-representative of destination brands in general, meaning that the findings may not be generalizable. Janice M. Morse (1999) states that this characteristic of qualitative research led to the general declaration that “[…] generalization was not the purpose of qualitative inquiry” (Morse, 1999: 5). In regard to our thesis, the purpose is not generalization but a deep understanding of the specific context of Dubai, which surely results in specific context-based findings not directly applicable to other tourist destinations. However, in keeping with Morse, qualitative researches are generalizable to some extent. The gained knowledge and findings of this thesis can be generalized and prove useful to other researches with a similar topic or a research where the research problem is comparable. However, we are not consciously searching to establish universal truths in this thesis.
In other words, using Steinar Kvale’s (2000) terminology, the kind of generalization that we make in this thesis resembles analytical generalization. An analytical generalization implies “[…] a well-considered evaluation of, to what extent the results can serve as guidelines for what might occur in another situation”
 (Kvale, 2000: 228) (Our translation). The evaluation is based on an analysis of similarities and differences between the two situations. The validity of the generalization then depends upon whether the characteristics, which are chosen for comparison, are relevant in relation to two situations. An analytical generalization can be carried out both by the researcher and the reader. In this thesis, we do not provide an analysis of similarities and differences between two situations, but we do provide the underlying documentation and argumentation for our analysis and interpretation of the research object of this thesis. Thus, from our analysis and findings, the reader should be able to make generalizations. It is the reader, who has to conclude if there is evidence that the findings from examining the Dubai brand can serve as guidelines for what might occur with destination brands elsewhere. We acknowledge that it is our responsibility to be open and precise in our argumentation and method in order to create transparency, so that it is apparent to the reader if he can make use of our findings in another research. 
It should be noted that we are aware that the selected attractions do not constitute the entire destination product of Dubai. Moreover, we acknowledge that consumers and other stakeholders who interact with the brand also co-create and maintain the destination brand. However, it is not within the scope of this thesis to make a thorough examination of how tourists assist in this process. Instead, we regard tourists as a theoretical phenomenon, and outline the needs of these. To conclude, the theoretical point of view from which we regard modern tourists and the empirical data is carefully selected in relation to our specific research object, which makes generalization difficult. However, we assess that the knowledge gained from this thesis is, in some respects, applicable to other researches in so far as different researches may have some similarities. 

3.2.5 Selection of Theory

This section serves the purpose of presenting our selection of main theoretical sources. It is on the basis of these we piece together our theoretical framework, which is composed so that it will function as a fruitful tool when investigating the branding of Dubai to modern tourists.
As it is evident when combining our problem formulation with our methodological considerations regarding our broad understanding of the tourist segment, our needs are met by a general theoretical framework in relation to dealing with the notion of the modern tourist. That is, the aim of section 4.1 is to outline some general characteristics of the modern tourist and development of tourism, and here Auliana Poon’s Tourism, Technology and Competitive Strategies (1993) is useful to apply, as this work contains such general considerations of the tourism industry and its development through the times. The overall nature is also characteristic of David Weaver & Laura Lawton’s textbook Tourism Management (2002) which is added when establishing a historical view on tourism. Thus, the shape and content of these theoretical sources, opposed to the variety of other academic literature going more into depth with particular niche consumer segments, match our needs. We do not find it sufficient only to base our theoretical framework in relation to modern tourists on these sources, as we wish to add some more in-depth considerations regarding modern tourists as consumers and co-producers of performed tourist destinations. Here we find it fruitful to include the thoughts of John Urry in The tourist gaze: leisure and travel in contemporary societies (1990) and Mimi Sheller & John Urry’s Places to play, places in play (2004), both focussing on a theoretical discussion of the consumption of tourist destinations.

Section 4.2 deals with the concept of authenticity in a tourism context. The section establishes a theoretical framework which enables us to analyze how authenticity is represented at destination and attraction level, and how it appeals to modern tourists. The term was introduced by Dean MacCannell in the article Staged Authenticity: Arrangements of Social Space in Tourist Settings (1973) in the 1970s; a book based on his own ethnographic studies. Due to the fact that MacCannell’s thoughts are of a fundamental nature and highly relevant to our thesis, we find it significant to include his views on the concept. This is a concept which is now known as ‘objective authenticity’. Ever since the notion was introduced within the area of tourism, it has become more extensive. Eric Cohen builds on the concept and in Contemporary Tourism – Diversity and Change (2004), a change in the approach to authenticity is presented. This approach is based on a constructivist line of thinking, thus labelled ‘constructive authenticity’, and it has become one of the more prominent lines of thinking in relation to authenticity. Thus, to follow the development of the concept over time, Cohen’s thoughts are included in the theoretical framework. As it becomes apparent in our theoretical framework, these thoughts are still valid and of interest in this thesis when it comes to the branding of Dubai. One of the more recent contributors to the ongoing debate within the field of authenticity is Ning Wang. His thoughts are presented in the article Rethinking Authenticity (1999), which is a theoretical discussion. Labelling his input in the debate ‘existential authenticity’, Wang takes a new and postmodern approach which moves the focus from the authenticity of the toured object to the search for the existential experience. All three concepts are brought into play due to the fact that the interplay between them creates a fruitful analytical tool when looking at authenticity in relation to the branding of Dubai. 

In order to answer our problem formulation, we find it fruitful to outline the characteristics and definitions of destination branding. In this regard, it is the process of branding places and destinations in general which is needed. Hence, we have chosen a handful of theorists in order to provide a nuanced view on destination branding. 
In the outline of destination branding, we employ Søren Buhl Pedersen Pedersen’s Making Space – An Outline of Place Branding (2005) to consider the spatial condition of destinations. Pedersen regards destination branding as a spatial technology taking his point of departure in the transformation of places in the global world. We find it fruitful to combine Pedersen with Simon Anholt since he, in Competitive Identity – The New Brand Management for Nations, Cities and Regions (2007), works from a more practical premise focusing on which initiatives and approaches brand managers of destinations may carry out in order to make the destination desirable and appealing. Pedersen goes in depth with the complex spatial dimension and overall political management of destination branding in relation to a specific case. Anholt, on the other hand, focuses on defining destination brands and how brand managers may change the destination’s image by various commercial and cultural factors in relation to many different examples. We find that a combination of Anholt and Pedersen provides a useful foundation for understanding the basic concept of destination branding as a synthesis of commercial and political factors. 
In addition to Pedersen’s view on spaces and places, we employ André Jansson’s Spatial Phantasmagoria, The Mediatization of Tourism Experience (2002) in order to fully grasp the multi-faceted character of destinations. Since Jansson focuses on the mediatization of places appealing to tourists, we find that he proves useful to take into account as our focus is on the branding of Dubai as a tourist destination. In this regard, we also incorporate Nigel Morgan, Annette Pritchard & Roger Pride’s (eds.) Destination branding – creating the unique destination proposition (2007) to focus on the challenges for, and the sustainability and overall appeal of destinations, in addition to their essences.
Another theorist we include is Graham Hankinson, and specifically his thoughts on destination branding as presented in the articles, Location branding: A study of the branding practices of 12 English cities (2001), Relational network brands: Towards a conceptual model of place brands (2004), and lastly, The management of destination brands: Five guiding principles based on recent developments in corporate branding theory (2007). The latter two are theoretical discussions, which provide frameworks and conceptual models of destination branding and, thus, make propositions as to the management of destination brands, and as to how destination brands can benefit from being branded as corporations, albeit with some modifications. In the first article, Hankinson bases his propositions on an explorative and interpretative research study, which gives more leverage to his propositions. In order to add a dimension to our understanding of destination branding, we employ Mihalis Kavaratzis and Gregory J. Ashworth’s ideas on the matter as presented in the articles, City Branding: an Effective Assertion of Identity or a Transitory Marketing Trick? (2005) and Beyond the logo: Brand management for cities (2007). Kavaratzis and Ashworth are conducting theoretical discussions in relation to destination branding based on the difference in branding destinations as products or corporations, and by regarding branding as a powerful image-building strategy. Lastly, Seppo K. Rainisto should be mentioned as he, in his dissertation, Success Factors of Place Marketing: A Study of Place Marketing Practices in Northern Europe and The United States (2003) makes propositions and recommendations to managers as to the practice of managing destination brands based on empirical studies of the branding of selected cities in Northern Europe and The United States. 

Thus, by considering the practice or strategies of destination branding or a combination of both, as well as how to brand destinations successfully, the above-mentioned theorists emphasize different aspects and base their statements on different approaches towards examining destination branding, which ultimately provides us with a more multi-faceted view on destination branding.

It is important to be aware of the context in which the applied theoretical approaches are situated as well as the working methods applied to the empirical data. Our selection of academic literature is situated in a Western context, which can have consequences in relation to applicability as the context of our thesis is the Middle East. However, in Dubai’s aspirations to become the world’s leading tourist destination lies the fact that the destination is also intended for the Western world, which contains a large number of potential tourists. Thus, despite the incongruity that might occur due to mixing different cultural contexts, we still find our theoretical framework applicable and valid in the context of this thesis.

It is also important to note that different working methods are applied by the theorists included in our theoretical framework. As presented above, some of the theorists included in this thesis base their findings on empirical studies whereas others mainly conduct theoretical discussions. It is important to be aware of this, as, for instance, a case study runs the risk of being less applicable in other contexts, whereas a study based on a theoretical discussion can be questioned for not being validated through an empirical study. Thus, it is important to have an analytical distance, and thereby question the statements and working methods on which our theoretical framework is based.

4. The Modern Tourist

This chapter establishes an analytical framework in relation to modern tourists in order to investigate which consequences it has that there is an apparent discrepancy in what is marketed at destination and attraction level in Dubai. To gain an elaborate understanding of the modern tourist, we divide this chapter into two main sections. Section 4.1 establishes some general characteristics of the modern tourist, and section 4.2 goes in depth with the modern tourist’s search for authenticity, which is essential when discussing how it is represented in the branding of Dubai on the two levels, and how this corresponds to the demands of the modern tourist.

The aim of section 4.1 is to come to an understanding of how the modern tourist is perceived. To do this, it is essential to understand the notion of tourism, as this is the context in which the tourist is situated. Thus, by looking at the development of tourism, it is possible to outline some characteristics of the modern tourist, which enable us to analyze the degree to which the branding of Dubai as a tourist destination meets the demands of modern tourists.

On the basis of these considerations, section 4.1.1 begins by elaborating on the definition of the term tourism and two subdivisions of the term, which are fruitful to integrate in order to understand Dubai as a tourist destination. These are urban and cultural tourism. Following this, section 4.1.2 combines the thoughts of Weaver & Lawton (2002) with the thoughts of Poon (1993) in order to establish a historical view on tourism. This functions as a backdrop for understanding the factors leading to the emergence of modern tourism, which is dealt with in section 4.1.3. Here we outline some general tendencies characterizing the needs and preferences of modern tourists, thus enabling us to compare this with the overall Dubai brand. Following this, a different light is shed on the notion of modern tourists by including the thoughts of Sheller & Urry (2004) and Urry (1990) in relation to the role of tourists as consumers of performed tourist destinations. This is done in order to add another dimension to the previous, thus, extending our analytical framework. Additionally, this section functions as a foretaste of chapter 5, in which the destination term is covered in more depth. Finally, section 4.1.4 summarizes section 4.1. 

Section 4.2 makes a thorough examination of the term authenticity in relation to modern tourists. Wang (1999) reinterprets the concept of authenticity in a tourism context as he believes that the existing notions are inadequate. It is Wang’s hypothesis that existential authenticity explains tourist experiences more completely than objective and constructive authenticity. However, this does not mean that these notions should be disregarded altogether as they are still useful when explaining tourist experiences in Dubai and, hence, it is fruitful to consider all three concepts in order to reach an understanding of which role authenticity plays in the branding of Dubai. 

The concept of authenticity has been the centre of numerous discussions within the academic world of tourism since MacCannell (1973) introduced it in the 1970s. Since then, the notion has developed within the academic world and consequently three different concepts have emerged, namely objective authenticity, based on MacCannell’s thoughts, constructive authenticity as outlined by Cohen, and Wang’s existential authenticity, which is one of the more recent contributions to the debate. Before exploring the concept of existential authenticity further, it is important to mention that Wang also works with the two other notions of authenticity, namely objective and constructive authenticity, and thus we take a temporal approach to authenticity in the sense that we go through the chronological development of the notion. Hence, section 4.2.1 situates authenticity in a tourism context, followed by section 4.2.2 on objective authenticity based on the thoughts of MacCannell. Then section 4.2.3 treats of constructive authenticity, as presented by Cohen and section 4.2.4 explores Wang’s notion of existential authenticity. Finally, section 4.2.5 functions as a summary of section 4.2.
4.1 Characterizing the Modern Tourist

4.1.1 Defining Tourism

There are numerous definitions of ‘tourism’ and ‘tourists’ which prevail in the literature on the subject. Poon (1993) refers to tourism as an industry, whereas many other critics dwell on the labelling of tourism. This is, for instance, the case with both Peter Burns & Andrew Holden (1995) as well as William Theobald (1994) and Thomas Lea Davidson (1994), the latter of which in particular takes exception to the industry label. Burns & Holden argue that it can be fruitful to define tourism differently depending on the underlying purpose. Theobald takes his point of departure in calling tourism “[…] the largest industry in the world on virtually any economic measure […]” (Theobald in Theobald, 1994: 4), but he still acknowledges the diversified and fragmented nature of this industry in that it covers numerous aspects that cannot be seen as functioning in a tourism context only. Davidson attempts to meet this problem by viewing tourism as a collection of industries. He argues that tourism should be perceived as a social and economic phenomenon which can be linked to the World Tourism Organization’s (WTO) statement that tourism 

[…] comprises the activities of persons travelling to and staying in places outside their usual environment for not more than one consecutive year for leisure, business and other purposes not related to the exercise of an activity remunerated from within the place visited
.

Here tourism is clearly linked to both a social perspective, in the shape of human activity, as well as an economic perspective, which is also part of tourism. Tourism is linked to experiencing something outside ones ‘usual environment’, thus, it has a sense of novelty to it. Also, tourism is not only defined in terms of this space distinction, time also plays a part.

It is important to acknowledge that there are numerous subdivisions of the term tourism. There are sports tourism, eco tourism, culinary tourism, sex tourism and many other niche types of tourism more or less distinguishable. In line with our social constructivist approach, we do not believe that Dubai, as a tourist destination, can be seen as a representative of one particular type of tourism only. Rather, we ascribe validity to our pre-understanding of Dubai as a destination containing a little bit of everything depending on the context in which it is perceived. This pre-understanding is based on our research of what this destination offers modern tourists. In this thesis, we, therefore, find it most fruitful to subscribe to the thought that tourism should be seen more as a social phenomenon than an industry where the economic perspective takes pride of place. Thus, viewing tourism as a social phenomenon entails that we cannot understand it without taking the historical, social, and geographical context into consideration; cf. our social constructivist standpoint. This corresponds with the view of Jørgen Ole Bærenholdt et al. (2003) who argue that

[…] tourism is not so much about going places as it is about particular modes of relating to the world in contemporary cultures. Tourism is a way of being in the world, encountering, looking at it and making sense. […] it is the corporeal and social performances of tourists that makes places ‘touristic’ (Bærenholdt et al., 2003: 2). 

This definition of tourism is more content-orientated and is, thus, more relevant in relation to our thesis focussing on the branding of Dubai as a tourist destination, as this has more to do with content than the duration of the stay. In section 4.1.3, we return to the role of the performative in a tourism context. It should be mentioned that it is not within the scope of this thesis to outline the specifics of the various subdivisions of tourism, as our focus is that of Dubai as a tourist destination in a general sense of the word. However, there are two subdivisions we find useful to introduce briefly, as they reinforce our analytic toolbox. The two subdivisions are urban tourism and cultural tourism. In our specific case, it is almost impossible not to combine these subdivisions, as there are so many overlapping characteristics. Thus, what we see in Dubai can be labelled urban cultural tourism; a label which is described in the following. Our focus is on Dubai as a city; a specimen of the modern metropolis, in this thesis put into a tourism context. Also, we find it fruitful to briefly introduce cultural tourism in order to situate culture as a commodity which can be consumed by tourists. This is relevant to our thesis as we have found an apparent difference between the representation of culture at destination level and attraction level. This is returned to in section 8.1.

The label of urban tourism is in itself a subdivision containing many different aspects, thus, making it a complex phenomenon. Steven J. Page (2002) argues that

[…] cities provide the context for a diverse range of social, cultural and economic activities in which the population engages, and where tourism leisure and entertainment form major service activities (Page in Ryan, 2002: 112).

Here the strong link between urban and cultural tourism is obvious. Additionally, it is stated that it can be hard to single out the tourism core, as social, cultural, and economic activities, which function as tourism activities within a city, also function as activities for other target groups. Both Page and Christopher M. Law (1993) argue that this complexity is one of the key reasons why there is a lack of attention on the subject in academic literature. However, one thing is certain about cities like Dubai and their appeal as tourist destinations; they have the advantage of offering a variety of activities and attractions that are geographically concentrated (Page in Ryan, 2002). Law refers to a survey
 from 1991 in which American tourists were asked what it takes to make a city an interesting tourist destination. The survey suggests that visitors want something unique and interesting; with lots of things to do, and Dubai is certainly such a place, as we elaborate further in our analysis. According to Page, Gareth Shaw & Allan M. Williams argue that “[…] the diversity of urban areas means that their size, function, location and history contribute to their uniqueness” (Page in Ryan, 2002: 115). Thus, uniqueness also becomes a complex term. Additionally, they point towards the multifunctional character of urban areas; that the functions they provide are consumed by a variety of target groups, not only tourists. This is bound to add to the complexity of urban tourism. The consumer aspect of tourism is elaborated on in section 4.1.3.

One of the elements consumed by modern tourists is culture, and “[…] tourism is an increasingly important form of cultural consumption […]” (Richards in Richards, 1996: 3). It is important to note that Greg Richards (1996) argues that there is a shift in what the notion cultural attractions means, which is a significant nuance to add to our initial hypothesis being that the dominant attractions at destination level are anchored in a more historically situated view on culture. Richards argues that

[t]raditional cultural attractions such as museums and galleries are having to reassess their role as the pressure to generate visitor income intensifies, and the need to compete with a new generation of commercial tourist attractions grows (Richards in Richards, 1996: 4).

Thus, traditional cultural attractions are being challenged by new types of attractions. According to Richards, these new attractions supply culture, which is more directly intended for tourist consumption. An example of this newer type of cultural consumption can be seen in Dubailand in which there is a theme park called Global Village. Here tourists can visit a variety of pavilions representing different countries and purchase products from all over the world. Culturally situated consumption plays a predominant role in the description of Global Village, as can be seen in the quote below.

It’s probably the only place in the world where you can buy an intricately-woven Indian pashmina shawl, a Japanese bonsai and fresh Canadian Maple Syrup all from the same place.

Having established an understanding of the term tourism, and having outlined our general use of the terminology, the following section takes a step back in the history of tourism. In order to understand the modern tourist as more than a purchase-focussed traveller whose needs for unique travel are satisfied by visiting an interesting city, it is fruitful to understand the development of modern tourism as such.
4.1.2 The History of Tourism

Modern tourism of today is anchored in a long tradition of travelling. According to Weaver & Lawton (2002), the first emergence of tourism was found in Mesopotamia, also called the cradle of civilization, and from here it spread to Egypt and ancient Greece
 more than 3000 years ago. Back then, tourism and travel as such were mainly reserved for the privileged few who did not spend all day thinking about basic survival
. Approximately 1000 years later, tourism hit its first real peak in ancient Rome, where the stability, infrastructure, and wealth of the empire facilitated the creation of a tourism industry as such, which supplied transportation, accommodation, and souvenirs. Early modern tourism emerged after the Middle Ages, where tourism was characterized by pilgrimages, but by 1500, the so-called Grand Tour, where young aristocratic men travelled Europe for educational and maturity purposes, became popular (Weaver & Lawton, 2002). Thus, the link between tourism and culture goes back many years. 
Slowly, tourism became more and more accessible for the general public concurrently with the march of the Industrial Revolution
 in Western Europe. This facilitated a change from rural to urban societies; and thereby an improved infrastructure. According to Weaver & Lawton, tough city life and long working hours helped create a need for recreational opportunities, and in time the market changed and began to comply with middle class demands
. The development was put on hold during the two great depressions and the subsequent world wars
. The foundation of the big boom of tourism was established just after World War II; in a period of post-war peace and wealth. Poon (1993) outlines how what she labels ‘old tourism’ grew from the mid 1940s due to a combination of a variety of social, political, economic, and technological developments. She mentions improvements such as the emergence of paid vacations, jet aircrafts, computer technology, credit cards as well as a decrease in oil prices. Additionally, there was the huge group of apparently indistinguishable travellers, who consumed these mass produced, standardized, and identical vacations, and, thus, mass tourism became a ‘best practice’ by the 1970s and early 1980s. Tourism was mass produced like many products at that time. However, it is Poon’s argument that travellers are not an indistinguishable mass, and “[t]hey never were. They were simply forced by the economics of mass production to consume standardized packaged travel and leisure services because they were darn cheap!” (Poon, 1993: 16).

The consumption of mass tourism in the 1970s and 1980s was a result of the tourists’ subordination of individuality (Poon, 1993). The benefits of mass production ruled and there was great appeal in new low-priced packaged vacations. The consumers of tourism were situated in a mass production era; it was simply the norm. Thus, the consumer mentality was anchored in a context where it was alright to be like the rest. People drove the same cars, wore the same clothes, and heard the same music while drinking Coca Cola; mass production of vacations fit the context. Poon argues that naturally there were cases of flexible tourism at the time, however, these mainly appealed to a smaller segment of educated and wealthy people.
For the major clientele, travel itself was more important than the specific details, like the destination and the accommodation for instance, which is due to the fact that many tourists at that time were rather inexperienced travellers (Poon, 1993). It made good sense for the expanding hotel chains just to replicate the same hotel concept in many different destinations, as the recognisability appealed to the tourists, who were “[…] fearful of adventure […]” (Poon, 1993: 40). Poon also argues that tour guides and travelling in groups are a logical outcome in a time characterized by inexperienced travellers who found security in familiarity.
4.1.3 The Emergence of New Tourism

In order to comprehend the development of what Poon (1993) labels ‘new tourism’, it is essential to come to an understanding of the progress that transformed mass tourism. The conditions that facilitated the popularity and extension of travel types like charter vacations have changed and, thereby, so has the tourism industry
. Poon defines mass tourism as “[…] a phenomenon of large-scale packaging of standardized leisure services at fixed prices for sale to a mass clientele” (Poon, 1993: 32), and during the period of time where it gained its footing, it was not the consumers that dictated the tourism market but the structure and standards of the industry. Thus, “mass tourism was producer- rather than consumer-driven” (Poon, 1993: 38). This was a time where vacations, to a great extent, were produced and consumed without questioning their standardized and inflexible nature. According to Poon, there are three main global impacts on the tourist industry that have played a part in the transformation of mass tourism. The first of these is the impact tourism has on the environment, the second is the microelectronic revolution, and then there is the emergence of the new paradigm of information technology; all leading to a new best practice of tourism.

There is no doubt that tourism is an environment-intensive industry as the environment is a huge part of what is being sold (Poon, 1993). Thus, the spatial environment can be seen as a tourist destination’s growth limit in the sense that the environment in a specific location can be destroyed, and, with this, so can the destination’s appeal as a tourist destination. According to Poon, this lack of appeal is a result of both the lack of a product to sell, and a result of more consumer awareness in relation to the environment. This greener awareness is important to acknowledge in relation to the specific case of Dubai as there seems to be a dualistic relationship to the environment in the sense that there is both focus on what Poon labels “the natural environment” (Poon, 1993: 63) as well as what can be labelled ‘the created environment’. Here we think in terms of initiatives like The Palms which in part function as an expansion of the coast line of Dubai. But there are also other initiatives launched in order to preserve the natural environment like the restoration of ancient monuments facing corrosion. 

The second global impact influencing the transformation of mass tourism is the microelectronic revolution, also called the IT revolution, which has the potential of expanding the growth potential of a tourist destination like Dubai. Poon argues that “[t]ourism is an extremely information-intensive industry” (Poon, 1993: 11) and, therefore, technology has taken on a new role in the new kind of tourism which has emerged as a transformation of the old mass tourism. For instance, new technological developments have made bookings of transportation and accommodation much easier and more efficient as well as it has optimized the communication patterns of the industry and, thus, enabled closer contacts between the providers and consumers of tourist destinations; consumers who are more informed travellers (Poon, 1993). Due to the fact that the internet today functions as a significant communication medium, our focus on websites is in keeping with the times. 

The microelectronic revolution brought a new paradigm with it, namely the information technology that has come to form the basis for a new best practice of tourism – flexible production (Poon, 1993).

With flexible production, companies compete on quality; they listen to consumers; and attempt to satisfy their needs as closely as possible – customization, market segmentation and diagonal integration are the order of the day (Poon, 1993: 14).

Thus, modern tourism is characterized by a focus on the individuality of the consumer; customization, the grouping of the diverse market; market segmentation, and the production of a package of products and services simultaneously; diagonal integration. However, Poon’s three main impacts that have changed the character of tourism are not sufficient in order to understand this development. Weaver & Lawton (2002) add focus on economic, social, demographic, and political factors, where Poon mainly focuses on technological and environmental factors. Weaver & Lawton argue that there is a tendency that the economy of modern society becomes more developed, thereby, leaving more money for leisure activities after the basic needs are covered. This, combined with demographic changes like reduced family size, women’s entry on the labour market, an increasing population base, and the fact that people in the Western World have shorter working hours than previously, leave more people with more time and money to invest in leisure activities. Weaver & Lawton touch upon the political factors also influencing tourism in the sense that “[t]ourism is dependent on the freedom of people to travel both internationally and domestically” (Weaver & Lawton, 2002: 82). Thus, this ‘new tourism’, as Poon labels it, is consumer-driven to a degree not seen in ‘old tourism’ which was highly situated in a mass production context. This is also visible in the marketing of this new tourism, which is much more divided into smaller market segments which enable catering to more specific lifestyle traits of the modern tourists (Poon, 1993). As mentioned in section 3.2.3, the consumer segment we focus on is modern tourists in general and not individual consumer segments.

According to Poon, the development of consumer needs is the main facilitator of the formation of the new tourism. Within mass tourism, there was little room for the individual tourist who longed to distinguish himself from the crowd. This does not fit modern tourists who “[…] want to affirm their individuality and […] want to be in control” (Poon, 1993: 10). It is hard to predict the actions and preferences of travel experienced modern tourists as they are flexible, spontaneous, and often choose to combine expensive and discount purchases on the same trip (Poon, 1993). For instance, a modern tourist might rent a room in one of Dubai’s exclusive hotels while travelling on economy class to get there. Thus, it is important that the modern tourist destination is able to provide a little bit of everything.

A clear tendency within this new tourism of flexibility is what Poon labels “[m]ass customization – the production and sale of large amounts of tailor-made services […]” (Poon, 1993: 86). This can be seen as a means to provide tourists with the feeling of uniqueness, as they get the chance to piece together their own vacation from numerous offers inherent in the destination. This tendency of flexibility is very obvious in the specific case of Dubai, where there are numerous examples of mass customization. One example is Dubailand which can be seen as an all-in-one package including theme parks, hotels, restaurants, museums, and many other things to pick and choose from when piecing together one’s own custom-made vacation. This more active role, both during the trip as well as in the processes surrounding the trip is very characteristic of the modern tourist (Poon, 1993).

“With increased travel experience comes a growing demand for quality” (Poon, 1993: 117) and Dubai appears to be able to meet this need for ‘value for money’, as many of the attractions associated with Dubai has an exclusive and luxurious touch; something which is elaborated in detail in chapter 7. Poon also argues that more personal attention is asked for, which many hotels supply by having large numbers of staff. And then there is the overall demand and search for the authentic (Poon, 1993). In Poon’s description of what this notion implies, there is focus on a search for the natural and original. In section 4.2, the term authenticity is dealt with in greater detail as we find it interesting in relation to the case of Dubai. As it has also been mentioned in our introduction, Dubai is a destination of great variety which provides a little bit of everything, thus, we find it fruitful to go in depth with the notion of authenticity in our search for consistency in the Dubai brand. 

These tendencies characterizing the modern consumer are gathered in fig. 2.
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Fig. 2. Inspired by Poon. 
The brand managers of Dubai become vacation-makers whose task it is to create and sell vacation experiences to modern tourists, and in a period of time where mass produced vacations do not have the same appeal as they used to, it is essential for tourist destinations to find new ways to appeal to the modern tourist (Poon, 1993). This is the only way to remain a tourist destination with a growth potential in an era where “[t]he golden age of tourism is over […]” (Poon, 1993: 7), as the industry is now more consumer-driven, thus, making consumer appeal essential. It is the growth potential which in part makes the difference.

The tendencies of modern tourists, as presented by Poon, can be criticized for being very generalizing, and it is naturally important that we are aware of this generalizing nature. However, due to the shape of our problem formulation, we also acknowledge the fact that our focus in relation to the modern tourist is of an overall nature. We wish to extend Poon’s perception of the modern tourist by adding a dimension, which Poon does not focus enough on in relation to our point of departure. This is the notion of the gaze in relation to consumerism. Despite the fact that chapter 5 focuses on tourist destinations and the branding of these, it is fruitful to make some comments as to the relationship between tourists and destinations, and tourists’ consumption of the tourist destination through the gaze, thus, outlining the interconnectedness.

Sheller & Urry (2004) argue that “[p]laces are not simply encountered […] but are performed through embodied play” (Sheller & Urry in Sheller & Urry, 2004: 4), and, thus, tourist activities cannot be disconnected from the destination visited, as they play a significant part in the creation of the particular place. This is elaborated in section 5.2.2. Following this argument, places are of a dynamic character in that they change continuously which is very much in line with our social constructivist point of departure. It is important to acknowledge that it is not only tourists which participate in this performance of the destination; also the host has great influence on this performance, which can both be organized and informal. Sheller & Urry mention examples of tourist performances such as shopping and sun bathing and host performances such as guiding and selling. But these performed tourist destinations are very complex to deal with, as the tourist and destination are so interlinked, and because they both hold many unmanageable factors. As Sheller & Urry explain:
[…] many of these global places to play are hugely complex places where there is no single ‘experience’. The governance of such places is immensely complicated, partly stemming from the diversity of flows of people as tourists, migrants, and workers from both the developed and the developing world. And they are also complex because of the different age, class, gender, racial, and ethnic performances that occur – often within the same highly localized space […] (Sheller & Urry, 2004: 10).

When applying these considerations of the fluid nature of tourist places to the case of Dubai, it becomes obvious that the complex nature of global places is applicable in our specific context. Dubai is much more than a tourist destination, and as a tourist destination Dubai is many different things. However, there is a material dimension in the performance of tourist destinations like Dubai. Bærenholdt et al. argue that “[t]here are limits to how far tourist places can be fluid and performed […]. Tourists need to engage with the materiality of place” (Bærenholdt et al., 2003: 31). 

One of the ways in which tourists can engage with destinations is through ‘the tourist gaze’. This term is known from Urry’s (1990) book of the same name. He argues that places are the objects of the gaze and that this gaze is not universal in that it is “[…] constructed in relationship to its opposite […]” (Urry, 1990: 2). Thus, the perception of the object depends on what it is put in contrast to. Urry distinguishes between two types of gaze; romantic and collective tourist gaze. The romantic tourist gaze has focus on “[…] solitude, privacy and a personal, semi-spiritual relationship with the object of the gaze” (Urry, 1990: 45) – a type of gaze which can be linked with Burj Al Arab’s luxurious spas where the individual tourist is in focus. In contrast, the collective tourist gaze “[…] necessitates the presence of large number of other people” (Urry, 1990: 45) as their presence is what makes the place. This is the case with Dubai, both viewed as an overall metropolis whose essence lies in the presence of many people, but also in relation to individual attractions such as Dubailand, where the presence of other people is necessary to create the right atmosphere. An empty theme park would not be quite the same. Linking Urry’s notion of the romantic and collective gaze with the previously presented work of Poon, it is clear that Poon’s new tourism with the individual in focus is closer related to the romantic gaze, whereas the collective gaze is connectable with mass tourism.

Michael Haldrup & Jonas Larsen (2003) argue that it is a mistake to see the gaze as disembodied and passive. They introduce the term ‘the family gaze’ in order to outline that tourist photography, which is their point of departure for discussing the gaze, has to do with producing social relations and not consuming places. Thus, they describe their differentiation from Urry’s notion of the gaze by stating that “[w]hile Urry’s gazes are directed at extraordinary ‘material worlds’, the ‘family gaze’ is concerned with the ‘extraordinary ordinariness’ of intimate ‘social worlds’ (Haldrup & Larsen, 2003: 24). Thus, it is the tourist and his performance that make the destination and the experience extraordinary. However, Haldrup & Larsen still ascribe importance to the material object gazed upon. It is useful to include this brief consideration as it outlines the experience economic perspective of modern tourism. That is, the tourist does more than gaze. He tastes, listens, and he actively participates when taking part in these social interactions.

According to Urry, this gaze, through which a destination is consumed, is “[…] normally visually objectified or captured through photographs, postcards, films, models and so on” (Urry, 1990: 3), and in relation to the empirical data of our thesis, the selected websites come to function as representatives of the destination gazed upon. Our focus is on the functionality of the gaze as a means of destination consumption. Thus, the destination gazed upon in this thesis is a mediated representation of the physical destination, and we can only make assumptions as to how the object gazed upon is decoded (cf. 3.2.3). Urry argues that

[w]hat people ‘gaze upon’ are ideal representations of the view in question that they internalize from postcards and guidebooks […]. And even when they cannot in fact ‘see’ the natural wonder in question, they can still sense it, see it in their mind. And even when the object fails to live up to its representation it is the latter which stay in people’s minds, as what they have really ‘seen’ (Urry, 1990: 86).

Thus, the mediated representation of Dubai is extremely significant, as it plays such a large role in the performance of Dubai as a tourist destination. As mentioned, it was also this representation which constituted our pre-understanding of Dubai, as none of us have ever visited Dubai. Modern tourists are situated in an interplay between media practices and tourism practices. Jansson (2002) considers this relationship between media practices and tourism practices, and argues that tourism practices have become increasingly intertwined with the consumption of media images. That is, the tourist gaze is not based on any first-hand experiences but rather “[...] governed by and measured against mediated representations created by the tourism industry or by the culture industry at large” (Jansson, 2002: 431). This means that physical space only provides the raw material for media representations that function as customized images and experiences in this ‘new’, modern tourism. In other words, tourists have a pre-understanding of destinations that is shaped by media images. It should be noted that we oppose the idea that this is always the case, as people do not always have a detailed mediated image of the destination they visit. However, Jansson’s argument might hold more truth to it in the case of Dubai compared to many other destinations, as Dubai is such a mediated destination. That is, Dubai is still a rather ‘new’ destination for common tourists, and it has been highly promoted in the media. Based on our initial research it is our impression that Dubai as a tourist destination is much more mediated at attraction level compared to destination level.

As previously stated, we wish to add a few dimensions to Poon’s idea of the modern tourist, and this also includes the idea of the post-tourist. According to Jarrko Saarinen (1998), post-tourists acknowledge and accept that tourist attractions and experiences are not only staged but also commodified. Furthermore, he states that “[…] [tourists] accept that there are no real, authentic experiences or attractions” (Saarinen, 1998: 62). Saarinen argues that changes in society will create more focus on postmodern tourists who are “[…] attracted by the experience as an end in itself” (Saarinen, 1998: 62), whereas modern tourists see experiences “[…] as a way of achieving self-esteem, prestige, self-realisation […]” (Saarinen, 1998: 62). This tallies with Wang’s notion of existential authenticity defined in section 4.2.4. In the following quote, Saarinen states that as times change, tourist destinations also need to change in order to follow the demands of postmodern tourists, even though they are currently a minority.
In the long run, one theme with homogeneity of attractions and activities is not enough. The condition for the change and the production of multiple attractions is a process that Harvey (1989, p.240) describes as time-space compression, as a consequence of which "space appears to shrink to a global village" where time and space are stretched and mixed by compression in order to attract more capital as well as more tourists. Theme parks such as Euro-Disney or shopping malls like West Edmonton Mall and Mall of America are good examples of time-space compression and the commoditisation of space (Saarinen, 1998: 62).

In this sense, it can be argued that the existence of post-tourists is going to change the focus of destinations in the future in the sense that the destination product should include more than a homogeneous theme. This can be linked to Poon’s characteristics of the modern tourist. However, what Saarinen adds to this is the idea that the experience as such is in focus and that post-modern tourists have no problem with experiences and attractions which they perceive as inauthentic.
4.1.4 Summary
To sum up, the aim of section 4.1 is to outline some tendencies which characterize the modern tourist. As a backdrop for this discussion, the notion of tourism is discussed as a complex, social phenomenon. Additionally, the subdivisions of urban tourism and cultural tourism are introduced in order to show that uniqueness is asked for within modern tourism and that culture, as a product for consumption, is an element which can supply this uniqueness. 

The shift from mass production of tourism to a consumer-driven flexible production came with it a new type of tourist. The modern tourist can be described as more experienced, flexible, and independent. Additionally, it is argued that modern tourists are influenced by changed values, lifestyles, and demographics. In order to add another dimension, tourists are also seen as co-performers of the tourist destination. It is argued that the modern tourist also needs to actively engage with the materiality of the place which can be done through the tourist gaze. This gaze functions as a factor which partakes in the mediation of the destination, as the gaze will always be based on an ideal representation. Thus, the modern tourist participates in the mediation of the destination.

Jansson (2002) argues that “the more organized tourism gets, the more mediatised it becomes – and the more it is turned into simulation” (Jansson, 2002: 439). This is where the concept of authenticity becomes interesting to put into play, as is done in the following. 
4.2 Authenticity – the Real Experience

4.2.1 Authenticity in a Tourism Context

Before going into detail with the three different approaches to authenticity, this section looks into the general usage of authenticity in a tourism context. Wang (1999) refers to Lionel Trilling when stating that authenticity as a concept was originally used in museums and, initially, it was this idea that was transferred into a tourism context. Authenticity in a museum context is based on experts’ opinions about an object and whether or not this object is worth the price paid and adoration given. This idea has been transferred into a tourism context. Wang explains referring to Richard Sharpley:

For example, products of tourism such as works of art, festivals, rituals, cuisine, dress, housing, and so on are usually described as “authentic” or “inauthentic” in terms of the criterion of whether they are made or enacted “by local people according to custom or tradition” (Wang, 1999: 350).

This understanding of authenticity is clearly linked to something old and original, and objects are measured against these criteria. There is a presupposition that traditions are something old, however, this needs to be modified as traditions are only traditions because we as humans construct them as such, which is in line with our social constructivists point of departure. There is nothing inherent about traditions and, thus, they only exist because people uphold them. When the aspect of authenticity is judged in relation to whether or not something is made according to tradition, the understanding of tradition participates in making this a very black/white distinction. According to Wang, this museum-like perception of authenticity, which includes this black/white distinction, does not fully explain “[…] the complex nature of authenticity in tourist experiences” (Wang, 1999: 351). It is more nuanced in the sense that experts’ opinions are what objective authenticity relies on, and these experts should not be the judges of whether or not tourists have an authentic experience. According to Wang, authenticity should be split into two separate categories; tourist experiences and toured objects, which later prove to be important in relation to his ideas concerning existential authenticity. However, first, it is important to explain what is meant by these categories. A tourist experience (an authentic experience) is when the tourist is in contact with his true self as a result of an experience in a tourism context, whereas the idea of toured objects is based on the qualities of the object, that is, whether or not the toured object can be seen as authentic (Wang, 1999). 

According to Wang, the ‘complex nature of authenticity’ is further underlined by the fact that it can be divided into three subcategories which are, as mentioned earlier, objective, constructive, and existential authenticity. These three categories are the result of three different approaches namely, objectivism, social constructivism, and postmodernism. The following section contains a more elaborate description of the three concepts and how they can be fruitful when looking at which experiences are made available for tourists in Dubai. 
4.2.2 Objective Authenticity 

According to Wang (1999), objective authenticity is the aspect of authenticity that comes closest to the original use of the word in a museum context. That is, the authentic experience depends on the object in that the object needs to be assessed as authentic by experts. Even though a tourist believes he has an authentic experience, this experience can be judged as inauthentic if the toured object is considered to be inauthentic by experts. In other words, the authentic experience totally depends on the toured object and its authenticity. MacCannell (1973) is seen as one of the first who used authenticity in relation to tourist experiences. He states that there is a “[…] search for authenticity of experience that is everywhere manifest in our society” (MacCannell, 1973: 589). Yet, he also believes that tourists are victims of staged authenticity. This idea of staged authenticity is related to the notions of a front region and a back region, which are concepts borrowed from Erving Goffman. MacCannell explains: 

The front is the meeting place of host and guests or customers and service persons, and the back is the place where members of the home team retire between performances to relax and to prepare (MacCannell, 1973: 590).

In this sense, tourists only see what is at display, but what they really crave for is to experience a back region where they believe the authentic experience is. In this way, tourists need the authenticity of the original, that is, objective authenticity, to reach an authentic experience. MacCannell goes on to explain that

[t]ouristic consciousness is motivated by its desire for authentic experiences, and the tourist may believe that he is moving in this direction, but often it is very difficult to tell for sure if the experience is authentic in fact. It is always possible that what is taken to be entry into a back region is really entry into a front region that has been totally set up in advance for touristic visitation (MacCannell, 1973: 597).

In this quote, it becomes obvious that it is not enough that the tourist perceives the toured object as authentic; it needs to be validated through other means. In this way, tourists become victims of staged authenticity, that is, they visit something which they believe to be genuine but instead it is something staged for tourist purposes. Wang criticises this view as he states:

That which is judged as inauthentic or staged authenticity by experts, intellectuals, or elite may be experienced as authentic and real from an emic perspective – that may be the very way that mass tourists experience authenticity (Wang, 1999: 353).

Here it is obvious that Wang moves focus away from the toured object and onto the tourist and, in this way, he gives a foretaste of how existential authenticity differentiates itself from the already existing concepts. Wang explains staged authenticity through the notion ‘an emic perspective’ which means that culture needs to be meaningful and recognizable as real from a tourist’s perspective and, thus, experts’ and scholars’ opinions are no longer decisive. Another aspect criticized by Wang is the fact that authenticity in MacCannell’s sense makes a black/white division, that is to say, either an object is assessed by experts to be authentic or inauthentic. This assessment solely determines whether or not the tourist has an authentic experience. The branding of Dubai on the official tourism website shows traces of this type of authenticity as certain adjectives such as ‘original’ and ‘traditional’ are used to a great extent in the text about heritage sites for instance. An example is this short presentation of the souks
 on the DTCM’s website.
Bags of spices, incense, rose petals and traditional medicinal products are stacked outside each stall […] There are traditional bakeries where large flat loaves of delicious unleavened bread are baked to order inside a domed oven called tandoor […].
 

Here the word ‘traditional’ appears twice indicating that the DTCM wishes to accentuate that the souks are something old, original, and authentic and that these are places where tourists can experience traditional aspects of Dubai. In this way, certain attributes are ascribed to the toured objects which, in this case, are the souks. There are a number of different examples of this which are more thoroughly dealt with in section 7.1. 
4.2.3 Constructive Authenticity

To return to Wang (1999), he states that constructive authenticity can be seen as a backlash to objective authenticity, and this is a move away from the idea of seeing the world as black and white. Constructive authenticity is based on a social constructivist approach. In chapter 3, it is stated that this thesis is written on the basis of a social constructivist point of view, however, this does not mean that authenticity as a concept is only seen from this point of view. When we refer to social constructivist theory, we see it as an overall approach to our findings and, thus, it does not mean that we solely use the branch of authenticity based on social constructivism.

Within social constructivist theory, reality is a social construction which does not exist outside language. This reality is continuously reconstructed and reinterpreted and, in this way, no truth about reality exists. As Wang states:

For constructivists, multiple and plural meanings of and about the same things can be constructed from different perspectives, and people may adopt different constructed meanings dependent on the particular contextual situation or intersubjective setting (Wang, 1999: 354). 

When this approach is applied to authenticity in a tourism context, it means that there is no such thing as a static original, which has inherent and stable qualities. This is due to the fact that, within social constructivism, everything depends on the context which can be constantly redefined and, thus, is not stable. One of the major theorists within constructive authenticity is Cohen (2004), who suggests that “[…] ”authenticity” is a socially constructed concept; its social […] connotation is, therefore, not given but “negotiable”” (Cohen, 2004: 104). In this way, Cohen takes a step away from objective authenticity. In relation to the concept of authenticity in tourism, Wang states that

[…] authenticity or inauthenticity is a result of how one sees things and of his/her perspectives and interpretations. Thus, the experience of authenticity is pluralistic, relative to each tourist type who may have their own way of definition, experience, and interpretation of authenticity. […] even though something can initially be “inauthentic” or “artificial”, it may subsequently become “emergent authenticity” with the passage of time. […] In addition, authenticity is also context-bound (Wang, 1999: 355).

In this sense, authenticity does not become a quality of the object, but the object becomes authentic because it is constructed as such through interpretation, context, and ideology. The focus is still on the toured object and the authentic experience depends on the qualities which are ascribed to this object. Whereas objective authenticity has a very specific way of measuring whether an object is authentic or not, constructive authenticity emphasizes the context and the fact that reality is a matter of continuous reinterpretation. Hence, when it comes to constructive authenticity, there is not a single criterion when it comes to defining how a tourist gets an authentic experience (Wang, 1999). This is also closely related to Cohen’s point of view as he states that “[…] tourists will differ in the number and kinds of traits necessary to their mind to authenticate a cultural product” (Cohen, 2004: 108). That is, according to Cohen, tourists have different views on authenticity depending on how strict their criteria of authenticity are and, thus, also the context they come from. 
Wang also mentions the notion of ‘emergent authenticity’, which, in short, means that a toured object moves from being perceived as inauthentic to being perceived as authentic. Wang borrows this concept from Cohen, who sees it as a natural development within the field of constructive authenticity:

Since authenticity is not a primitive given, but negotiable, one has to allow for the possibility of its gradual emergence in the eyes of the visitor to the host culture. In other words, a cultural product, or a trait hereof, which was at one point generally judged as contrived or inauthentic may, in the course of time, become generally recognised as authentic […] (Cohen, 2004: 110). 

In this quote, the constructivist line of thinking becomes obvious as the aspect of negotiability has an important role when explaining the notion of emergent authenticity. The most important aspect Cohen notes here is that something can change from inauthentic to authentic, and this also marks the basic difference to objective authenticity where everything is judged in terms of either/or. 

An example of emergent authenticity is Juliet’s balcony in Verona
. The balcony is found in Shakespeare’s legendary love story about Romeo and Juliet and, thus, it only exists on paper in the sense that it is an item from a novel. However, in Verona, there is a balcony which has been labelled Juliet’s balcony and, throughout time, tourists have rushed to see the balcony. Yet, being labelled Juliet’s balcony naturally adds some values and connotations to it and it has become a tourist attraction.
Wang goes on to conclude that, according to social constructivists, tourists search for authenticity, however, not in the sense of objective authenticity.
[…] however, what they [tourists] quest for is not the objective authenticity (i.e authenticity as originals) but symbolic authenticity which is the result of social construction. The toured object or others are experienced as authentic not because they are originals or reality, but because they are perceived as the signs or symbols of authenticity (Wang, 1999: 356). 

That is, tourists search for the symbolic meaning in toured objects and, hence, their perception creates an authentic experience. Some of the same considerations can be seen in Cohen’s work, which is centred on the social constructivist idea that everything is open to interpretation and that commoditization does not “[…] destroy the meaning of cultural products” (Cohen, 2004: 113). Furthermore, Cohen states that 

[…] [tourists] are frequently prepared to accept […] a product, even if transformed through commoditization, as “authentic,” insofar as some at least of its traits are perceived as “authentic” (Cohen, 2004: 113).
In relation to this idea of constructive authenticity presented by Cohen, it is relevant to note that Dubai has numerous buildings and attractions which brand many different aspects which can be perceived as authentic. In this way, it can be argued that the brand managers are aware of the fact that tourists search for authentic experiences. These authentic experiences are based on the tourist’s perception of the object and, in this way, events and attractions do not only have one meaning. This is, for instance, anticipated on the official website of Burj Dubai. Under the headline ‘Vision’, the following is stated:

Burj Dubai looks different depending on where you’re standing. For those living nearby, it is a shining accomplishment – tangible proof of Dubai’s central role in a growing world. For those standing in other global capitals, it is a shining symbol – an icon of the new Middle East: prosperous, dynamic, and successful.

In the above quote, it is obvious that the brand managers of the Burj Dubai brand are aware of the fact that different target segments will perceive and approach the building differently. It is stated that ‘Burj Dubai looks different depending on where you are standing’ and in this line ‘standing’ does not only refer to the physical act of standing but also to the symbolic meaning. That is, depending on the context in which the tourist is situated, he has the possibility of getting an individual and authentic experience of Burj Dubai. Moreover, this is underlined by the phrase; ‘it is a shining symbol – an icon of the new Middle East: prosperous, dynamic, and successful’, where it is emphasized that Burj Dubai has a symbolic meaning and is more than just the highest building in the world to be. These aspects are further elaborated in chapter 7.2.
However, as mentioned earlier, the branding of Dubai also indicates that at least some of Dubai’s target audience still search for both objective and constructive authenticity. That is, the brand managers of the DTCM make use of words such as original and traditional which points to the fact that the authenticity of the toured object is prominent. Thus, we believe that it is precipitate when Wang dismisses the concepts of objective and constructive authenticity when stating that
“[…] both objective and constructive authenticity, as object-related notions, can only explain a limited range of tourist experiences, whereas existential authenticity, as activity-related situation, is germane to the explanation of a greater variety of tourist experiences” (Wang, 1999: 350).
Wang’s dismissal of the concepts of objective and constructive authenticity can seem as merely done to emphasize his own concept. Indeed, in the tourism context of Dubai, it seems that the concept is far from dead. In chapter 7, this is further investigated when looking at how authenticity is represented at destination level and attraction level in Dubai.
4.2.4 Existential Authenticity

To return to Wang’s (1999) theoretical discussion, this section deals with his own contribution to the debate, namely existential authenticity inspired by Umberto Eco and Jean Baudrillard. The concept moves authenticity as an inherent trait in the object to a feeling experienced by the tourist.

Existential authenticity is based on a postmodern approach and, according to Wang, postmodernism is not a unified theory, but a theory based on a number of different views. Yet, when it comes to authenticity in a tourism context, he argues that the deconstructive element of postmodernism is applied. Thus, inauthenticity is not a problem in relation to the postmodernist approach nor in relation to the postmodern tourist, as argued by Saarinen (1998). According to Wang, Eco’s writings on hyper-reality are good examples of how authenticity has been deconstructed. That is, Eco destroys the boundaries between the original and the copy, between sign and reality and, in this way, he removes the base on which objective authenticity is founded. One of Eco’s primary examples of hyper-reality is Disneyland, which can neither be seen as real or false as there are no originals to which it can be compared. This tallies with Berger & Luckman’s (1966) statement that reality is created by man (cf. 3.1.1). Moreover, Wang refers to Baudrillard, who builds on Eco’s ideas and develops the notion known as simulacrum, which in short refers to the fact that the modern world is a simulation in which no originals exist. As a result of this discussion, postmodernists abandon the authenticity of the original altogether. Wang states:

Indeed with the accelerating globalization under postmodern conditions, it is increasingly difficult for the authenticity of the original such as the marginal ethnic culture to remain immutable. For postmodernists, gone is the “authenticity of the original”. […] Moreover, they justify the inauthenticity in tourist space (Wang, 1999: 358).

As it can be seen in the quote, Wang refers to certain forces in society which have caused the concept of authenticity to change its meaning in a tourism context. Globalization has participated in causing the authenticity of the toured object to become obsolete, at least according to postmodernists. Further on, Wang explains his incentives for not burying the concept yet, but merely redefining it.

However, a postmodernist deconstruction of the authenticity of the original implicitly paves the way to define existential authenticity as an alternative experience in tourism, despite that postmodernists themselves refuse to explore this possibility (Wang, 1999: 358).

In this way, Wang strikes a blow for authenticity in the global, postmodern world as he believes the concept still can be considered fruitful. In general, existential authenticity covers the aspect of being true to oneself and is seen as a backlash to the loss of true self, characteristic of modern society. This perception has also been discussed in a tourism context and Wang argues that the “[…] tourist experience which is existentially authentic” (Wang, 1999: 259) not necessarily has anything to do with whether or not the toured object is authentic. On the contrary, what is important is the “existential state of Being” (Wang, 1999: 259), which can be brought forth by tourist activities. Wang also discusses what is meant by true self and, in this connection, he argues that this concept is closely related to modern society, that is, to the fact that one looses one’s real self in public roles. That is, according to Wang, people search for the ideal authenticity in the modern world. This ideal authenticity is characterized by nostalgia and romanticism in that one searches for an idealized way of living where one is more free, more spontaneous, and truer to oneself. This tallies with the notion of the romantic gaze, where the relationship between the object and the individual is in focus (cf. 4.1.3). As Wang states in relation to romanticism; “[the ideal authentic experience] is also romantic because it accents the naturalness, sentiments, and feelings in response to the increasing self-constraints by reason and rationality in modernity”(Wang, 1999: 360). That is, the reason and rationality which is dominant in modern everyday life cause tourism to be an ideal sphere for the search for authenticity. Taking on the tourist role is a way of reaching this existential state of Being. Wang explains:
[…] as a contrast to the everyday roles, the tourist role is linked to the ideal of authenticity. Tourism is thus regarded as a simpler, freer, more spontaneous, more authentic, or less serious, less utilitarian, and romantic, lifestyle which enables people to keep a distance from, or transcend daily lives. […] They [the tourists] are […] in search of their authentic selves with the aid of activities or toured objects (Wang, 1999: 360).

That is, first and foremost, the tourist role exemplifies everything which has been lost in modern society through public roles, that is, the possibility to be free, spontaneous, and less serious. Thus, the tourist role becomes an ideal way to reach the existential state of Being, which clearly is an emic perspective as it focuses on the way the tourist experiences the toured objects internally. In this way, focus is obviously removed from the authenticity of the toured object which can be seen as more of an etic approach in the sense that the toured objects here are judged from the outside by experts and scholars. The fact that the individual is in focus tallies with Urry’s (1990) notion of the romantic gaze (cf. 4.1.3) which emphasizes the intimate relationship with the object. That is, existential authenticity focuses on the individual in the sense that only the individual can determine whether or not the experience of the toured object becomes authentic. To attain the existential state of Being, one has to search for the opposite of daily life in tourism (Wang, 1999). 

Wang argues that the emic perspective which lies in existential authenticity is the key to understanding how tourism becomes an important platform for the search for the existential state of Being. As mentioned, tourism is a way of escaping the constraints of everyday life. Yet, there are also constraints within tourism, but these should not necessarily be seen from a negative perspective. Wang states that these
[…] constraints are seen by tourists as the necessary cost of authentic experiences, far from being an obstacle to existential authenticity. Indeed this in tourism may be a fantasy. But such fantasy is a real one – it is a fantastic feeling. […] This fantastic feeling is the very feeling characterizing existential authenticity (Wang, 1999: 360).

In this quotation, it is further underlined that existential authenticity is something which the tourist needs to experience internally. However, Wang has also been met with critique for this point of view. Carol J. Steiner & Yvette Reisinger (2006), criticize Wang for merely moving the concept of authenticity from one object to another, that is, from the toured object to the self. They state:
For example, Wang’s (1999) discussion of the subject simply transfers the essence of the concept of object authenticity (genuineness, realness) to human authenticity so that the self becomes just another object that can be real or not. But a philosopher who recognizes that people and objects are not of the same type cannot help but wonder whose self one is when not the real self (Steiner & Reisinger, 2006: 302).

In this quote, Wang receives critique on one of his most prominent points, namely that existential authenticity, contrary to objective and constructive authenticity, depends on the experience the tourist has regardless of the authenticity of the toured object. According to Steiner & Reisinger, Wang has simply found another object, that is, the self, which can be seen as authentic or inauthentic, and, from their point of view, it is problematic to see the self in those terms. However, we still believe that Wang’s point is usefull as he distances himself from the fact that the authentic experience depends on the authenticity of a toured object, whether it is an artifact or a person. Instead the tourist has gained influence in this regard and he alone can validate the experience as authentic or not, depending on the way it makes him feel. Moreover, striving for authenticity in Wang’s sense seems to be more of a continuous search and, in this sense, the tourist does not become authentic by getting an authentic experience in a tourism context. Instead, Wang highlights that the tourism context is the ideal sphere to search for this feeling of authentic self. Thus, it is also essential to Wang that tourist activities are the most prominent way of reaching the existential state of Being. That is, observing, which is the way toured objects are often experienced, is no longer enough to reach the existential state of Being, instead it is important to enter into a tourist activity (Wang, 1999)
. This tallies with the argument of Haldrup & Larsen (2003) who state that gazing is not adequate to experience a tourist destination, it is also consumed through the other senses (cf. 4.1.3). 
It is important to understand the distinction between objective and subjective authenticity; object-based notions, and existential authenticity; where focus is moved away from any traits inherent in the toured object. Wang states that 
[…] what tourists seek are their own authentic selves and intersubjective authenticity, and the issue of whether the toured objects are authentic is irrelevant or less relevant (Wang, 1999: 365-366). 
As mentioned earlier, Wang almost dismisses both objective and constructive authenticity; however, this chapter indicates that both concepts are still in play in Dubai. That is, in the branding of Dubai the authenticity of the object, that is objective and constructive authenticity, is in focus, for instance, in the way traditional sights and attractions are accentuated on the official tourism website. Thus, it is not only Wang’s concept of existential authenticity which is applicable when looking at authenticity in connection to tourist destinations in the modern world. Instead, we find that, by using all three notions in relation to Dubai as a tourist destination, we achieve a more nuanced view on how authenticity is used in the branding of Dubai at both destination level and attraction level. 
4.2.5. Summary

To sum up, three different aspects of authenticity are presented; objective authenticity, constructive authenticity, and existential authenticity. In short, both objective and subjective authenticity focus on the toured object and whether or not it can be judged as authentic. The main difference is that whereas objective authenticity involves a black/white distinction as to whether or not the object is authentic, constructive authenticity is based on a constructivist line of thinking which means that the authenticity of the object depends on the context and, thus, the object can be continuously reinterpreted. Existential authenticity, on the other hand, focuses on tourists’ experience and whether or not tourists get an authentic experience, that is, reach an existential state of Being. Tourists search for authenticity, but as pointed out in this section, it is a concept with numerous meanings; all these different aspects are in play in the branding of Dubai. 
5. Destination Branding

Today we experience techniques normally associated with marketing and organizational practices being applied in social and cultural realms. One of these techniques is branding and now not only products are branded, but also cities, regions, and countries. Kavaratzis & Ashworth (2005) outline destination branding as a form of place management, which is concerned with changing the way destinations are perceived by specific target segments. This is the approach we wish to consider in relation to the branding of Dubai as a tourist destination. 

In order to fully grasp the concept of destination branding, we find it relevant to establish the fundamental characteristics of branding and brands as such, which is done in section 5.1.1. We find that a basic understanding of the essence of brands and branding as applied in a conventional organizational context is necessary in order to fully explore the concept of destination branding. Following this, section 5.1.2 considers the multi-faceted essence of destinations in order to fully grasp the complexity of branding destinations. In this way, we break down the concept of destination branding in two in order to understand the fundamental characteristics which define branding and destinations, respectively.
Having considered the concepts of brands and destinations individually, we turn to establishing the concept of destination branding in section 5.2. The aim is to compile a theoretical framework of destination branding applicable in the analysis of the branding of Dubai at destination and attraction level and in a consideration of how Dubai appeals to the modern tourist. 

First, we consider the political aspect of destination branding in section 5.2.1. This is done because destinations are often governed by local authorities and, thus, the politics of these influence the management of the destination, according to Kavaratzis & Ashworth (2005, 2007) and Anholt (2007). This section also includes a more in-depth outline of leadership considerations in destination branding. Following this, section 5.2.2 treats of the importance of stakeholder participation in making and following through on destination brand propositions. This section is primarily based on the thoughts of Hankinson (2001, 2004, 2007). Having established the importance of stakeholders, section 5.2.3 discusses how destinations have many similarities with brand images of products. Destinations can also be seen to be similar to corporations. Therefore, section 5.2.4 outlines the differences and similarities between branding destinations and corporations. This section is primarily based on Kavaratzis & Ashworth’s outline of the similarities and differences between the two types of branding.

Destination branding is concerned with communicating a destination identity, which, for instance, requires a display of values and positioning strategy. The aim is to influence the image that tourists hold of the destination. Section 5.2.5, therefore, goes in detail with the identity, image, and positioning of a destination brand. Section 5.2.6 explains how destinations can express their identity and values through the use of communicative means; these include logo, slogan, and storytelling. Regardless of communicative means, it is stressed that communication should be consistent. Lastly, section 5.2.7 summarizes chapter 5. 
5.1 Situating Branding 

5.1.1 Branding and Brands

According to Jean-Nöel Kapferer (1992), the 1980s mark a change in how brands are perceived. That is, contrary to valuing a company on the basis of its buildings, land, and assets, the concept of brand equity is coined, describing how the actual value lies outside the company in the mind of the potential consumer. As Hankinson (2004) states, “[...] brand equity is about indicators of future income, such as relative price, brand loyalty, distribution and awareness level” (Hankinson, 2004: 111). In this way, a brand is a value enhancer, thus, ascribing importance to brand identity as it is significant in the relationship to the potential customer. Hankinson explains: “A brand’s identity is used by an organisation to communicate its positioning relative to the competitive set” (Hankinson, 2004: 110). 

It is all about differentiation through competitive advantage, thus, indicating the importance of a unique brand identity. Jim Blythe (2004) states that “[t]he brand can be regarded as the lens through which the firm’s marketing activities are focused” (Blythe, 2004: 284). In this quote, Blythe focuses on the fact that the brand is a unifying element in a company’s promotion. The brand is not the product, but rather defines and adds value and meaning to the product (Kapferer, 1992). Through this role as unifier, the brand acquires an identity; an identity that needs to be communicated, as it is what differentiates the brand from other brands. It is essential that this brand identity is expressed in everything the corporation ‘does’. These values must be fundamental in logos, slogan, products, and every decision made.

As Hankinson states, a brand is a perceptual entity meaning that a brand “[…] is said to appeal to customers’ sense, reason, and emotions” (Hankinson, 2004: 110). The identity of the brand has to appeal to the customer on various levels. This means that brands can have personalities and, hence, customers can have relationships with brands. Hankinson states:
The relational exchange paradigm characterises exchange as a continuous process focused on the creation of value through relationships with all stakeholder groups not just consumers. [...] This conceptualisation puts brands at the centre of marketing activities. It also widens the focus of branding activities beyond communications to include behaviours, a focus of considerable relevance to place branding (Hankinson, 2004: 111).

In this quote, it is emphasized that the interaction between both consumers, other stakeholders, and the brand creates value. Whereas Kapferer focuses on the mind of the consumer, Hankinson adds an extra dimension by drawing attention to the relationship and interaction between brand and consumer. This means that the brand is not a separate unit only ‘belonging’ to the company. An important aspect of a brand is its identity and the values connected to it, and even though consumers participate in creating these values, it is still the organization that determines the brand identity.

In this connection, we find it important to distinguish between the approaches of marketing and branding. According to Kapferer, promotion and advertising are easily forgotten, whereas a brand stays in the mind of the consumer. We find that whereas the act of advertising and marketing takes on an explanatory role, branding is a matter of demonstrating and rather ‘silently’ getting your values across. Branding is more than just a communication platform. If the brand must bring about credibility, it needs to be firmly based in social practices and not just in empty slogans and messages. As Pedersen (2005) states, branding is “[...] knowledge of the production of surfaces (logos, graphic design, values in print), but with a simultaneous emphasis on the need to support surfaces firmly in social practice” (Pedersen, 2005: 11). This means that a company’s brand identity needs to be visible not only in the communications department, but in every single detail and action carried out by the company. Certainly, slogans and logos can be useful instruments but not a branding strategy in itself (Kavaratzis & Ashworth, 2005). Just as slogans and logos only constitute a small part of a corporation’s branding strategy, brand management of destinations must also be treated as part of an overall strategy constantly held in relation to conventional urban and social planning, governance, and economic development, and not as a discipline in its own right (Pedersen, 2005). It is all about different social, cultural, and economic objectives being put together into a bigger perspective. Having established the overall concept of branding, we now explore the essence of destinations. 
5.1.2 The Essence of Destinations

A destination can be many things; however, we wish to regard destinations as localities for the special segment of modern tourists. We are aware of the fact that there are many overlaps between tourism and other kinds of ‘businesses’ in relation to destinations (cf. 4.1.1). Morgan & Pritchard (2007) draw attention to destinations as lifestyle indicators and even fashion accessories. Tourist destinations “[...] have to have emotional appeal, high conversational capital and even celebrity value” (Morgan & Pritchard in Morgan, Pritchard & Pride, 2007: 4). Destinations, thus, become symbols of how tourists want to be perceived. Here we find that destinations function as product or corporate brands in the sense that the brand image provides tourists, or should we say consumers, with possibilities for identification, sense of belonging, status, or group membership.
We find that destinations constitute localities of both tangible and intangible elements; that is, destinations are not only constituted by structures, architecture, and physical environment but also hinge on elements like cultural life and social interaction. As Morgan & Pritchard state, destinations are a composite of many different components such as arts, entertainment, shops, catering, hotels, cultural venues, and natural environment. This is also obvious in Jansson’s (2002) distinction between three different scapes of spatial experience; landscapes, socioscapes, and mediascapes, which people encounter not only as tourists but in everyday life as well. These abstract scapes are intertwined and can only be separated on an analytical level. Whereas landscapes are bound to the physical world constituted by the physical environment of tourist destinations, socioscapes can be characterized as floating and infinite scapes “[...] through which basically neutral material spaces are turned into places for particular forms of social interactions” (Jansson, 2002: 432). Lastly, mediascapes consist of all the mediated texts surrounding people in everyday life such as television, magazines, websites, advertisements, and so on. These mediated texts are consumed in landscapes and socioscapes, but they are also representations of these scapes by “[...] providing people with both realistic and phantasmagorical visions of the world” (Jansson, 2002: 432). To Jansson, phantasmagoria covers a mediated hyper-reality of representations rather than originals. In this way, mediascapes constitute both the ‘real’ and representation. From our social constructivist approach, we find that the real and representation merge since everything is constructed. In this way, the real and the original may still be a construction, thus, complicating the concept of authenticity (cf. 4.2). 
Jansson does not explicitly relate to culture as such; he merely distinguishes between the physical, social, and mediated. It seems that he considers cultural artifacts and attractions to be inherent in a sociophysical geography. However, we ascribe importance to cultural features within tourism (cf. 4.1.1); a destination’s culture is one of the elements that separates the destination from other destinations in a global world. Thus, we do not find Jansson’s scapes completely adequate; however, combined with a special attention to culture, we find that analytically distinguishing between physical, social, and mediated spheres proves useful when complying with the multiple essences of destinations. Though we wish to focus on the mediation and communication as well as the physical appearances of the attractions, we are aware that this will always be based on a mediated point of view as we analyze websites. That is, as we have not experienced Dubai’s attractions in real life, as artifacts in landscapes, and since the mediated image of Dubai matters to modern tourists, we solely regard Dubai as situated in mediascapes.

Morgan & Pritchard add to the discussion of how destinations can be perceived, as they regard destinations as fashionable, famous, familiar, or fatigued, as obvious from figure 3.
The destination brand fashion curve
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Fig. 3. Morgan & Pritchard in Morgan, Pritchard & Pride (2007).

As fashionable, the destination is exclusive and its visitors are trendsetters who influence others, thus, starting the process of the destination becoming well-known and famous. When the destination becomes famous, another segment of loyal and affluent visitors replace the trendsetters. However, the famous destination may still, in time, become irrelevant to loyal visitors if the destination is not able to refresh itself. Then the destination will become familiar meaning that everybody knows about the destination. The result of this is that the destination loses its appeal. Familiarity may lead to the destination becoming fatigued meaning that it is not able to attract lucrative tourist segments anymore. For the destination to become fashionable again, it has to refresh itself. We find that, for instance, a destination like Mallorca shares some similarities with the life curve model by Morgan & Pritchard, with its rising popularity in the 1960s, subsequent fatigue, and its now returning status as a fashionable vacation spot for celebrities and young people. Though Morgan & Pritchard outline these characteristics as a life curve, it is possible that not all destinations undergo this curve of transformation. Certainly, famous cities like London and Paris have not become fatigued, whereas Lake Garda can be said to uphold its status as familiar. It is possible that these destinations actually, in the course of time, do follow the curve, meaning that the time frame of a destination moving from one phase to another may be different depending on the destination. Thus, we find that Morgan & Pritchard do not fully go in depth with the pace of the development from one phase to another. However, we find that this temporal dimension might have the effect that destinations, due to their different historical, political, and cultural conditions, can remain in one of the phases for a longer or shorter period of time. In this way, it is possible that most destinations actually do follow the curve even though it does not appear to be so
.
For the destination to be sustainable, it is also essential that brand managers of destinations maintain a sense of sensitivity for the destination and local culture in their striving for brand recognition (Morgan & Pritchard in Morgan, Pritchard & Pride, 2007). Otherwise, it can mean that the destination is merely buildings and grounds with no sense of place. Pedersen operates with a space/place distinction constituted by the interplay between geographical and social spaces. In this way, Pedersen works from the premise that localities can be mere geographical spaces, or social places in which tourists can play (Sheller & Urry in Sheller & Urry, 2004), consume, and perform (Bærenholdt et al., 2003). 
John Tomlinson (1999) goes in depth with the concept of places; distinguishing between places and non-places. He takes his point of departure in Marc Augé’s definition of non-places as spaces that are not relational, historical, and concerned with identity. Most obvious examples of such non-places are airports, supermarkets, and petrol stations. Tomlinson examines the matter of social places and how they can be either connected to geographical spaces (places) or not (non-places). It can be said that these places and non-places are part of Jansson’s concept of socioscapes, as outlined above. Due to the globalization process, places may no longer be a root or basis for personal identity. Thus, deterritorialization describes the act of culture losing a natural relation to localities and territories, resulting in a need for distinguishing between places and non-places. However, we find that such a clear-cut division of places and non-places is difficult to maintain. That is, a place (destination or attraction) can be more or less globally anchored (cf. 1.2) while at the same time being concerned with identity and the cultural specificity of its locality. According to Tomlinson, deterritorialization does not necessarily result in alienation. That is, even though we are aware of the staging of these local places, and, thus, their phantasmagorical, hyper-real status, we may still feel a sense of home when acting around and in these localities. That is, though tourists in Dubai experience a highly staged Dubailand, they may still experience a sense of authenticity, as dealt with in depth in section 4.2. Having established the basic tendencies of branding in a conventional context and explored the complex essence of destinations, we now turn to destination branding; that is, how to communicate and market a multi-faceted destination to modern tourists.
5.2 Defining Destination Branding 
5.2.1 A Synthesis of Commercial and Political Factors

Destination branding is becoming an increasingly popular topic and strategy among cities, regions, communities, and countries, as it functions as a helpful means in relation to attracting manpower, citizens, investors, and tourists to a specific area through the creation of an appealing destination brand. Even though it is not new to use techniques from the commercial sector to promote destinations, it is only recently that the discipline of branding has been considered contributing to political, economic, and social strategies (Anholt, 2007). Governments are realizing that a new view on identity, strategy, and development is needed in order to be able to compete in a world that is coming more and more together (Anholt, 2007). As Pedersen (2005) states, destination branding is an expression of the attention that is now “[...] being paid to the commercial potential of places” (Pedersen, 2005: 27). 
We are aware of the fact that tourism promotion is only part of branding a destination. Certainly, tourism promotion “[...] occupies more common ground with nation-branding than any other aspect of a country’s external affairs” (Anholt in Morgan, Pritchard & Pride, 2007: 37); however, it is still merely part of the whole. Thus, though we wish to focus on how the Dubai brand acts in order to attract the special segment of modern tourists, placing the concept of destination branding in an overall and global context is essential to fully grasp the implications and strategies of branding tourist destinations. Branding Dubai in relation to businesses, entrepreneurs, labourers, and citizens may not directly affect Dubai as a tourist destination but rather it does indirectly. That is, it calls attention to Dubai as an intriguing city as well as it attracts a special segment of innovative people and businesses generating prosperity and growth manifested in, among other things, entertainment offers, luxury hotels, bars and restaurants, giant shopping malls, and cultural events – all in all features addressing the tourist.
Just like companies need to differentiate themselves, so must every country, city, and region in order to compete in attracting its fair share of consumers, tourists, investors, students, entrepreneurs, and events in an increasingly globalized and integrated world (Anholt, 2007). As Kavaratzis & Ashworth (2005) state, destinations “[...] assert their individuality in pursuit of various economic, political or socio-psychological objectives” (Kavaratzis & Ashworth, 2005: 506). This means that differentiation through a unique brand identity is essential if the destination is 

[...] to be, first, recognised as existing, second, perceived in the minds of place customers as possessing qualities superior to those of competitors, and third, consumed in a manner commensurate with the objectives of the place (Kavaratzis & Ashworth, 2005: 510). 

In this way, destination brand managers must have a firm understanding of what the brand is, what it wants to achieve, and how it wants to be perceived. Destination branding becomes an important tool in the generation of growth and success manifested in, among other things, tourism. Destination branding is carried out in order to attract tourists, among others, thus, making tourism an objective and ‘product’ of destination branding. 
Not until the mid 1970s was the promotion of destinations generally accepted as a valid approach for management agencies in the public sector (Kavaratzis & Ashworth, 2005). Destination promotion, as a more or less uncoordinated way of managing destinations, has since developed into “[...] a more far reaching application of marketing as a means of viewing and treating places as a whole” (Kavaratzis & Ashworth, 2005: 506). As Pedersen draws attention to, destination branding is not just a mere documentation of how things are, but an attempt to master the future and influence what is to come. It becomes a matter of taking charge of the destination and influencing how it is perceived by consumers and visitors. However, many destination managers still mistake branding for mere promotion and advertising and are just trying to manage brands through communication without taking into consideration the spatial and geographical nature of the destination. 
Pedersen states that destination branding is corporeal; physical space and urban planning are part of the communication strategy. This means that destination branding not only takes its point of departure in conveying messages, qualities, and values via verbal and written communication but also through physical environments and surroundings. Pedersen states that branding is the design process of the visual and the apparent, thus making branding an act of representation. This aspect of urban planning and physical space is exactly what tends to be neglected in destination promotion and marketing. As previously discussed, destination marketing merely represents communication platforms and, thus, does not incorporate local architecture, structures, inhabitants, and the urban landscape and culture as such. 

Anholt, who coined the term nation branding back in 1996, originally considered country reputations to have many similarities with brand images of companies and products. He has since slightly modified the concept and now refers to brand management of destinations as an approach of competitive identity since the concept “[...] has more to do with national identity and the politics and economics of competitiveness than with branding as it is usually understood“ (Anholt, 2007: xi). This means that destination branding incorporates not only commercial factors but public and political factors as well; destination branding becomes a way of managing a destination, not merely branding it. To Anholt, the concept of competitive identity describes the fusion of brand management, and public diplomacy, trade, investment, tourism, and export promotion. Pedersen shares this view on destination branding being a synthesis of different factors as he regards destination branding as constituted by marketing and organizational processes, as well as political efforts and urban planning. In this way, destination branding can be described as organizational brand management with official strategies incorporating cultural, commercial, social, and urban factors. Also Morgan & Pritchard (2007) regard successful destination branding as a matter of achieving a balance between applying solutions to a marketing problem while managing local, regional, and national politics.

A destination is often governed by local authorities, or in the case of Dubai, a local government. According to Hankinson (2007), ”[…] the political realities of destination branding can cause discontinuities in the branding process which impede the brand’s development” (Hankinson, 2007: 251). Seppo Rainisto (2003) adds that politicians and politics change, and if destination branding is undertaken by a destination marketing organization, political unity and consistency can be difficult to obtain, which only adds to the difficulties of managing destination brands. Dubai, however, has been ruled by the same family since the 19th century, which can be a positive thing, in the sense that the leadership of Dubai has been unchanged for the duration of this time period. 
According to Hankinson and Rainisto, strong and good leadership is necessary for the success of a destination brand. However, it is important to note that a strong leader does not necessarily equal a strong brand. The management of the brand is responsible for establishing a clear vision, developing values and finally, the implementation of these through relationships with stakeholders. However, leadership can also be considered the most critical challenge of destination branding (Rainisto, 2003). Rainisto states that the leadership of destination brands may be individualized in a charismatic person, like Mayor Rudolph Giuliani in post 9/11 New York, or it can be a collective as, for instance, a political party. In the case of Dubai, even though Sheikh Mohammed seems to play a role in the branding of Dubai as a tourist destination, we have no actual insight into the leadership of the brand. It is difficult for us to examine how his presence actually affects the effectiveness of the Dubai brand. That is, we only have access to his leadership and presence as created in various mediascapes and, thus, do not have any knowledge of the actual internal structures of the Dubai government. However, this tallies with our focus on how Dubai is branded at destination and attraction level from a mediated perspective. In any respect, Hankinson claims that there needs to be some control and structure of the organization managing the brand in order for there to be some consistency in the branding, which is vital for success. However that may be, it is reasonable to assume that leadership and management of a destination brand varies in different types of destinations due to different political systems and positioning strategies.
A successful interplay between managers, stakeholders, environment, and communications is necessary when incorporating the different physical, social, and mediated scapes of a destination as illustrated in the triad below by Pedersen, who works from a Lefebvrian premise: 

[image: image3]
Conceived space can be described as the space in which the overall directional design and management take place. It is constituted by general intentions in regard to organization and management (Pedersen, 2005). Representational space is a space of signs in which a symbolic order rules. This means that representational space overlays physical space by turning its objects into symbolic artifacts; it directs how physical objects are experienced in the world (Pedersen, 2005). For instance, the Statue of Liberty functions as a symbol of opportunity and freedom when regarded as an object in representational space. Lastly, lived space is how these pre-structured signs are used and applied in practice. In this way, lived space constitutes the local, place-bound realization of the world. We are all part of this triad as we interact with signs and symbols in an actual and tangible manner. Representational and conceived spaces are of no value without them being used in practice, in real life, by real people (Pedersen, 2005). Kavaratzis & Ashworth also acknowledge this by focusing on how 

[...] information is processed, via mental processes of cognition, to form stable and learned images of place, which are the basis for our everyday interactions with the environment (Kavaratzis & Ashworth, 2005: 507). 

Branding is, thus, about surfaces; however, these surfaces need to be supported by social practices. In other words, conceived space needs to be expressed in lived space in order for it to have any significance. 

We find that the above triad proves useful in relation to our distinction between destination level and attraction level. That is, the values, strategies, and objectives present at destination level should be practiced at attraction level as well. It is important to note that this refers to both the attraction level chosen by us and the attraction level presented on the official tourism website. This means that the attractions should constitute lived spaces in relation to the overall destination level functioning as conceived space. However, we find that it is a mutual process. In this way, those values and objectives present at attraction level should also be practiced at destination level. The overall destination product must be visible in the actual ‘products’ constituting the destination; attractions, architectural structures, companies, and inhabitants, and so on. Thus, both levels constitute conceived and lived spaces in relation to each other and themselves. Here it becomes obvious how spaces are produced and reproduced and, thus, not passive and neutral (Pedersen, 2005); they represent a site of struggle in which attractions and destinations constantly relate to each other, either correspondingly or differently. In this way, the relationship between the Dubai attractions and Dubai as a destination, as well as their relationship to various stakeholders and consumers, constitute a representational space in which images, symbols, and signs are in constant flow.

5.2.2 The Stakeholder Dimension of Destination Branding 

We focus on the tourist as a consumer of the Dubai brand. However, we are aware of the fact that branding concerns all stakeholders with connections to the brand, thus, the following highlights the importance of building relationships with the various stakeholders.

A branding strategy for the destination can be a difficult process, because a variety of different stakeholders are involved in the production and development of the destination brand. Hence, Hankinson (2004) concludes that building relationships with various stakeholders, whether it being target visitors, residents, or government, can be crucial to the success of the core brand, because successful and effective relationships can enhance the value of the brand. 
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Fig. 5. Kotler (1993).
As it is visible from this illustration by Philip Kotler (1993), these stakeholders are comprised of different groups with different needs, and if these relationships receive insufficient attention, it may lead to conflict (Hankinson, 2004). Hankinson identifies four categories of relationships with stakeholders. These categories are consumers, primary services, brand infrastructure services, and relationships with the media. Consumers are comprised of various groups, including residents and tourists. Building relationships with this group of stakeholders is important because this group co-produces the brand, primarily, due to the experiential nature of place consumption. That is, the consumer can be co-producer (cf. 4.1.3) in the sense that he can customize his own destination product comprised of parts of the total offered destination product, thus creating an existentially authentic experience (cf. 4.2.4). In this way, the consumer gets a more personal experience with the destination brand, which is congruent with the thoughts of experience economy. According to experience economy theory, consumers want a more personal and customized experience when they consume, almost regardless of product type. 

The primary services include “[...] retailers […], hotels […], events and leisure organisations and organisations responsible for the management of historic monuments and buildings” (Hankinson, 2004: 116). These services typically comprise the heart of a brand and, thus, the character of the offered service and, especially, the behaviour of the customer-contact personnel are fundamental to the delivery of the brand. That is, building strong and positive relationships with providers of these services is important.
The second category is brand infrastructure. The infrastructure is the context of the brand. Any facility, which has any connection to the consumer’s experience of the brand, falls under this category. That is, for instance, the accessibility of the various attractions of the destination. Meaning that, it should be easy to get around in the destination. The World in Dubai is an example where infrastructure matters a great deal. The official website of The World is elaborate when explaining how residents of The World can easily get around the sight. 

The location of the Hubs are strategic to the transportation needs of The World. The four Hubs were designated based on detailed time and travel studies. The location of these four Hubs limits travel time to 15 minutes to any island. Each of the Hubs will be connected to the mainland through the varying modes of public and private vehicles. The approximate travel times from the mainland to the Hubs is between four and fifteen minutes.

The quotation illustrates how transportation and infrastructure are strategically planned parts of this attraction, thus signalling easy accessibility of The World.

The last type of relationships is with the media. Hankinson claims that “[u]nless a consistent identity is portrayed through marketing channels […], the core brand will fail” (Hankinson, 2004: 117). The role of public relations is to portray a positive image of the brand. Hence, establishing relationships with the local, national, and international media is especially important in the initial phase of branding a destination. According to Hankinson, “[t]he purpose of this is not to try to change the image while the reality remains unchanged, but to communicate the changes to the brand reality as they occur” (Hankinson, 2004: 117). 

Ultimately, all these relationships serve the purpose of managing the expectations of the consumer and fulfilling them. In relation to Dubai, this is interesting because the national residents are outnumbered by expatriates. That is, the co-producers of the Dubai brand are, in fact, largely made up of immigrants. The national residents, accountable for 10-20% of the Dubai population (cf. 2.1), deliver the services of the brand and reinforce the image of Dubai alongside immigrant workers and representatives of international companies located in Dubai. Hence, the producers of Dubai as a tourist destination brand are a colourful and global flock emphasizing the image of Dubai as global metropolis.

5.2.3 Destinations as Products

Since destination branding is about finding and drawing attention to the unique features of a given destination, it can be argued that destinations and their attributes become commodities or products in a global world (Anholt, 2007). Within the academic world of destination branding, there are many views on the extent to which destinations can be treated as products. According to Bonita M. Kolb (2006), an important distinction is that while products are developed based on researching the consumer segment to determine what features they desire in a product, the process of branding destinations starts differently as the product is already present. However, Dubai may represent a destination that differs from this perception. The city and emirate of Dubai has undergone a rapid development since the 1970s, and the idea of developing Dubai as a tourism and trade hub seems to have been prior to the actual, at least becoming, state of Dubai as a tourism destination and financial centre. This is an ongoing process and Dubai is not there yet, if it ever will be. In the case of Dubai, it has been possible to influence the destination product and continuously take into account the consumer needs, to a higher degree than, for instance, in Athens where the destination product is highly anchored in historical relics. We are aware of the fact that these relics naturally are situated and constructed in the present. 
As Kavaratzis & Ashworth (2005) state, it is possible that there is a shift in meaning when the terms of identity, image, and positioning are applied to destinations instead of products. However, they argue that destinations may be perceived as 

[...] brandable products if their intrinsic and distinctive characteristics as place products are understood and a special form of marketing developed which accommodates and utilises these characteristics (Kavaratzis & Ashworth, 2005: 510). 

It is about recognizing the distinctiveness of destinations as products and incorporating this in the branding process, otherwise regarding destination branding as a distinctive form of product branding proves futile. Regarding and acknowledging the complexity of destinations, it may be possible to treat destinations as products (Kavaratzis & Ashworth, 2005). 

Pedersen (2005) argues that destination branding works with a double reference to place; that is, the idea of a place and what is perceived as the material and geographical reality. The destination brand is designed to work as an image of the place that becomes embedded in the particular locality. Thus, the destination brand “[...] hinges on the illusion that it represents a place, where other types of brands less clearly, if at all, pretend to represent an intuitively restricted object” (Pedersen, 2005: 230). This means that the destination brand has an image of what it wants to be and how it wants to be perceived. In this way, Pedersen goes deeper into what makes a destination brand different from conventional brands; into the distinct attributes of a destination that Kavaratzis & Ashworth touch upon. However, Pedersen acknowledges that the destination brand may still “[...] invoke the affect of ‘firstness’, of authenticity, of spontaneous identification and belonging” (Pedersen, 2005: 230), thus, bearing some resemblance to product brands. 

Kolb (2006) argues that the city is a complex product to market since the product constantly changes. There is not an invariable core product like in the case of milk or shoes. The “[...] city may contain multiple core products, each of which may be attractive to a different group of potential tourists” (Kolb, 2006: 60). For instance, Dubai attracts both golf tourists, shopping tourists, and tourists who want sun, sea, and sand. The tourist destination has a double perspective in the sense that it both contains different kinds of offers and products as well as it is the very product; a destination people visit. Kolb emphasizes this double aspect by stating that

[t]he core product and supporting products are surrounded by another level of product that provides the city’s critical first impression to a visitor. This is the augmented product, which can be described as the packaging that envelops the city. [...] The augmented product includes the city’s character, image, accessibility, and human interaction (Kolb, 2006: 61).

This means that there is an overall level of the destination bringing together all the individual and distinct products of the destination. We find that Kolb’s distinction implies that it is the consuming tourist rather than the producer that assembles the tourism product from the variety of services, products, and experiences obtainable at the destination. The fact that each individual vacation consists of a consumer selection means that not a single vacation is experienced in the same way. This underlines the performative character of tourism (cf. 4.1.3). In connection to this, our distinction between destination level and attraction level becomes relevant. It is a matter of distinguishing between ‘attraction products’ and the destination as an overall product.

Though tourists co-produce their own tourism products, it is still important to note that this production is based on an already defined destination product, assembled by brand managers. The destination product should be packaged selectively and aesthetically in order to draw the tourists’ attention to certain positive attractions and sights (Buhalis, 2003). Can-Seng Ooi (2004) supports Dimitrios Buhalis’ (2003) view on the destination product, labelling it “[…] a relatively well-defined and coherent product, which focuses on attractions and activities that are considered significant and relevant to the brand values” (Ooi, 2004: 111). Ooi claims that such a strategy provides the tourist with the most possibilities of experiencing the destination as it is described in communications about the destination brand. Thus, brand managers need to make strategic decisions as to the contents of the destination product, meaning which attractions, sights, and activities the brand should include.

Though Dubai may be treated as a product by us, it is important to be aware of the qualities that are inherent when dealing with places. For instance, it is important to acknowledge the fact that Dubai has many different targets, functions, and stakeholders. In this way, Dubai becomes a multitude of brands, “[...] where market segmentation, separation and targeting are critical activities [in order to] [...] plan, create and sell different products to various segments” (Kavaratzis & Ashworth, 2005: 512). However, though market segmentation is an important element of destination branding, it is relevant to note that a destination brand may also function as an umbrella brand incorporating all targets and functions in one. Certainly, this seems to be an important aspect in relation to the Dubai brand. As obvious in our analysis of the attraction level, it is a matter of these attractions functioning as attractions and facilities in their own right as well as parts of the overall destination product, that is, the augmented product.
5.2.4 Destinations as Corporations
In the above, we consider the implications of treating destinations as products. The following discusses the similarities and differences of destination branding to corporate branding, thereby, establishing the applicability of corporate branding to destinations. 
Corporate branding draws on the traditions of product branding, as it too shares the objective of creating differentiation and preference; the difference is that corporate branding engages all stakeholders
 and that it is a matter of branding the entire organization, not just the individual product. However, the individual product can benefit from “belonging to the corporate family” (Kavaratzis & Ashworth, 2005: 512). The corporate brand is expressed through the company’s mission, values, beliefs, communication, and overall design, and is, thus, “[…] the visual, verbal and behavioural expression of an organisation’s unique business model” (Kavaratzis & Ashworth, 2007: 5). The values of the corporate brand are typically of a more universal nature, such as social responsibility, environmental care, innovation, trust, and quality, giving the corporate brand a higher sense of intangibility and complexity, which altogether makes it difficult to establish a coherent brand compared to a product brand (Kavaratzis & Ashworth, 2007). 
Kavaratzis & Ashworth (2005) suggest that when applying corporate branding to destinations, it requires a treatment of the destination brand as an entity consisting of destination products. This treatment of the destination brand as a whole is necessary in order to achieve consistency in the communicated messages. They state that the application of corporate branding techniques to destinations demands associating the destination with, what they label, ‘stories’ about the destination. That is, these stories should be incorporated into the destination, and “[…] they can and must be communicated through the more general attitude of the place and through promotional activities” (Kavaratzis & Ashworth, 2005: 512). The stories that Kavaratzis & Ashworth refer to can be argued to be the identity and values of the destination brand, which should be visible at every level of the destination and in every communication made by the organization managing the destination brand. In relation to Dubai, this means that these stories should be present at both destination and attraction level, for there to be consistency in the communicated brand. 

Kavaratzis & Ashworth (2007) find several similarities between corporate and destination branding, that is, for instance, that they both address multiple groups of stakeholders. Hankinson (2007) agrees with this point as he claims that, to be effective, both types of branding must manage and communicate with a wide range of stakeholders. This is due to the fact that if the brand should be effective, it needs to be reinforced, and the various stakeholders are the ones who help reinforce the brand. Furthermore, both types of branding deal with multiple identities (Kavaratzis & Ashworth, 2007). For instance, in relation to destination brands, it can be said that a destination has several functions which all need to be coordinated with the overall brand. According to Hankinson, this requires management at a high level in the organization. In relation to Dubai, it is clear that this is more than just a destination; however, it is beyond the scope of this thesis to take into account every function of Dubai. What we do wish to consider is how Dubai is branded as a tourist destination, which, according to the above, requires an examination of the level of management, an examination of the relationships with the various stakeholders, and an examination of whether the identity and values are explicitly and consistently expressed.
Even though there are similarities in corporate and destination branding, companies and destinations have different problems which need to be addressed in order to illustrate that corporate branding is not directly applicable to destination branding. For instance, a company can fire an employee who does not act in accordance with brand values, but a destination cannot fire its residents if they do not embrace the official line of destination branding (Ooi, 2004). “The relationship between a [destination] and its tourists is not identical to that of a firm and its customers” (Ooi, 2004: 123). Companies have an aim of serving as many customers as possible, whereas tourists may not be welcome by all stakeholders at the destination. Another difference is that destinations as destination products cannot be outsourced or easily changed, as company products; destination products are geographically immobile. Lastly, Ooi (2004) finds that the branding of destinations is often a state-supported affair, which is closely tied to domestic social, cultural, and political issues, whereas a commercial company is a profit-maximization entity, often with no direct access to public funding. In Dubai, the branding is supported by ruler Sheikh Mohammed and the government. This becomes apparent when looking at his official website; a statement such as “[…] it is difficult to imagine that there was a vast desert instead of today's modern city just a short while ago. Tradition and innovation meet in Dubai”
 indicates that he participates in and supports the branding of Dubai as a tourist destination. 
Thus, it can be argued that even though destinations appear like corporations and can benefit from being managed as corporations, it may not be a simple matter applying corporate branding to destinations, simply because their preconditions and difficulties are different and need to be taken into consideration. Any branding technique and strategy, thus, need to be altered and adjusted to fit the requirements and preconditions of the branded object. Bodil Blichfeldt (2003) supports this view to a certain degree; however, her point of view is that corporate branding cannot be applied to destinations, simply because the premise of branding theories is that a brand can be controlled. Blichfeldt does not believe that a destination brand can be controlled, because residents and other stakeholders cannot be controlled and they are a big part of the brand implementation. In Blichfeldt’s opinion, “[…] branding offers an excellent opportunity for understanding the tourist and thus, to diagnose what dimensions of the brands that are good, bad, or irrelevant” (Blichfeldt, 2003: 32). That is, branding should not be concerned with identifying and creating brand associations, but rather with the question of what tourists associate with the brand. 

Based on our reading of the similarities and differences in corporate branding and destination branding, we find it evident that a destination brand can be controlled to a lesser degree than a corporate brand, however, corporate branding techniques are still applicable to destinations. In any respect, just as a company in any industry, it only seems reasonable that destination brand managers explicitly and deliberately try to find ways to distinguish the destination from competitors and, thus, communicate its uniqueness in order to attract the special target segment of modern tourists. 
And if branding organizations make strategic decisions in relation to managing structure, brand identity, destination product, marketing and communications mix, and the relationships with stakeholders, there is a very good chance of the communicated brand ‘winning over’ the tourist, thus, creating desirable associations. Thus, on this basis, destination brands can be managed almost to the same degree as corporate brands. Anholt (2007) argues that it is those cities and countries that are run more like companies with strong visions and shared values that become successful. However, we find that it is important to take into consideration the specificity of destinations. That is, though destinations may share some characteristics with corporate branding, the fluid and multi-faceted nature of destinations and the many different stakeholders complicate treating destinations as corporations and products.
5.2.5 Managing the Destination Image and Identity
In the communication of competitive advantage and uniqueness, destination branding is “[...] largely dependent on the construction, communication and management of the city’s image” (Kavaratzis & Ashworth, 2005: 507), which underlines the importance of consciously managing and influencing practices of representation and signification. Kavaratzis & Ashworth (2005) distinguish between brand identity, brand positioning, and brand image as factors that make up the brand as a multidimensional construct. These factors are transferable to destinations as well. Kavaratzis & Ashworth illustrate the relationship between brand identity, image, and positioning as follows:
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Fig. 5. Kavaratzis & Ashworth (2005)

In this way, it becomes obvious how brand positioning is an essential component of destination branding; it is all about stressing those values and features that make the destination distinguishable from others; about staging the brand so that it occupies a niche in the marketplace. Destination management is, thus, about reducing substitutability by stressing attributes that match the needs of the target segment more closely than other brands (Morgan & Pritchard in Morgan, Pritchard, & Pride, 2007). By regarding how brand managers at both destination and attraction level position Dubai, we are able to make assumptions as to how brand managers want the brand to be perceived. Brand identity can be described as the core concept of the brand and the way the destination aims to position itself (Anholt, 2007, Jaffe & Nebenzahl, 2006). Hankinson (2004) states that a destination’s identity is “[…] the blueprint for developing and communicating the place brand. It may be the vision of one or a number of organisations” (Hankinson, 2004: 115). In other words, brand identity represents the way brand managers want the destination to be perceived. This does not necessarily imply that the brand is perceived in this way but rather it represents the qualities, visions, and values brand managers want consumers to perceive as representative of the destination brand. As Hankinson states, “[...] images are defined as what the consumer perceives while identities are defined as what the firm tries to communicate” (Hankinson, 2004: 111). Thus, the way that the destination is actually perceived by consumers is known as destination image. Image is those beliefs and impressions a person has of the object and, as Jaffe & Nebenzahl (2006) state, “[...] the image represents the object, or even is the object” (Jaffe & Nebenzahl, 2006: 14). It is the mental images inside the consumer rather than attributes and features of the destination that motivate consumer behaviour (Jaffe & Nebenzahl, 2006). 

Destination branding is, thus, a two-way process constituted by a constant interplay between brand authorities and marketers, consumers, and other stakeholders. It is not enough for brand managers to take charge and stress different values as inherent parts of the brand identity; these values must also be perceived by consumers as related to the brand (Kavaratzis & Ashworth, 2005). Also Rainisto (2003) claims that a destination needs to create a clear concept as to its desired identity. He states that 

[t]he place identity is a unique set of place brand associations that the management wants to create or maintain. The associations represent what the place stands for and imply a promise to customers from the place organisation (Modified from Aaker (1996) in Rainisto, 2003: 73).

According to Rainisto, brand managers need to clearly define the associations representing the brand. However, the fact that he claims that associations can be created seems to suggest that they might not necessarily be inherent in the destination, but rather something decided upon. The intended associations may prove difficult to manage because stakeholders might disagree, complicating the important element of consistency. It is our assessment that it is advisable that the destination identity should be based on something already inherent in the destination in order for it to be effective. In this way, the brand identity that brand managers communicate to various stakeholders might prove more compatible with the destination image, as created in the mind of stakeholders, including tourists, and, thus, ease the destination positioning. However, the destination brand must not become too different, unique, or original so that it loses its relevance, durability, and credibility (Morgan & Pritchard in Morgan, Pritchard & Pride, 2007). That is, the brand must have an element of recognisability. 
Also Anholt (2007) acknowledges this by arguing that when a destination gains quick and wide recognition, it is, among other factors, due to the fact that the changes the city undergoes reflect real changes taking place in the city, and is not just mere promotion and advertising. Thus, a destination image is not just based on communication and cannot be changed with slogans and logos – it has to be made into actions brought together by an overall strategy. 

There are a number of ways for a destination to create or, at least, influence its image (Anholt, 2007). This may take place trough tourism promotion, the country’s export brands, governmental policy decisions and conflicts, attracting foreign businesses and investors, cultural activities such as the Dubai Desert Classic, and the very people of the destination as, for instance, high-profile business leaders, the population as such, and not least the famous face of Sheikh Mohammed. In this way, it becomes obvious that it is not only intentional actions that the destination brand managers carry out that affect the destination image but rather everything that the destination ‘does’, is involved in, and associated with. For instance, political conflicts, crime rate, size, and employment situation may affect how the destination brand is perceived (Kolb, 2006). In this way, it is important to note that it is not only the actions of brand managers that influence the destination image, since there are many other uncontrollable image formation agents. For instance, through the Mohammed crisis, journalists participated in creating a negative image of Denmark. As Hankinson (2001) states, “[a] single, consistent and clearly identified brand proposition and set of brand objectives must form the basis of the location brand’s strategic development” (Hankinson, 2001: 140) but success, furthermore, relies on consistency between the messages communicated through media channels and the messages that stakeholders, such as hotels and tour operators, communicate. 

As can be seen from the above model by Kavaratzis & Ashworth, a destination needs a positioning strategy based on its core competencies in order to connote holism and bring together the various products that are associated with the destination. Furthermore, according to Buhalis (2003),

[e]ach destination can only match certain types of demand and hence tourism marketers need to appreciate travel motivations in order to develop appropriate offerings and brand destinations for the right target markets. In addition, destinations should be aware not only of the needs and wants of the active demand but also of the potential markets they can attract. It can then develop a product portfolio, which will enable the optimisation of benefits and adapt their marketing mix to their target markets (Buhalis, 2003: 100).

Buhalis’ suggestion is that the destination product should not only fit the actual demand but also the potential markets. It is obviously a good idea for branding organizations to be aware of the potentials of the brand as long as the communications towards the target segments are adapted to each specific target market, otherwise the brand might attract none of the targets.

In relation to the specific segment of tourists, we find that culture and history, among other factors, prove useful in destination positioning and differentiation. According to Anholt, culture is an inherently irreplaceable part of a destination, and culture will, thus, always portray the destination in the most genuine and authentic manner. However, as the culture, personality, history, and values of a destination become important means and resources for the manipulation of image and identity in a global world, paying special attention to the concept of authenticity is important (Pedersen, 2005). For instance, it is most likely that a destination’s culture and history as portrayed in the present are different from the way in which culture and history were experienced in the past, thus, validating our social constructivist approach. In this way, we find that a destination’s culture does not necessarily portray the destination in the most genuine manner, as it will always be manipulated with. 
We work from the premise that destination “[...] branding is always locality taking charge of its own reception in the global” (Pedersen, 2005: 45) and, in this way, we come to an understanding of how the selected websites focus differently on Dubai as a locality in the global world. Pedersen (2005) goes on stating that this attention to localities and how they are perceived comes from a corporate and global pressure on local identities. This means that the management of a destination’s identity arises from a wish to define a destination’s difference from the global “[...] as opposed to the goal of seeking uniformity with or compatibility with the global” (Pedersen, 2005: 40). However, in relation to Dubai, it might not be this simple. As our analysis shows, the selected attractions seem to connote an awareness of and interest in the global, whereas the official tourism website of Dubai focuses on national tradition, history, and culture. However, it is still a matter of the global being produced locally at both destination and attraction level. 

Brand identity is often linked to history, meaning that history becomes a way of presentation producing brand value and identity (Pedersen, 2005). This notion of the historical suggests that authenticity becomes an important value, since the value of identity often relies on the extent to which it can be considered authentic (Pedersen, 2005). This means that history and culture become important factors of stressing the authentic feel of a destination. Hence, Pedersen’s views on authenticity connote objective authenticity. The reflexive manipulation of history and culture is about appropriating the past in the present (Kearns & Philo in Kearns & Philo, 1993) by drawing attention to strategically important parts of the past (Pedersen, 2005). Anholt states that the challenge for destination brands is to find ways to combine re-presentations of past cultural achievements with modern, ‘fresh’ accomplishments. For instance, the London destination product is constituted by both past and modern achievements such as The O2 (The Millennium Dome) and The London Eye, as well as Buckingham Palace and Big Ben. 
Thus, it is our assessment that for a destination to continue to have a competitive advantage, preservation of the already inherent resources alongside the creation of new developments will prove the most efficient. We base this assessment on the fact that what distinguishes a destination from others is its culture, which is much more difficult to duplicate than newly constructed sights and attractions. Thus, a deliberate manipulation of culture and history takes place in order to enhance the appeal of destinations in a globalized world. This appeal normally takes its point of departure in locally rooted traditions, life-styles, and arts (Kearns & Philo in Kearns & Philo, 1993). In relation to Dubai, it is evident that this destination is comprised of many new initiatives but also of sights emphasizing indigenous culture. This combination of old and new may not guarantee viability of Dubai as a tourist destination; this all comes down to how the overall destination product is presented and its general coherency. However, this combination of old and new represents Dubai as a diversified destination of both past, present, and future. We find that the selected websites all relate to culture and history; however, in different ways. For instance, Burj Al Arab appropriates the past in the present by mimicking the sail of a dhow, a traditional Arabic trade vessel, whereas the official tourism website primarily draws attention to cultural relics of the past that have been restored for consumption in the present. In this way, we witness how the present is inspired by the past and how the past is contextualized in new ways in the present. 
5.2.6 Communicative Strategies of Destination Branding

As mentioned, successful branding requires consistency (Hankinson, 2001). That is, brand managers need to choose a consistent brand proposition and set of values that are consistently performed by tour operators, inhabitants, authorities, and others that create the destination product. The destination brand should also be consistently communicated in the media. These messages must describe how customers can benefit from the destination product in concrete terms. Here we find it important to note that it is not only about stressing differentiation in relation to physical, tangible attributes, but also through relationships and emotional appeals (Morgan & Pritchard in Morgan, Pritchard & Pride, 2007). This means that the branding of Dubai not only centres on stressing luxury hotels, sunny weather, and entertainment offers, it is also about emotionally connecting with the target segment; about what feeling a visit to Dubai may ‘produce’ within the tourist. In this way, it is a matter of combining physical and emotional appeal when branding a destination as attractive to specific target segments.

 “Reality and created expectation must meet” (Rainisto, 2003: 72) in these communications, otherwise the desired image of the place cannot be reinforced. In order to explicate, according to Hankinson (2001), the stakeholders, meaning, for instance, hotels and attractions which constitute the Dubai brand, need to consistently perform the set of values associated with the destination brand of Dubai. These values and identity(ies)
 should also be consistently communicated towards the target markets. In this way, there has to be consistency between the brand that is communicated at destination level and at attraction level, which is also due to the fact that the way a destination is represented is important to tourists’ perceptions of the destination.
Ending the note on consistency, Liping A. Cai (2002) argues that destination branding equally relies on “[…] selecting a consistent element mix to identify and distinguish [the brand] through positive image building” (Cai, 2002: 722). The argument is that the use of a name, term, logo, symbol or slogan, or a combination of these has to be consistent. Kavaratzis & Ashworth (2007) support this view as they state that “[…] branding needs to be thought of as a complete and continuous process interlinked with all other marketing efforts” (Kavaratzis & Ashworth, 2007: 3). However, a logo or slogan is not enough in terms of branding; the branding strategy needs to be visible in all marketing activities in order for it to be effective. In relation to Dubai, we have been unable to find an overall destination logo, which could either indicate that there is no consistent use of a logo, or that no logo was chosen to identify the destination brand. However, many of the individual attractions as, for instance, Dubailand, The Palms, and Burj Al Arab do have their own logos. 

Ooi (2004) states that a communication strategy can help bring about the wanted experience if the tourist uses the communication as a lens through which to interpret the destination. That is, “[t]he brand offers a story that tourists can build their experiences around. The brand helps tourists develop a coherent, consistent and meaningful sense of place, and offers a ‘brand experience’” (Ooi, 2004: 113). In other words, the communications of and about the brand tell a story about the identity, values, and contents of the brand. The brand should then follow through on the promises made, so that the tourist eventually interprets the destination as congruent with the communicated story and identity. In relation to communication strategies, a particular means in this regard should be mentioned, namely that of storytelling. Communication is the key for a destination to begin a dialogue to create awareness about the destination’s objectives and identity. According to Cees B.M. Van Riel (2000), communication is more effective if it is based on a sustainable story, which is hard to imitate and can promote consistency in all messages. “A corporate story is a comprehensive narrative about the whole organization, its origins, its vision, its mission” (Larsen in Schultz, Hatch & Larsen, 2000: 197), but it should also incorporate competencies, beliefs, and values, according to Mogens Holten Larsen (2000). The characteristics of a story should be realistic in the sense that it relates to the distinctive characteristics of the organization. Furthermore, it should be relevant and, thus, the message should display how it has added value for the various stakeholders. 

Van Riel suggests how to create a sustainable corporate story. In relation to this thesis, we reverse some of his suggestions on the matter in order to examine how the stories told in the branding of Dubai show evidence of awareness of these steps of creating a sustainable story. For instance, Van Riel suggests that some strategic choices as to positioning need to be made before designing a corporate story, hence, we examine how the positioning strategy of Dubai can be read from the branding communications. Van Riel, furthermore, suggests examining the displayed identity, key promise, and what proofs support this promise and identity. 
Gitte Rosholm & Jesper Højbjerg (2004) point to the fact that there are numerous definitions of a story, but that consequently all stories have three fundamental characteristics; conflict, chronology, and message. “Without a conflict the stories […] of organizations often become […] untrustworthy”
 (Rosholm & Højbjerg in Kjærbeck, 2004: 22) (Our translation). The conflicts can vary in degree, but they are necessary. Chronology refers to the story having a beginning, middle, and end. Lastly, there has to be a morale or message of the story. It is the message that gives the story its raison d’être. The message does not have to be explicit, it can also be implicit. Nevertheless, we find that characters are an important part of a corporate story, and cannot be disregarded as there needs to be someone to whom the listener or reader can relate. Without characters, there is a risk of the story appearing impersonal and unidentifiable. 
5.2.7 Summary

In the above chapter, we establish the overall concept of branding as conventionally applied in relation to corporations and products. It is established that branding is different from marketing as it is not just standard advertising, graphic design, product promotion, public relations, but rather incorporates these factors as communicative strategies. In order to fully understand how destinations can be branded, we discuss the multi-faceted nature of destinations. That is, how destinations are constituted by different scapes of physical environment, social interaction, and mediated images that influence a destination’s viability as appealing to specific target segments. Additionally, a destination can be considered a place or non-place in the sense that it can be more or less connected to its geographical locality. Thus, though always geographical places, the values of destinations can be anchored differently and, thus, destination branding can portray different identities. 

Following this, destination branding is characterized as a fusion of marketing and organizing mixed with urban planning and political science. Contrary to corporate branding, destination branding involves physical space as part of the communication strategy. Strong leadership is also important in destination branding, though not equalling a strong brand, since there needs to be some control and structure of the organization managing the brand in order for there to be consistency. Destination branding is about surfaces but these surfaces need to be supported by social practice; thus, drawing attention to the importance of not only overall strategies but also to these strategies being supported in lived space. This suggests the importance of a varying and supporting stakeholder dimension. With many different functions, targets, and stakeholders, destination branding shares some resemblance to product branding. Yet, with destinations as products, destination branding can also, to some extent, be regarded as corporate branding in relation to identity and values being expressed consistently by the management and various stakeholders. Following this, we establish how destination branding is all about competitive advantage through differentiation. Brand positioning is about stressing those values and features that make the destination distinguishable from others. Destination branding is about influencing the destination image; how people perceive the brand, through communicating brand identity and values, often related to culture and history. A destination’s values and identity can be communicated through different strategies, for instance, logo, slogan, and storytelling. All in all, it is important that the destination brand follows through on the promises made in order for the brand to appear consistent. 
6. Overview of Theoretical Framework

The purpose of this chapter is to create an overview of our theoretical framework. Hence, it outlines the different analytical tools presented in chapter 4 & 5 and fuses the various concepts into a general theoretical framework. As stated in the introduction, we wish to look at the branding of Dubai as a tourist destination and how it appeals to the modern tourist. In this sense, our thesis has a dual purpose as we focus both on the senders and receivers, that is, how brand managers at destination and attraction level communicate the Dubai brand as appealing to modern tourists. Thus, we choose to divide our theoretical framework in two; chapter 4 and 5, respectively. 

In general, it can be stated that tourism is about experiences that differ from everyday life and, in this way, modern tourists naturally seek a destination which has something unique to offer. Differentiation is a big part of destination branding in the sense that brand managers need to communicate aspects of the destination that make the destination distinguishable from others; some of these aspects are culture and history. In connection to the communicative elements, it is important to send a clear and consistent message in order to ensure a strong brand. Thus, various techniques often associated with marketing in a corporate context are now also applied when it comes to branding destinations; that is, to attain a consistent message, logo, slogan, graphic design, and naturally the overall communication strategy are in focus. 
These overall strategies are particularly important because a destination is a mix of tangible and intangible elements, all consumed by modern tourists. These elements need to be gathered under one consistent message in order for the brand to appear holistic. The branding of a city as a destination has certain advantages since the city is located in a geographically concentrated area offering various attractions and activities. This corresponds to the needs of modern tourists wanting flexibility, mass customization, authentic experiences, and uniqueness. Modern tourists can also be seen as consumers and, thus, they consume the destination, which can take place through the gaze. Furthermore, modern tourists want to embrace their individuality and be in control. These aspects of individuality and control are especially interesting in relation to existential authenticity, as it focuses on reaching an existential state of Being. Thus, to appeal to modern tourists as a target segment, it becomes important to emphasize these aspects in the branding of Dubai. This focus on modern tourists, or consumers in general, is something which has evolved alongside the development of tourism. Thus, tourists and tourism change, and this has consequences for the branding of destinations as it becomes important to attend to modern tourists since they can be seen as co-producers of the destination brand.

Yet, modern tourists are only part of the huge group of stakeholders consisting of national inhabitants, businesses, the service industry, investors, and many others, who participate in the creation and reinforcement of the brand. This diverse group of stakeholders makes it difficult to manage a destination brand. Contrary to corporate branding, where managers can control employees or else fire them, national inhabitants cannot be excluded even if the brand managers believe that they are acting inconsistently in relation to official branding strategies. Despite the fact that it is difficult to control a destination brand, brand managers should still aim at communicating a consistent message. This is due to the fact that modern tourists, being information seekers, who actively organize their vacations, gain a pre-understanding of the destination through media images. This mediated image, obtained prior to the vacation, should correspond to the actual experience tourists receive. In this connection, it also becomes important not only to create and communicate a unique brand identity here and now, but also to be able to control the development of the destination brand in the future so that the brand and the destination develop jointly. 

Another fruitful aspect when creating consistency and, hence, a strong brand, is the presence of strong leadership consisting of either one charismatic person or a small group of people. Yet, strong leadership is not sufficient; a coherently communicated message needs to flow through conceived, representational, and lived spaces. These spaces represent official strategies, the symbolic order of signs, and social practices, respectively. That is, branding is not just about visions and surfaces as these surfaces need to be supported by various stakeholders in ‘real’ life. In this way, also modern tourists participate in producing a lived space either corresponding to the destination’s visions or not. 
7. Analysis
Having established a theoretical framework, we now investigate the apparent discrepancy between what is marketed at destination and attraction level; section 7.1 and sections 7.2, 7.3, and 7.4, respectively. The aim is to analyze which values the selected empirical data attribute to the overall destination brand of Dubai, and how authenticity is represented in the branding of Dubai in relation to the modern tourist. 

Section 7.1 deals with the branding of Dubai on the official tourism website, www.dubaitourism.ae. The aim is to illustrate which destination product this website displays and to link this with the characteristics of the modern tourist. This is accomplished by taking a point of departure in the overall contents of the website in section 7.1.1, thereby establishing the practical form and focus of the website and the tourism relevant information presented. Following this, section 7.1.2 focuses on the tourism element and elaborates on the organization behind the official tourism website, the DTCM, and the values it overtly displays when situating Dubai in a tourist destination context. In continuation of this, in section 7.1.3, focus is on the branding of the destination product through the attractions and events highlighted on the official tourism website. Here the aim is to describe how the destination product is anchored with reference to the local and historical context of Dubai. This anchorage of the destination product at destination level is developed further in section 7.1.4 which shows that the official tourism website is also anchored in the present. Thus, section 7.1 enables us to give an overview of what is marketed in the branding of Dubai at destination level and to which context it is anchored.
In section 7.2 and the following sections, we move to regarding the attraction level. First, this is done by analyzing Burj Dubai and Burj Al Arab. The aim of this section is to consider how the two structures relate and contribute to the Dubai destination product and how they relate to the modern tourist. In section 7.2.1, we establish Burj Dubai and Burj Al Arab as symbols of Dubai and how they are locally anchored in the historical context of Dubai. Then, in section 7.2.2, we consider how Burj Dubai and Burj Al Arab can be regarded as attractions and not mere facilities as well as how they relate to Dubai as the overall destination in which they are situated. Following this, section 7.2.3 treats of how Burj Dubai and Burj Al Arab provide experiences of globality; that is, represent an awareness of and openness towards the global and modern world. In section 7.2.4, we consider how the values, identities, and experiences of Burj Dubai and Burj Al Arab relate to the modern tourist. 
Section 7.3 treats of the branding of Dubailand and how it relates to Dubai as the overall destination. Section 7.3.1 situates Dubailand in the context of modern tourism and exemplifies how brand managers are aware of the needs of modern tourists. To further explore Dubailand as an attraction, section 7.3.2 investigates the fact that Dubailand categorizes itself as a destination and what consequences this has for the overall brand of Dubai. Finally, section 7.3.3 goes into detail with the brand identity and values of Dubailand in order to discuss how this attraction participates in creating the Dubai destination product. 
In section 7.4, we analyze The World and The Palms with specific attention to how these attractions are branded towards the modern tourist and how the branding of these attractions corresponds to or compliments the values and identity branded at destination level. Section 7.4.1 concerns some preliminary considerations in relation to the target segment of The World and The Palms and in relation to the authenticity of the concept of re-constructing the world. Section 7.4.2 goes into detail with the branding of these two attractions and examines the communicative means used in the branding, thus, leading to section 7.4.3 which outlines and investigates the brand identities and values presented at the websites. Lastly, in section 7.4.4, we examine how The World and The Palms refer to the overall destination brand of Dubai. 

7.1 The Department of Tourism and Commerce Marketing
7.1.1 Overview of the Website’s Content
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When looking at www.dubaitourism.ae, it is obvious that it functions as both a tourism and commerce website, despite the fact that it does not appear from the web address. The website is hosted by the Dubai Government’s Department of Tourism and Commerce Marketing (DTCM); thus, it is a department with two focus areas. We find it fruitful to divide the website into three parts; the front page, the tourism tab, and the business tab. These tabs can be seen in picture 1
. As mentioned in the methodological chapter, we only avail ourselves of the aspects of the selected websites directly linked to our problem formulation. In relation to the official tourism website, this means that we choose not to put focus on the business tab. However, we are aware that there is a linkage between tourism and commerce, and that a separation of the two is only possible at an analytical level. That is, as evident from our theoretical framework (cf. 4.1.1), tourism is influenced by economic and business factors, however, these factors are not the focus of our thesis. This linkage between tourism and commerce is most overt on the front page, which is only natural as it covers both tabs.

On the website of the DTCM, it is stated that the key aim of the organization is to promote Dubai commerce and tourism internationally, however, focus is turned towards tourism when stating that: “The DTCM’s second main area of responsibility is as the principal authority for the planning, supervision and development of the tourism sector in the emirate”.
 Despite the fact that the DTCM is a governmental institution, thus, catering for the needs of the entire emirate, the website has a strong focus on the city of Dubai, which is the main driving force of the entire emirate. This strong focus on the city is evident in the elements chosen to brand this destination, which is returned to in section 7.1.3. The government, and thereby Sheikh Mohammed, is present on the website, as both its logo and strategic plan highlights are available. This comes to function as an approval and support of the DTCM’s website where it is stated that: “Underlining the importance attached to tourism development at the highest level, the DTCM’s Chairman is UAE Vice President and Prime Minister and Ruler of Dubai His Highness Sheikh Mohammed bin Rashid Al Maktoum”
, which emphasizes the significance of tourism in the Dubai economy, as well as it adds to the omnipresent character of Sheikh Mohammed. However, when focussing on the branding of Dubai as a tourist destination in relation to the modern tourist, the official tourism website’s effectiveness can be questioned due to this emphasis on tourism as part of Dubai’s economic growth potential. This is not interesting for the modern tourist searching for information about the destination product of Dubai, however relevant it might be from a strategic point of view as argued in section 5.2.1, where both Anholt (2007) and Pedersen (2005) emphasize that destination branding is a synthesis or fusion of many factors such as trade, politics, tourism and many more; a mixture which is evident on Dubai’s official tourism website, as argued above.

Poon (1993) states that modern tourism is highly information intensive, so it is advisable for brand managers to provide a satisfactory amount of information to comply with the needs of the modern tourist interested in active engagement with the destination product. Despite the official tourism website’s apparent trade perspective on tourism, there is still practical tourist information
 available, as well as information about various attractions under the tourism tab. 

What is striking in relation to this information is that it seems to drown in the more business-oriented information. For instance, a large part of the front page contains a list of major events in Dubai. There are eight events displayed, out of which one is a children’s exhibition and the remaining are business conferences. Some of these might appear relevant to the tourist at first; for example there is an event called ‘Global Gypsum’. Gypsums, like desert roses, are often seen as souvenirs, so the event might have been addressed to tourists, but at a closer look it is the largest meeting in the world for gypsum professionals.
 Thus, it is not an event with a broad tourist appeal, and when taking into consideration that there are six additional conferences out of eight events, the DTCM’s promotion of Dubai as a tourist destination fades into the background. However, the event still sends an interesting signal, as it can be linked to Morgan & Pritchard’s (2007) notion of brand recognition as an example of the –est mentality. Thus, it is not without importance in the branding of Dubai at destination level, even though it can be questioned how much extra added value there is in hosting the world’s largest meeting about mineral crystals. That is, how many people will actually be impressed by this particular event?
When examining the functionality of the official tourism website, it, thus, becomes obvious that the website’s two-sided nature has consequences for the impact of the message being send about Dubai as a tourist destination; it is blurred by commerce considerations. It comes across as odd that there is not a website exclusively dedicated to tourism, particularly when the DTCM emphasizes the significance of tourism in Dubai. It does not correspond with the rather simple tourism tab on www.dubaitourism.ae, which is where the clear tourism messages are found; clear and consistent messages which, according to Hankinson (2001), are so essential for the success of the brand (cf. 5.2.6). That is, it is not impossible to locate information about the strategies, attractions, and events which form part of the destination product of Dubai. It is just not made as easily accessible, since there is commerce focussed information to steer round. For example, it is our assessment that information about Dubai free zones
 and a press release about Dubai’s ‘emiratisation plan’ aiming at having only UAE nationals at top jobs by 2015
 is irrelevant to the majority of modern tourists. This leaves a website which is not consumer driven by the tourism consumer segment exclusively. Consumer driven production is usually characteristic of modern tourism (cf. 4.1.3). We are aware that some of the consumer segments which Dubai attracts visit the destination with both business and pleasure in view, and for those, the mixed character of the official tourism website might be satisfactory, thus providing a relevant mixture of information. However, as mentioned in the methodological chapter (cf. 3.2.1), the focus of this thesis is on the branding of Dubai as a tourist destination for the consumption by modern tourists; not business people or people mixing tourism with business. Thus, our focus is on the efficiency of the official tourism website in relation to tourists interested in the destination product of Dubai.

Despite the blurring boundary between the information directly relevant to the modern tourist and the more strategic and commerce focussed considerations and information, it is still possible to investigate the values attached to the Dubai destination product on the official tourism website. That is, there is relevant information to the modern tourist on the official tourism website, and it is these pieces of information which are the focus in the following. Yet, we still find it important to establish the above-mentioned as problematic, since it plays a part in our discussion of the comprehensive picture of Dubai as a tourist destination at destination and attraction level.
7.1.2 Organizational Considerations

Before focusing on the attractions on which the DTCM builds its destination product, it is important to address a couple of significant elements characterizing the official tourism website, namely that of goal and stakeholder awareness. These are important elements in creating a consistent message about the destination product (cf. 5.2). Again, these are also elements which are hardly of much relevance to the common modern tourist, but in relation to our thesis, it is fruitful to take a deeper look at these as it enables us to gain a better understanding of the strategic considerations of the brand managers of the Dubai brand. That is, it is as far back in the organizational system we can gain access to within the framework of this thesis. However, we are fully aware that what is made publicly accessible is still a mediated image, thus, open for any manipulative modification found fit in order to get the intended message across. It is also important to note that even though an intention to do something is stated on the website, this does not inherently mean that this will be the end result. However, we still find it fruitful to take this message about the positioning of the DTCM into consideration, as it is part of the values displayed in the branding of Dubai at destination level.
The degree to which the DTCM indicates stakeholder awareness in the section called ’About DTCM’ is striking. Within the organization there is an overall Media Relations section which objective it is to
[…] promote and create awareness of Dubai and its tourism and commercial attractions by projecting a clear, consistent and persuasive message to target audience internationally and regionally
.

Thus, strategic considerations about the advantages of displaying a consistent message are made, as well as the media are recognized as an important stakeholder in the creation of the destination product. One of the ways the governmental Media Relations section partakes in creating Dubai as a tourist destination is through telling interesting narratives. One of the tasks is “[…] developing story ideas on tourism […]”
, a communicative strategy which can be very powerful (cf. 5.2.6) to the various stakeholders if it is a sustainable story; again, with a clear and consistent message.
Consistency is gained by having the various stakeholders support and, not least, convey the same core brand values and, in the case of Dubai, there are some indications that this takes place. For instance, on the official tourism website, it is mentioned that the official media coordinators cooperate with public media coordinators.

The Media Relations section co-ordinates with PR agencies as well as the Media Relations sections in the pubic [sic] sector organizations to convey a unified message about the developments in the emirate.

Thus, initiatives are taken in order to attempt to create this cooperation with different stakeholders as the media, but also the local tourism community
. In relation to these local stakeholders, it should be noted that these are subordinated the DTCM, which 

[…] has now taken over the licensing of hotels, hotel apartments, tour operators, tourist transport companies and travel agents. Its supervisory role also covers all touristic, archaeological and heritage sites, tourism conferences and exhibitions, the operation of tourist information services and the organisation and licensing of tour guides
.
The DTCM is an organization with a huge amount of authority when it comes to this group of stakeholders; the tourism community. It is our assessment that this gives the DTCM an advantage in relation to conveying a consistent message, as there is such a strong link to the tourism community, an assessment which is discussed in chapter 8. In connection to leadership strategy, we see that the DTCM appears to be superior in the relationship with its stakeholders; a clear top-down relationship. As mentioned in section 5.2.2, in destination branding, much importance is ascribed the individual stakeholders in the process of creating a destination brand and product. This is associated with a bottom-up approach to leadership. Thus, there appears to be a difference in leadership strategy between what we see on the official tourism website and the ideals on which destination branding is based in a theoretical context. This difference might be due to the fact that the applied theoretical framework in relation to destination branding is situated in a Western context, thus, ascribing value and significance to the bottom-up leadership approach, which is predominant in many Western countries, whereas the top-down approach is used more in other cultural contexts; North Korea, for instance. However, strong leadership is still mentioned as an advantage of modern destination branding, and this is what we see on the official tourism website. 

Cooperation with the government is also prioritized by the DTCM. As mentioned, there is a strong link between the government of Dubai and the DTCM; the latter of which functions as the connection to the tourism industry at large
. The government is an important stakeholder in relation to the branding of Dubai as a tourist destination, as it plays a powerful role in destination branding. Anholt (2007) and Pedersen (2005) argue that the political aspect of destination branding is part of what distinguishes it from product and corporate branding (cf. 5.2.3, 5.2.4), and political elements do have a huge impact on tourism. For instance, it is a great advantage that the Dubai government supports the tourism industry by making sure that seemingly plain elements, like infrastructure, are prioritized (cf. 5.2.2). Had it not been the case, it could hurt the Dubai brand where the image of being easily accessible is emphasized.

The DTCM appears to be aware of the importance of promoting a clear and consistent message to various stakeholders. Whether or not this is done on a broad scale is impossible for us to investigate. Our focus is on the specific segment consisting of modern tourists, and in section 7.1.3 and 7.1.4, this is investigated further. But the DTCM also seems to recognize the importance of these stakeholders participating in conveying the messages. Thus, by applying the terminology of Pedersen, the DTCM can be positioned in conceived space. That is, the official tourism website, constituting the destination level of our thesis, functions as the space in which the overall directional design and management take place (cf. 5.2.1). It is this conceived space, promoted at destination level, which needs to be used in practice by the stakeholders, including modern tourists, in order for it to gain significance; it needs to be decoded and applied in lived space. 

The message to be conveyed by the DTCM and its stakeholders is anchored in the core vision and missions of the organization.

Vision: 

To position Dubai as the leading tourism destination and commercial hub in the World.

Mission: 

To strengthen the Dubai economy through: […]
The provision of a unique visitor experience combining Quality service & value for money. […]
The further development of partnership with our industry stakeholders.

When looking at the mission statements, some of the points made previously in this section are underlined. Not only does the DTCM overtly display stakeholder awareness, this is also situated in the business context which the website is criticized for in section 7.1.1. As noted previously, the information about the DTCM and its strategic considerations are not directly relevant to the majority of modern tourists. However, as the first mission statement illustrates, some of the points made are still indirectly relevant to the destination product that tourists are presented with as this product is anchored in a conceived space influenced by these overall considerations. That is, it is the aim of the DTCM to provide the modern tourist with ‘a unique visitor experience’, as this is seen as a key to financial gains. Drawing on Poon’s (1993) characterization of modern tourists, this seems to be a fair assumption, as uniqueness, quality, and value for money are elements demanded by modern tourists (cf. 4.1.3). The target group is broad, as it is stated that “[…] the unique Dubai experience can be enjoyed by each and everyone”
.
In short, the vision of the DTCM is to position Dubai as the world’s leading tourism destination; an ambitious vision corresponding well with the –est mentality. There is no doubt that the aim is to create a destination which will be known internationally as something out of the ordinary, how else can it become the leading destination in the world? The DTCM states that its role is to make “[…] recommendations to ensure that the emirate’s competitive edge as a leading commercial centre and tourist destination is maintained”
. Inherent in this statement is the presupposition that Dubai actually has a competitive advantage as a leading tourist destination. It is not within the framework of this thesis to investigate whether or not this statement is valid, but it is still fruitful to use as a backdrop for analyzing which destination product the DTCM promotes with this presupposition at the back of our minds.
7.1.3 Piecing Together a Destination Product

In the following, focus is on analyzing the destination product pieced together on Dubai’s official tourism website. The attractions and events found most illustrative of the destination product are included
, thus, enabling us to characterize the destination product at an overall destination level. Under the heading ‘Captivating Contrasts’
, the following statement is found: “From the timeless tranquillity of the desert to the lively bustle of the souk, Dubai offers a kaleidoscope of attractions for visitors”
. It seems to be an understatement that Dubai offers a little bit of everything; it offers a whole lot more. The Media Corner located on the front page can be seen as an attempt to give this destination level overview of the ‘kaleidoscope of attractions’ through pictures, videos, and e-brochures; the latter of which we choose to include information from in combination with the, relatively corresponding, information found under the tourism tab.

Our pre-understanding of Dubai consisted of mediated images of various landmarks like Burj Dubai, The World, and The Palms. However, when clicking on ‘Landmarks of Dubai’
 under the tourism tab, only one of our selected attractions is displayed, namely Burj Al Arab. It is noteworthy that the only landmarks which the DTCM chooses to display are Burj Al Arab, Wild Wadi, and the Jumeirah Beach Hotel. Based on our pre-understanding of the number of landmarks in Dubai worthy of attention, it is surprising not to see an abundance of impressive architecture and pioneering inventions. Nor is this visible in the picture gallery, which leads to a strengthening of our pre-understanding; that the official tourism website does not focus on the trademarks, which we initially found to be characteristic of Dubai. However, the landmarks page still displays some interesting values which are recognizable. The overall slogan on this webpage is “Are you inspired by the extraordinary?”
, and the catch phrases connected to Wild Wadi, the Jumeirah Beach Hotel, and Burj Al Arab are “An Unforgettable Adventure!”
, “A landmark of luxury in the UAE […]”
, and “[…] a monument worthy of a new millennium”
, respectively. All of these clearly send a signal of Dubai’s landmarks being something unique. The water park is an ‘adventure’, the beach hotel ‘a landmark of luxury’, and Burj Al Arab is described as a ‘monument’, all phrases that connote ‘out of the ordinary’; a quality catering to the demands of the modern tourist, who can stage himself through his consumption of the destination product. 

But what is it then that the official tourism website draws on when piecing together the destination product at destination level? We find that the brand managers of the official tourism website mainly use elements which are locally anchored in the city of Dubai, or in its vicinity, in the branding of Dubai as a tourist destination. As mentioned previously, Dubai city is the main driving force and centre of attention in the Dubai emirate, so this centralization is no source of wonder. Still, there are elements not directly linked to the city as such. These are mainly activities and attractions taking place ‘in nature’, like bird watching, which is listed as the first activity under the tourism tab’s entertainment section. “So whether you wish to view a spectacle of migratory birds or walk in the tranquil settings of a beautiful sanctuary, you’re sure to find it all in the multifaceted city of Dubai”
, it is stated in the bird watching brochure, clearly establishing that this natural wonder of observing the numerous species in their natural habitat is conveniently available in ‘the city of Dubai’. The activity of bird watching can also be related to Urry’s (1990) notion of the romantic gaze, in which there is a close relationship between the object and the subject (cf. 4.1.3). Thus, Dubai provides the modern tourist with an opportunity to devote himself to and loose himself in the destination product, and thereby Dubai is positioned as a relational place with tourist appeal, since modern tourists seek this level of engagement and relationality. 

The phrase ‘you’re sure to find it all in the multifaceted city of Dubai’ is repeated in several of the e-brochures
 as a kind of slogan. However, this slogan is not conveyed onto the text on the remainder of the website, which is a shame, as it has the potential of becoming a powerful tool in the image building of the destination product, as argued by Cai (2002) (cf. 5.2.6), despite the fact that it takes more than a slogan to create a destination product full of impact. The phrase suggests that Dubai is flexible and able to accommodate every need the modern tourist might have; a statement supported elsewhere on the official tourism website:

Dubai’s unique attraction is that it brings together in a single, accessible location the highest standards Of comfort and convenience with the adventure of Arabia-from the bustling souks
 to the majestic desert.

However, in order for these connotations, emerging from the discourse on the official tourism website, to prove their worth, action should be put behind them. That is, just claiming to be unique and full of adventure does not necessarily prove that Dubai is a unique destination. However, the direct discourse and accentuated characteristics have the advantage of appealing to the tourist’s feelings, which is an important branding strategy as outlined by Morgan & Pritchard (2007) (cf. 5.2.6). Also, the uniqueness of claiming to be unique can be questioned. That is, the values expressed in the slogan used in the brochures and the above quote need to be backed up by the elements used in piecing together the destination product. In chapter 8, we return to this discussion when outlining whether the destination product presented at destination level is sufficient in order to back up these characteristics of being flexible, unique, extraordinary, and so on. 

Returning to the DTCM’s establishment of a destination product, it is noteworthy that it is also stated on the website that the DTCM conducts “[…] surveys to understand Dubai and DTCM customer needs and expectations, and sharing the findings with the relevant industry and government bodies”
, thus, it should have deep insight into the wants and needs of modern tourists, and we must assume that these pieces of information partly form the basis for the selection of elements applied when characterizing Dubai as a tourist destination. As we have also found, the overall characteristics of Dubai being unique, extraordinary, and flexible correspond to the demands of the modern tourist presented in chapter 4.
These characteristics are not only anchored in spectacular nature experiences pulling the tourist away from the city; they are also found in the heart of the city. In the brochure about tours and safaris
, a conspicuous tendency becomes evident. Out of the 16 tours mentioned in the brochure, four are sports related events, one is a desert feast, one is a bird watching tour, one is a helicopter ride, and the remaining majority are tours somehow having the past as their frame of reference. For instance, there is the Creek Tour where the tourist is transported in a “[…] traditional wooden dhow
”
, the East Coast Tour, where the tourist gets a chance to see the oldest mosque in the UAE and visit the old fort and city of Fujairah, and the Al Ain Tour; “Al Ain is a desert oasis, where caravans stopped over since time immemorial”.
 Thus, all of these tours are anchored in historical and cultural settings, as there are links to traditional Arabian artifacts. Thereby, the DTCM’s branding of Dubai as a tourist destination, characterized by urban cultural tourism, becomes not only locally anchored, but also anchored in the past and present. The anchorage in the present is elaborated further in section 7.1.4. This anchorage in past and present is important to note, as the analysis of the attraction level displays a different temporal anchorage.

The brochure ‘heritage & culture’ and the information on ‘historical sites’ under the tourism tab are characterized by the same tendency. For instance, an attraction like the 16th century Hatta Heritage Village is mentioned. This historic village reopened in 2001 “[…] after careful and extensive renovation”
, and “[t]oday, the Hatta Heritage Village has become an important historical site for tourists”
. These statements clearly underline the findings of the theoretical chapters; that destinations and tourism are very much dependent on social constructions. That is, Hatta Heritage Village ‘has become an important historical site’, and this use of words connotes that it has been constructed as such, as value has actively been ascribed to it as an important historical site. Why else restore it? The discourse evolves around an understanding of authenticity as something objective. The dhow and mosque are communicated as traditional artifacts, thus, the authenticity is placed within the toured object by a detached authority. There is the interesting twist when it comes to Hatta Heritage Village, though it is actually not the objective original settlement of the 16th century, since it has undergone ‘extensive renovation’. That is, however ‘careful’ this renovation has been, it has still been an extensive reconstruction. But the word ‘careful’ connotes respect for the original, if there is ever a such
, and, thus, it makes sense to draw on the constructivist perception of authenticity in that ‘the authentic’ becomes a social construction.

One of the tours, where past and present merge, is the Desert Feast Tour. The Dubai desert is marketed as one of the distinct characteristics of Dubai, in spite of the fact that deserts as such bear resemblance to Pedersen’s (2005) notion of geographical spaces, thus, in opposition to social places (cf. 5.1.2). In connection to this view, Jansson’s (2002) scapes are relevant to include (cf. 5.1.2), as deserts can be seen as physical landscapes. However, when hosting a desert feast in the desert, the space changes character. Then there is social interaction brought into this space, thus, making it a place, as well as a socioscape, in the terminology of Pedersen and Jansson, respectively. This role of social interaction is important to note because it corresponds to tourism being seen as a social phenomenon.
As with the Hatta Heritage Village example above, the desert feast is anchored in a discourse ascribing validity to this event as an objectively authentic experience. 

After the adventurous safari, retire to the camp where a traditional Arabian welcome awaits you. Relish a scrumptious barbecue buffet in the mystical Bedouin tents. You can also get yourself tattooed with intricate Arabic henna designs. Enjoy the foot-tapping traditional music while watching breathtaking displays of Arabian falconry.

And as the full moon bathes the dunes, lie back under the canopy of stars to make it the perfect end of a beautiful day.

The objective authenticity perception lies particularly in the use of the word ‘traditional’ and words connoting tradition like ‘Bedouin tents’ and ‘falconry’. Thus, an intriguing story is told about a captivating and flexible day in the desert; a desert framing an experience out of the ordinary, like so many other things in Dubai. The final sentence illustrates an example of Urry’s romantic gaze in which the individual has an intimate relationship with nature (cf. 4.1.3). But just as Hatta Heritage Village, the desert feast is socially constructed as authentic in the present (cf. 4.2.3). However, whether or not the desert feast is able to facilitate an existential authentic experience depends on the individual’s interaction with the destination, if taking a postmodern approach to the term authenticity (cf. 4.2.4). This can also be seen by applying Haldrup & Larsen’s (2003) family gaze to the first four sentences of the quote. That is, there is also focus on social interaction; the tourist participates in the creation of the destination product and it is his actions that make the destination and the experience extraordinary. Having a barbecue and a henna tattoo while listening to music are tourist activities which require social interaction.

Culture also plays a significant part in the creation of the destination product as something unique, as can be seen from the quote placing emphasis on the Arabian origin. Thus, the narrative of the great experience accessible in Dubai is once again locally anchored, and, according to Morgan & Pritchard, it is essential for brand mangers to be sensitive of local culture in order to prevent the destination from becoming an empty non-place rather than a place (cf. 5.1.2). It is important to acknowledge that ‘local culture’ cannot be perceived as an entity. It depends on the individual tourist, resident, brand manager, and so on, what the notion contains; thus, it can be complex for the brand managers to delimit this local culture to be sensitive of.

In the above, it is established that the DTCM uses many historically and locally anchored elements when piecing together the Dubai destination product. Thus, the temporal anchorage appears to be in the past, however, there is a contrast to these clear historic and nature anchored attractions on the official tourism website as well. Part of the destination product at the official tourism website is also anchored in the immediate present; in a Mecca of the collective gaze – the mall.
7.1.4 Here and Now in Focus

Shopping is a huge part of the destination product of Dubai. This is also evident on the official tourism website where one of the subjects under the tourism tab is called ‘Shopper’s Paradise’. “One of Dubai’s greatest visitor attractions is its superb shopping”
, and Dubai has a lot to offer when it comes to shopping. Again there is a culturally and locally anchored offer in the traditional souks inspired by the past, but there is certainly also a more contemporarily anchored offer; the malls. Actually, 28 malls are mentioned by the DTCM
, thereby, indirectly encouraging the modern tourist to spend money. These malls are only “[…] among the largest complexes”
, implying that there are many more. This corresponds with the Dubai characteristic of offering something for everybody.

Shopping malls fall under the category of non-places, as argued by Tomlinson (1999) (cf. 5.1.2), as they are not historical, relational, nor concerned with identity. That is, visiting a mall is, generally speaking, the same experience whether this mall is located in Buenos Aires or Stockholm. However, in the case of Dubai, there is a twist, which comes as no surprise. And it is only natural that one of the malls with a gigantic twist is marketed as part of the destination product. Here we think of the Mall of the Emirates which “[…] is home to one of the world’s largest indoor snow parks - Ski Dubai. Take this unique opportunity to ski down the 450-metre slope in a land known for its desert”
. Again, the –est mentality is overt, and on top of that, so is the extreme and unique nature of Dubai. Where else would a ski slope be built in the desert, one is tempted to ask. Dubai is definitely a destination which seems to be tempted by contrasts and things that ‘cannot be done’. The Ski Dubai concept connotes something unreal and illogical, but its particular extraordinariness has the result that now the Mall of the Emirates can no longer be perceived as a non-place, since it has an identity, as the mall with the ski slope, and a relational anchorage, as it is related to Dubai through the common values they display. Thus, it becomes a place.
It is the modern tourist’s interaction with this local identity and anchorage that makes the place; that is, the social interaction. Shopping is linked to the collective gaze (cf. 4.1.3) as it is a social phenomenon, and shopping can also be combined with social awareness. There is an interesting contrast between ‘giving’ and ‘receiving’ in the ‘Festivals & Events’ brochure.

Since 1998, Dubai organises an annual shopping festival during Ramadan called ‘Dubai the City that Cares’. The event is primarily geared towards the spirit of charity during the Holy month. The Dubai Charity Forum is organised and stands are set up for donations by various non-profit organisations.[…] You’ll be amazed to see people shopping till as late as 1 am. Don’t forget to grab some great bargains during the festival promotions.

That is, even though the Ramadan is a period of charity, one thing does not rule out the other. Shopping and ‘grabbing great bargains’ is compatible with charity and ‘donations’, as indicated in the quote. Just like skiing and growing grass in the desert are manageable accomplishments. This underlines the idea of Dubai as a flexible and diversified destination offering numerous things at the same time. Thus, the DTCM promotes a destination product which can be modelled by the individual consumer, which fits well with how Poon (1993) characterizes modern tourists. It is important to note that the promoted image is naturally a mediated image and presented in a global tourism context despite its local anchorage; cf. the DTCM’s vision of positioning Dubai as the world’s leading tourist destination. Thus, it is possible that the promoted image of, for instance, the Ramadan does not correspond with the values that the local residents ascribe to this religious event.

We find that the official tourism website promotes Dubai as a unique, diversified, and extraordinary destination, which is not only easily accessible, but also flexible and competitive. It is noteworthy that these values of uniqueness and so on are mainly branded through traditional, cultural, and historical elements. That is, the story being told is of a destination product situated in a predominantly local and historical context. The following analysis of the attraction level continues to draw attention to the anchorage of the values of the destination brand. As mentioned, the DTCM hardly focuses on our selected websites representing the attraction level. Burj Al Arab is mentioned on the official tourism website, but none of the others appear to be mentioned directly. However, little hints can be found, and it is likely that our selected attractions are some of those the DTCM indirectly refers to when talking about Dubai.

At first glance, the city presents a predominantly modern face, an ever-changing skyline of new developments, from striking glass and concrete towers to gracious modern buildings incorporating traditional Arabian architectural motifs and features.

We find it problematic that the DTCM, to a large extent, disregards this modern and diversified characteristic of the city, which is characterized as something conspicuous ‘at first glance’. Then it seems odd that the DTCM does not pay more attention to it. In the following, we investigate this attraction level further.
7.2. Burj Al Arab and Burj Dubai

7.2.1 Symbols of Dubai

Burj Al Arab and Burj Dubai, both tall buildings, represent and draw attention to Dubai in an increasingly global world. Burj Al Arab means the Arab tower, whereas Burj Dubai means the Dubai tower, indicating their status as symbols of Dubai and the Arab world as such. Burj Al Arab can be said to incorporate the past in the present since the structure of the hotel represents a [image: image14.jpg]


dhow; a traditional Arabian trade vessel, thus, referring to Dubai’s earlier status as a commercial town using the seaways. This can be seen in picture 2
. Burj Al Arab has its [image: image15.jpg]Dubailand Attractions




own logo resembling the soaring image of the hotel, as can be seen in picture 3
. The logo incorporates Arabian language or symbols; thus, indicating Arabic culture as an inherent feature of the Burj Al Arab brand. In this way, [image: image16.jpg]
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Burj Al Arab is a modern symbol of luxury; however, still rooted in history, culture, and locality. 

Also Burj Dubai
 relates to its cultural anchorage as obvious from the following quote. 

Burj Dubai reflects not only the unique desert light, but the unique culture and environment of Dubai. In every part of the world, the most enduring buildings are those that learn from the surrounding culture, geography and natural history. No stranger to Middle Eastern design, Adrian Smith
 patterns from traditional Islamic architecture into Burj Dubai. But above all, he drew inspiration from a flower. The Hymenocallis is a plant that is widely cultivated in Dubai, in India and throughout this region. The flower’s harmonious structure is one of the organizing principles in the tower’s design.
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Burj Dubai functions as an icon of the Hymenocallis flower (see picture 4
); that is, the physical appearance of the tower, when seen from above, with a centre and several projections is inspired by the shape of the flower (see picture 5
). In this way, Burj Dubai incorporates the culture, history, and identity of the specific locality of Dubai and the Middle East. Even though the tower, at a first glance, looks like every other skyscraper in the world
, it actually relates to and represents Dubai culture. That is, Dubai is positioned as a global, modern metropolis; however, locally situated and anchored in Dubai culture, geography, and history. 
Additionally, it is relevant to note the level of reflexiveness present in the above quotes. Certainly, the brand managers of Burj Dubai are aware of the fact that local specificity is necessary if the place is to be relevant and viable (cf. 5.1.2). From the quote, it seems that ‘enduring buildings’ can be translated to enduring cities as well. Burj Dubai is part of the specific destination product of Dubai and must, thus, contribute to the relevance and viability of the overall destination, as well as to its own. This consideration and sensitivity for local specificity indicates the status of Burj Dubai and Burj Al Arab as places rather than non-places (cf. 5.1.2); they are, in fact, locally and historically rooted. This means that the geographical reality of Middle Eastern Dubai, in which the structures are located, matters to the socioscapes of Burj Dubai and Burj Al Arab. Thus, the structures are portrayed as symbols of Dubai’s innovative thinking and endeavour in representational space. 
7.2.2 Facilities as Attractions

Burj Al Arab offers accommodation for tourists
, business people, celebrities, and royalties but the hotel also positions itself as a symbol of Dubai; and, in this way, as an attraction in its own right. Burj Al Arab is owned by the Jumeirah foundation
; an international world class luxury hotel and hospitality management company. The Jumeirah group owns several hotels in London, New York, and Dubai; among these Burj Al Arab, and it seeks to establish
[h]otels that would not just aspire to the benchmarks set by the world's finest establishments, but actually redefine them. 
Hotels that would be destinations in their own right. 
Hotels that would offer a unique travel experience.
 

Hotels as ordinary accommodation facilities are no longer satisfactory; it is about setting new benchmarks, as it is also the case with Burj Dubai. Though the Jumeirah group emphasizes its hotels as destinations, we regard Burj Al Arab as an attraction rather than destination. That is, in our terminology, Burj Al Arab, and Burj Dubai as well, are too narrow to be regarded as destinations since we view destinations as a composite of many different components functioning as umbrella ‘organizations’. Still, Burj Al Arab has many functions in addition to providing accommodation; it aspires not just to accommodate spenders and celebrity visitors, it also seeks to become a symbol and landmark as well as offer an experience of Dubai. Staying at Burj Al Arab becomes a vacation in itself. This is obvious in the following quote: “The festive season is all about sharing love and appreciation for family, colleagues and friends. There is no better place to demonstrate this than at the magnificent Burj Al Arab”.
 Here Burj Al Arab becomes the centre of experience for visitors in Dubai. It also becomes obvious from this quote that the brand managers of Burj Al Arab not only stress the element of luxury and entertainment offers, but seek to emotionally connect with the consumer. As established in our theoretical framework (cf. 5.2.6), it is important to stress differentiation not just through physical attributes but through relationships and emotional appeal as well. Certainly, ‘love’, ‘appreciation’, ‘family’ and ‘friends’ evoke feelings of affection in most people. It can be said that the quote suggests a family gaze (cf. 4.1.3), as outlined by Haldrup & Larsen (2003), in the sense it is those actively partaking that make the experience of Burj Al Arab. 

Furthermore, Burj Al Arab as an attraction, and not merely an accommodation facility, is underlined by the fact that mini Burj Al Arabs made of Swarovski crystal can be bought at the hotel. 

Take the exquisite lines of this landmark building home with you in the form of a handcrafted mini Burj Al Arab Swarovski crystal. Standing 153mm high, only 500 pieces of this exclusive symbol of luxury have been created. Only these official, limited edition crystals capture the true splendour of Burj Al Arab - make sure you have the authentic masterpiece in your collection. 
 

Since few hotels around the world offer miniature Burj Al Arab models as souvenirs, the character of Burj Al Arab as a tourist attraction is underlined. The fact that only 500 pieces have been made emphasizes the exclusiveness of Burj Al Arab. As with the case of Burj Dubai, the brand managers of Burj Al Arab demonstrate awareness as to the function of the hotel as an attraction. This is, furthermore, underlined by the word choice of ‘authentic masterpiece’ to describe the Burj Al Arab souvenir. As established previously (cf. 4.1.3), tourists search for uniqueness and authenticity; which then again suggests the touristic character of Burj Al Arab. We find that the crystal model is an expression of constructive authenticity in the sense that its authentic essence is constructed in this particular context; authenticity is a quality that is ascribed to the object by the Burj Al Arab brand managers. The Swarovski brand functions as symbolic traits of uniqueness, excellence, and quality adding symbolic authenticity to the Burj Al Arab crystal. That is, even though the Burj Al Arab crystal is transformed through commoditization, it may still have a ‘meaning’ and be perceived as authentic, as outlined by Cohen (2004) (cf. 4.2.3). 

The fact that it is possible to send virtual postcards of images of Burj Al Arab from the website
 also hints at Burj Al Arab as an attraction with touristic elements attached to it. That is, since sending postcards is a common touristic activity and postcards
 often create idealized pictures of the destination, managers of the Burj Al Arab brand try to communicate the hotel as a location not just worth staying at but seeing and gazing at as well. 

Burj Dubai also occupies a position as much more than merely residence, workplace, hotel accommodation, and shopping centre for various consumer segments. This is indicated by the following: “Burj Dubai. Monument. Jewel. Icon.”
, which seems to function as a slogan. In a quite simple and precise manner, it becomes obvious how Burj Dubai is portrayed as being of historical and cultural value and importance. This simplicity suggests a universality that everybody can relate to. As “[t]he goal of Burj Dubai is not simply to be the world’s highest building. It’s to embody the world’s highest aspirations”
, Burj Dubai not merely seeks to function as an innovative physical mega structure but to represent and be the manifestation of certain values in a modern, global world. 

As mentioned above, much thought has been put into the architectural designs of Burj Dubai and Burj Al Arab. We find that the aesthetic prominences of the structures further underline the character of Burj Dubai and Burj Al Arab as multi-faceted attractions. That is, the aesthetic dimension stimulates the gaze, thus, emphasizing the touristic elements. Certainly, Burj Dubai signifies a phallic representation indicating power and high aspirations. This is underlined by the fact that it is possible to visually compare Burj Dubai with other well-known structures from the world on Burj Dubai’s website
. In this way, a supremacy and superiority of Burj Dubai is emphasized. Still, since the structure is inspired by the shape of a flower, it seems that much attention has been paid to an aesthetic expression. In this way, it seems that the masculine and feminine are combined in the visual expression. Also, the interior design of Burj Dubai emphasizes the special attention to aestheticism. For instance, Giorgio Armani plans to open a hotel situated in Burj Dubai
. As with Burj Al Arab and the Jumeirah group, we find that this is a matter of a mutual brand influence. It becomes obvious how Burj Dubai not just aspires to be the world’s highest building, but to set new standards for what is possible in the modern world. In relation to Burj Al Arab, the lavishly decorated suites and the “unforgettable sight, surrounded by choreographed colour sculptures of water and fire […]”
 of Burj Al Arab at night indicate the attention towards aestheticism. According to Morgan & Pritchard (2007), destinations can be fashion accessories; however, we find that structures and hotels can as well. That is, a flat in Burj Dubai may function as much as a fashion item as an Armani watch. 

Even though Burj Al Arab and Burj Dubai appear as attractions in their own right, they still relate to Dubai as the destination in which they are situated. For instance, the following is stated on Burj Al Arab’s website: 
Dubai is a treasure trove - it is an endless surprise. Why not experience some of the eclectic sights and sounds of the city - scour the souks for a bargain, ride the majestic sand dunes or tour the luxurious residential districts, historical sites and traditional museums.
 

Here Burj Al Arab is situated within the wider context of Dubai as a destination as the website refers to the many opportunities the city provides. This description of Dubai corresponds well with the image projected on the official tourism website. In this way, Burj Al Arab participates in assembling the Dubai destination product containing many different offers of both historical, traditional, and luxurious character. The website of Burj Al Arab has a link called ‘About Dubai’ leading to www.jumeirah.com, the official website of the above-mentioned hotel management company. This webpage provides basic information about Dubai culture, climate, location, religion; all in all, facts and figures specifically addressing the tourist. Under the headline ‘Places of interest’, the following is stated:

The city of Dubai embraces its namesake creek, dividing it into two halves. […] You will have plenty of opportunities for some brilliant views of the city from the water: gleaming skyscrapers on one side, and old trading dhows on the other.

Again, the double character of Dubai is hinted at and, further on, the Dubai Museum, the historic quarter of Bastakia, Hatta Heritage Village, the souks, and Sheikh Saeed Al Maktoum House; ”[...] a museum restored from the house of Dubai's former ruler and dating back to the late 1800s”
 are mentioned as specific sights worth seeing. The DTCM pays much attention to these on its website. However, this is not the case with “[...] the popular suburb of Jumeira, home to some of Dubai's finest luxury hotels and resorts, unspoilt stretches of sunny beaches and water sports complexes”.
 In this way, the multi-faceted character of Dubai incorporating both past and present is hinted at. Burj Al Arab offers its guests complimentary access to Wild Wadi Water Park indicating that even though the brand managers of Burj Al Arab market the building as a hotel, they still cooperate with other attractions and, in this way, position Burj Al Arab as part of the overall destination product of Dubai. 

Burj Dubai is also situated in the overall context of Dubai, which is noticeable in the following quote. 

It is not by chance that it [Burj Dubai] is being built in Dubai. In less than thirty years, the city has transformed itself from a regional center to a global one. This success was not based on oil reserves, but on reserves of human talent, ingenuity and initiative.

Here Burj Dubai is portrayed as highly dependent on the surrounding context of Dubai; that is, as something inherent in the destination and not just something decided upon, as outlined by Rainisto (2003) (cf. 5.2.4). Burj Dubai is outlined as a representation of the very essence of Dubai; of the city and emirate’s values, identity, and visions, all in one manifestation. We find that Burj Dubai is portrayed as a place rather than non-place in the sense that brand managers emphasize its local specificity, and territorial and historical identity. In this way, Burj Dubai is portrayed as an expression of the inherent values and identity of the overall destination. It can, thus, be argued that the Burj Dubai brand managers insist on co-producing the Dubai brand identity since Burj Dubai is positioned as symbol of the overall destination product; this is the lived space of Dubai’s overall strategies at destination level (cf. 5.2.1). As established previously (cf. 5.2.5), it is important that the brand does not become too out of the ordinary so that it loses its recognisability. That is, the attractions must relate to recognisable values, experiences, or identities. Certainly, in terms of spatial anchorage, the local and historical anchorage of Burj Dubai and Burj Al Arab provides a certain degree of recognisability. 
7.2.3 The Experience of Globality

Though Burj Al Arab and Burj Dubai are culturally and locally anchored, it is relevant to acknowledge the international cosmopolitanism which Burj Al Arab and, especially, Burj Dubai connote. Certainly, the exterior designs of Burj Al Arab and Burj Dubai have historical references; however, we do not find that the brand managers of the attractions emphasize a local specificity in relation to the interior design and ‘content’. Here Burj Al Arab and Burj Dubai are constructed as places easy to relate, connect, and adapt to for visitors and consumers from all over the world. That is, the attractions do not provide a perfectly established and coherent culture but rather openness for people to come and assemble their own meanings. This is obvious in the following quote from Burj Dubai’s website.

Potential homeowners have various options at Downtown Burj Dubai: they can marvel at the sheer spectacle offered by high-rise living or they can embrace the warmth of living in Arabesque quarters that celebrate the ancient heritage of the region.

For those who wish to, it is possible to ‘embrace’ Dubai and Arabian culture; however, it is not an obligatory element of the Burj Dubai experience. Burj Dubai is much more than a building situated in Dubai, it is “[...] an unprecedented example of international cooperation – and a symbol – a beacon of progress for the entire world”
. In this way, it becomes obvious how Burj Dubai is portrayed as a symbol not merely of Dubai but of the advancement and prosperity of ‘the entire world’. Here it becomes obvious how it is rather universal values open for interpretation that are emphasized, which often is the case within corporate branding (cf. 5.2.4). The universal character of these values may result in them not being distinctive for the particular destination. Thus, uniqueness becomes difficult to obtain.
In relation to its interior design and content, Burj Al Arab also provides openness for different interpretations. We find that the interior design of the suites, “[d]ecorated with lavish textures and exuberant colours [...]”
, does not represent any coherent culture either; that is, luxurious interior does not belong to any one specific culture. Also, Burj Al Arab’s many restaurants with everything from modern Mediterranean, Arabian, and contemporary European cuisine
 to Burj Al Arab’s new Asian restaurant, Junsui, with a “[...] selection of authentic Asian and International dishes”
 indicate an awareness of and openness towards the global. That is, Burj Al Arab not only situates itself in Dubai but in the world as such. While showing openness towards the global, the brand managers of Burj Al Arab also acknowledge the authentic by referring to the ‘new authentic Asian restaurant’ with ‘authentic Asian dishes’. In this way, the restaurant and its dishes are constructed as toured, authentic objects by brand managers of Burj Al Arab. Though the quote above hints at the authentic dishes being made from old Asian recipes and, thus, representing objective authenticity due to this element of expertise, we find that it actually represents constructive authenticity in the sense that ‘the authentic Asian’ has been put into a new context of Dubai and Burj Al Arab. That is, this element of objectivity is constructed in order for the restaurants to appear authentic. It can be noted that much emphasis is put on the Burj Al Arab chefs’ profiles; that is, for instance, their educational backgrounds and countries of origin
. By drawing attention to the fact that these chefs come from around the world, just as the cuisines, the brand managers of Burj Al Arab construct its varied restaurants as authentic. The question is whether this authentically cosmopolitan mix can coexist with local Arabian elements. Since it is characteristic for Dubai to constitute a little bit of everything, we find that a coexistence of local and global anchorage is possible. This is also underlined by the fact that the modern tourist is better capable of mixing and combining all kinds of different offers.

From the above, we find that Burj Dubai and Burj Al Arab can be said to connote globalism. They relate to no one specific, coherent culture in their symbolic expressions; they rather represent a little bit of everything. Thus, we find that Burj Al Arab and Burj Dubai seek uniformity or compatibility with the global, as outlined by Pedersen (2005). Though this may stand in contrast to the image of Dubai as portrayed at destination level, it is, in both instances, still a matter of Dubai’s perception in the global world being produced locally; however differently anchored. At both destination and attraction level, much importance seems to be ascribed to Dubai as a “[...] dynamic, prosperous, and successful”
 destination that is able to compete in a global world. However, in relation to Burj Al Arab and Burj Dubai, these values have a global frame of reference in relation to spatial anchorage, while still ascribing fundamental and existential importance to the local.

Thus, it can be said that, though relating to locality, Burj Al Arab and Burj Dubai are portrayed as relating to Dubai as a global centre. For instance, suspended 200 metres above sea level, we find that the “Bar - located adjacent to Al Muntaha
, a wonderful location for pre- and post dinner drinks with views of The World Islands, The Palm Jumeirah, and Jumeirah Beach shoreline”
 represents a Panopticon
 in the sense that it is “an observation deck for the world’s skyline” (Jensen, 2007: 63). Here it is possible to gaze at The World and The Palms from above in ’real life’. That is, the actual shapes of The World and The Palm can only be experienced from above – either through mediascapes, by helicopter, or by visiting the Skyview Bar at Burj Al Arab. In this way, Burj Al Arab constitutes a place of omniscience, where it is possible to partake in and experience globality as such by gazing at The World/the world. The Skyview Bar provides an experience of the global; that is, a feeling of ‘being where the future happens’. The Skyview Bar may not so much constitute an authentic object in the sense that it is more a matter of a feeling of authenticity emerging within the visitor. From the quote from the website, we find that brand managers of Burj Al Arab set the stage for the visiting tourist to experience a romantic gaze and reach an existential state of Being (cf. 4.2.4). That is, in the Skyview Bar, it is possible to have an intimate ‘relationship’ with the acme of modern society – of what a dynamic, innovative, and motivated society can produce. With the Skyview Bar, Burj Al Arab functions as a symbol of how visitors want to be perceived in the sense that it provides consumers with possibilities for belonging, status, or group membership (cf. 5.1.2); that is, belonging to and the status of the elite of society. All in all, a feeling of exclusivity. The existence of the Skyview Bar, facing the ocean and the world/The World, furthermore, suggests openness towards the world and the importance of having visions and looking ahead, whereas the helicopter port, facing inwards towards the shore and Dubai, symbolizes the important element of having a hinterland of cultural, social, and historical importance.
Burj Al Arab and Burj Dubai become manifestations and symbols of Dubai, but we also find that Burj Dubai seeks to become a symbol of human progress in a global world. In this way, Burj Dubai represents a locality in which ‘to get in contact with’ and either collectively or romantically gaze at the global; it represents a window to the future. 

The global landmark, Burj Dubai is the brilliant core around which Downtown Burj Dubai revolves. Designed to be the world’s tallest building, it will tower high above the city. Not a mere victory of numbers, it is a symbol of the human spirit’s triumph over the impossible.

Here it is obvious how Burj Dubai is much more than the world’s tallest building; it is a symbol not only of Dubai and the Arab world but of the universal feeling of triumphing. By stating ‘the human spirit’, brand managers of Burj Dubai hint at the fact that Burj Dubai relates to everybody in a global world and not just people in Dubai and Arabia.

It is relevant to note the direct choice of words in the quote above; that is, Burj Dubai is categorized as a ‘symbol and beacon of progress’. We find that this suggests a quite head-on sales-oriented way of expressing oneself, resulting in a quite narrow interpretation of Burj Dubai. That is, Burj Dubai is portrayed as a symbol of ‘progress’ and ‘the human spirit’s triumph over the impossible’, making it difficult for tourists to associate Burj Dubai with other interpretations, meanings, and values, as, for instance, a place of wonder or liberty. This means that associations of Burj Dubai are limited to this rather specific portrayal of Burj Dubai. Thus, it is possible that the branding of Burj Dubai does not evoke emotional feelings and dreams of the individual tourist since he is not able to interpret the attraction ‘product’ without this pre-labelling. We find that this might pose a problem due to the fact that modern tourists are experienced travellers that seek information by themselves. Thus, this clear and direct categorization of Burj Dubai may cause modern tourists to feel emotionally inhibited in their interaction with the attraction. Still, we find that it is important to note that there may exist different interpretations of ‘progress’ and ‘the human spirit’s triumph’. That is, these statements can be regarded as clichés and empty phrases that mean everything and nothing at the same time. 

The orientation towards a modern, global world; of being aware of one’s role and possibilities in a modern world that is coming more and more together represents the urban cultural tourism of Burj Dubai and Burj Al Arab (cf.4.1.1). This means that Burj Dubai and Burj Al Arab seek to distinguish themselves from competitors by emphasizing not uniqueness through local anchorage as is normally the case within cultural tourism but rather through global anchorage. This openness towards the global becomes part of Dubai’s historical and local identity. However, this suggests a discrepancy between Burj Dubai and Burj Al Arab, and the official tourism website of Dubai. That is, whereas DTCM portrays Dubai as locally anchored in past and present, we find that Burj Dubai and Burj Al Arab suggest a different temporal anchorage; that is of a more future-oriented character
. We find that what links Dubai at destination and attraction level is the fact that both levels aim to provide experiences out of the ordinary, the –est mentality, either more or less anchored in the local specificity of Dubai. 
It can be said that the branding of Burj Al Arab and Burj Dubai accentuates values of Dubai rather than specific environments, historical occurrences, and cultural heritages. This underlines the idea that the experiences of Burj Dubai and Burj Al Arab centre on existential feelings rather than objects. That is, though Burj Al Arab and Burj Dubai constitute physical objects, they are not constructed as authentic objects; rather, the attractions are portrayed as producing a feeling of existential authenticity, however this is done rather implicitly. 
7.2.4 Appealing to the Modern Tourist

The fact that Burj Al Arab and Burj Dubai function not only as facilities but also as attractions suggests the appeal to modern tourists seeking variety and the all-inclusive. In fact, both Burj Dubai and Burj Al Arab are constructed as locations providing everything; the tourist does not have to leave these localities for any kind of reason. When the facility also becomes an attraction, it fulfils modern tourists’ needs of both practical and experiential character
. That is, the focus on situating Dubai in a modern world is also noticeable in how the brand managers of Burj Al Arab and Burj Dubai aim to appeal to the tourist of this modern world. Certainly, Burj Al Arab and Burj Dubai are consumer-oriented since focus is put on the needs and demands of the tourist. The fact that Burj Al Arab is acknowledged as the best hotel in the world by Institutional Investor Magazine and World Travel Awards 2007
 underlines the element of uniqueness, which is obvious in the following quote.

Offering the highest levels of personalised service in the most luxurious surroundings imaginable, your butler will ensure that every little need is met. Designed to provide maximum comfort, our unique service levels mean that even your check in will be in the privacy of your suite.

The focus on ‘personalised service’ and ‘unique service’ indicates a high degree of customization and personal attention. With customized drinks
 and 13 pillows
 to choose from, it is all about providing a personalized stay at Burj Al Arab, thus, appealing to the modern tourist who seeks to affirm individuality and to be in control. Also Burj Dubai appeals to visitors seeking uniqueness, as noticeable in the following quote: “When you close your luxurious front door, Burj Dubai ceases to be a global monument – and becomes a personal one”
. Here the multi-faceted character of Burj Dubai as both symbol and customized experience is underlined. We are aware of the fact that future owners of Burj Dubai flats may not be visiting tourists but rather staying inhabitants and expatriates, however, we find that since Burj Dubai is depicted as much more than merely a home, it appeals to visiting tourists as well. That is, they may also receive a personal experience when interacting with the location. 

Go to the world’s finest restaurants. By elevator. Discover the quietest corner of downtown. Inside your living room. Photograph the breathtaking migration of peregrine falcons
. At your feet, the world of commerce, cuisine, and entertainment. Above your head, the sky, serenity. Home. [...] Sky living – it means you both have immediate access and unparalleled sanctuary, in the heart of a fast-paced world.

First of all, variety is ascribed much importance; Burj Dubai is a place of tranquillity and solitude as well as social interaction in a ‘fast-paced world’. In this way, brand managers position Burj Dubai as a location in which both romantic and collective gazes can be performed. Secondly, the –est mentality is present in the description of the ‘finest restaurants’ and ‘quietest corner’. It is not just about building the world’s highest building, it is also about creating the quietest living room in the world. Furthermore, we find it interesting to note the word choice of ‘at your feet’ and ‘above your head’ underlining the central status of the individual consumer and the corporal and social performance of tourists; everything centres on the consumer’s body and mind. We find that Burj Dubai and Burj Al Arab can be seen as examples of mass customization, as outlined by Poon (1993) (cf. 4.1.3). That is, since both facilities put emphasis on tailor-made and personalized services, however, in large amounts.
We find that customization becomes a way experiencing existential authenticity, since it provides a feeling of control and being in contact with oneself. Even though authenticity is not portrayed as an explicit driving force of the experiences of Burj Al Arab and Burj Dubai, having an authentic experience of and being ‘in contact with’ the global and, in this way, also oneself still matter to the overall experiences of Burj Dubai and Burj Al Arab. Whether or not the tourist actually experiences Burj Dubai and Burj Al Arab in such a way is impossible for us to tell, but it is relevant to note the effort put into depicting Burj Al Arab and Burj Dubai as location spots for unique and existential authentic experiences. That is, due to the element of customization and experiences of authenticity, we find that Burj Al Arab and Burj Dubai appeal to modern tourists.
From the above, we see how it is this melting together of values and functions that describe the brand identities of Burj Al Arab and Burj Dubai; that is, a sort of diagonal integration (Poon, 1993). It is a fusion of the local and global, feminine and masculine, past and present, facilities and attractions, the personal and collective, and imagination and reality as obvious from the Burj Al Arab slogan; “Where imagination becomes reality. Welcome to Burj Al Arab”
. As noticeable in the following quotes, Burj Al Arab and Burj Dubai share similar visions; “In Burj Dubai, we see the triumph of Dubai’s vision – of attaining the seemingly impossible and setting new benchmarks”
 whereas Burj Al Arab also seeks to set new benchmarks within the area of most luxurious hotels; “[t]his all-suite hotel reflects the finest that the world has to offer”
. Again, this –est mentality shines through in everything Burj Al Arab and Burj Dubai are associated with; thus, in total agreement with destination branding. 

7.3 Dubailand

7.3.1 Modern Tourists
Dubailand is a gigantic project, first and foremost directed at tourists, and, thus, it is interesting to look at how Dubailand appeals to modern tourists. In our theoretical framework, we refer to urban cultural tourism, and the fact that culture is consumed by tourists. It is argued that more traditional cultural attractions are challenged by new ways of attracting tourists interested in culture. This tallies with the fact that tourism nowadays is consumer driven to a higher degree than previously, according to Poon (1993). That is, the new generation of tourists are commercial tourists; consumers who want to be unique and not just consume the same as everybody else. This demand is clearly met in the theme park called Global Village located in Dubailand, which is “[a] global exhibition showcasing arts and crafts, culture, folklore displays and food from cities around the world through national pavilions”
. Global Village not only figures on Dubailand’s website; it also has its own website on which the consumer element is further underlined.

A shopaholic’s delight, the Pavilions are where craftsmen and tradesmen of the world come together to display and sell their wares. The most unique element of Global Village is the pavilions where you can buy merchandise of countries around the world without actually traveling there.
 
This quote shows an awareness of the consumer element when it comes to modern tourists. It is also worth noticing that it is cultural artifacts which are consumed. This falls in line with the fact that tourism has changed (cf. 4.1.3); new tourism is consumer driven opposed to mass tourism which was seen as producer driven. In the quote above, consumers are the centre of attention and Global Village exists to fulfill their needs. That is, the advantage of having everything in one place is stressed by emphasizing the consumer, who ‘can buy merchandise of countries around the world without actually traveling there’. In this way, Global Village is convenient for the modern tourist. The aspect of being able to buy cultural artifacts from all over the world is also interesting in relation to authenticity. On the website of Global Village, it is stated that “[o]ver the years it [Global Village] has grown into a star attraction among UAE nationals, resident expatriates from over 160 different countries and visitors from across the world”
, which adds to the credibility of having numerous pavilions selling national art, handicraft, and artifacts. That is, even though the brand managers accentuate the cultural diversity, it still leaves the question of authenticity. Shopping for Canadian maple syrup is most likely a different experience in Dubai, than it would be in Canada, and in this sense, the pavilions in Dubai can be seen as examples of constructive authenticity. That is, even though it might actually be syrup made in Canada
, it is situated in a different context than it originally was made for and, thus, the authentic object is socially constructed. However, this element of construction does not seem to repel the modern tourist. In relation to this consumption element of modern tourism, it should also be mentioned that Dubailand sponsors the annual Shopping Festival which is a major event in Dubai
 arranged by the government, or more precisely it has been created by Sheikh Mohammed
. This event is a co-operation between destination and attraction level; that is the government hosts the Shopping Festival, while Dubailand is the key sponsor. 
According to Poon, flexible production is labeled a new best practice within tourism. This, among other things, includes competition on quality, focus on consumers, and customization. Modern tourists want to be unique and are more active both before and during their vacations. On Dubailand’s website, there seems to be an awareness of this. This can be seen as there is an interactive map on the website, giving tourists an overview of Dubailand (see picture 6
). This overview can only be gained through mediation. Due to the size of the place, standing in Dubailand will most likely not provide the same overwhelming experience of how much ground it actually covers, as a look on the map does. This is also underlined by the fact that when clicking on the interactive map, the first thing visible is a picture of Dubai as seen from a satellite which then zooms in on Dubailand. In this way, it is possible to see the enormous size of Dubailand in comparison to the city of Dubai. This overview gives tourists a possibility of planning their vacation prior to travelling to Dubailand. Specifically, it makes it possible to see how the different attractions are located in relation to each other. What is more, it is possible to click on each of the attractions and read a short description of that specific attraction. In this way, tourists have the possibility to actively plan their trip beforehand. Tourists, as modern consumers, have also changed their values as they are more experienced travelers, they now search for quality, the unique, the authentic, and emphasize being spontaneous, unpredictable, and different (cf. 4.1.3). Thus, an attraction like Dubailand is likely to appeal to these modern tourists as its size, structure, and diversity make it easy to customize a vacation. That is, there is a huge variety of things to do, see, and experience in Dubailand, illustration diagonal integration in practice (cf. 4.1.3.)
In relation to the consumer element of modern tourism, the tourist gaze, as presented by Urry (1990), is noteworthy, as it is a way for tourists to consume a destination. In this connection, the collective gaze is interesting as it, according to Urry, deals with the fact that it is people who make a place. This awareness is evident in Dubailand’s corporate brochure, which is full of colorful pictures; two pictures for each headline. What is interesting is that at least one of the two pictures depicts people and, in this way, Dubailand’s branding seems to highlight that the presence of people is important when creating Dubailand as a place. That is, it is not only physical structures but to a high degree also social interaction and cultural life which constitute a destination (cf. 5.1.2). The brochure also participates in putting the consuming tourist in the centre as the attractions are marketed as something built to be consumed. A huge number of the pictures show visitors engaging in activities and not just observing objects and, in this sense, the tourist participates actively in creating the experience. This also relates to the notion of authenticity, as presented by Wang (1999), as these pictures indicate a move away from objective authenticity (cf. 4.2.2). To be exact, through these selected pictures, the brand managers of Dubailand point out that tourists do not only gaze at toured objects, but are also able to engage in activities in Dubailand, and thereby get an authentic experience. Thus, these pictures seem to designate a focus on existential authenticity (cf. 4.2.4). By engaging in a tourist activity, which is what many of the pictures in the corporate brochure display, tourists get the possibility of reaching an existential state of Being. This point is further underlined by the text in the corporate brochure, as having an experience in Dubailand is emphasized numerous times:

Launch yourself into a sensory experience. […] This journey, like all journeys, will be experienced through your senses (p.4).

Experience it for yourself, as you go on the most amazing rides in the world, and see life from a new perspective – upside down! (p.7).

Wellbeing and Health – as you experience peaceful living
 (p. 12)

In these quotes, it is clear that the brand managers emphasize the fact that tourists should engage in the destination to get an experience, both of Dubailand but also internally; that is, the senses are in play, and the element of seeing ‘life from a new perspective’ can refer to a personal development in the tourist and, thus, the text in the brochure also points in the direction of tourists getting an existential authentic experience. 

Yet, the brand managers of Dubailand do not dismiss tourists’ search for the original and natural, which is the type of authenticity modern tourists search for according to Poon (cf. 4.1.3). Poon’s notion corresponds to the notion of objective authenticity as put forth by MacCannell (1973). This type of authenticity is visible in the following quote from the corporate brochure. What is intriguing is that the other two concepts of authenticity outlined in our theoretical framework (cf. 4.2) are also in play in this quotation, further emphasizing Dubailand’s broad appeal.
Not only can the sense of touch soothe the mind, it can also stimulate it. Which is what you can do in the next part of your journey...get in touch with the art of our ancestors, gaze upon heritage Items and be dazzled by a spectacular night-time show that brings New life to traditions of yore. Travel all over the world, collecting souvenirs and artifacts, and learn about scientific advances Islamic scholars have made over the centuries...


It’s where you not only see your past, but reach out and touch it.

In the branding of this particular area of Dubailand, namely ‘Culture & Art’, it is clear that the brand managers intend to appeal to tourists searching for objective authenticity, that is, the authenticity of the original. This can be seen clearly in the phrase ‘[…] gaze upon heritage Items’, where the traits of the toured object are central, that is, a heritage item is often associated with something old and original. At the same time, tourists are placed away from the object as they gaze upon it and, thus, the focus on the object and not the experience is highlighted. This adds to the critique of Wang’s total dismissal of the concept, as we see that it is an aspect used when branding Dubailand. The use of objective authenticity is even more obvious on the official tourism website as argued in section 7.1. Nonetheless, objective authenticity is not the only aspect used to appeal to the modern tourist. 

The following phrase; ‘[…] be dazzled by a night-time show that brings New life to traditions of yore’ can be seen as an example of constructive authenticity in the sense that an old tradition is brought into the present and socially constructed as something authentic. Even though the brand managers do not use the word ‘authentic’, it is implied in the choice of words. There is an awareness that it is not possible to completely re-enact the old show, but this is justified by the fact that it has been given ‘New life’; that is, brought into the present. In this way, tourists experience a toured object, the show, which in the context can be perceived as authentic. As stated by Cohen (2004), it also depends on how strict the tourist’s criterion for authenticity is. Over time, the show might even turn into something which can be seen as emergent authenticity in the sense that it might be perceived as part of Dubai’s culture instead of merely a re-enactment of something belonging to the old and traditional culture of Dubai. In this way, the brand managers not only approach tourists in search for objective authenticity. The last part of the quote: ‘It’s where you not only see your past, but reach out and touch it’ exemplifies Wang’s contribution to the ongoing discussion about authenticity, namely existential authenticity. In this part of the quote, it is highlighted that even though looking at a toured object is still attractive, it is not enough. The brand managers of Dubailand emphasize the interactive elements in this specific case by stating that tourists are able to ‘touch’ the past. This underlines the point made in the theoretical framework (cf. 4.1.3) where it is argued that gazing is not enough. In this way, it is no longer the toured object which is drawn attention to, but the fact that tourists can interact with the object and, thereby, get the possibility of creating an authentic experience. This also tallies with the ideas of experience economy where it is argued that the consumer wants an experience highly generated through the senses. 

In general, it can be argued that tourists are in focus in the branding of Dubailand, as the brand managers accentuate the diversity of the attraction in every aspect. One thing which is particularly prominent in the branding is the desire to appear unique. Moreover, there is a constant strive for being the best, the most innovative, and building the highest; that is, the –est mentality clearly surfaces here. For instance, the following is stated about the Al Sahra Desert Resort: “Al Sahra is a unique desert resort [...]”
 and about City of Arabia, it is stated that the
[...] City of Arabia project will consist of the following components: MALL OF ARABIA: The largest mall in the world, with innovative and exciting themed areas, designer boutiques and exclusive salons in distinct Arabian architectural surroundings.
 
These are just some examples of the ways in which Dubailand appeals to the modern tourist by emphasizing the –est mentality. Also being unique and innovative corresponds to the desire of the modern tourist to feel unique; something which can be acquired through experiencing unique attractions, buildings, and structures. Yet, it is worth noticing that while the brand managers of Dubailand aim at positioning the attraction as unique, Dubailand contains a park like the ‘Falcon City of Wonders’; a place which:

[...] will feature cultural facilities with structures based on famous sites and the architectural marvels of the world, such as the Pyramids, the Hanging Gardens of Babylon, the Eiffel Tower, the Taj Mahal and the Leaning Tower of Pisa.

At the first glance, ‘Falcon City of Wonders’ does not seem particularly innovative or unique and it seems as if Dubailand merely profits on other destinations’ fantastic structures; do brand managers promise more than they can do? Just as authenticity is discussed in relation to Global Village, it can also be argued that Falcon City of Wonders becomes a place where authenticity is highly constructed. That is, aspects with a certain cultural and historical anchorage are moved into a completely different context. 
7.3.2 More Than Just an Attraction?

As stated in the case presentation, Dubailand is an entertainment park, or in its own words “[…] the world’s most ambitious tourism, leisure and entertainment project […]”
, taking up 278 km2, which makes it one of the largest attractions in Dubai. However, when looking at the website of Dubailand, it can be difficult to establish whether it is merely an attraction or a destination in its own right. It is important to mention that we have categorized Dubailand as an attraction participating in creating the overall destination product (cf. 1.). This duality of being both an attraction, in our terminology, and a destination, in its own words, is interesting since Dubailand, as a destination, would be placed on equal footing with Dubai. Thereby, it would not simply be an attraction participating in shaping the overall destination brand of Dubai. On this basis, this section takes its point of departure in Dubailand’s labeling of itself as a destination.

In the corporate brochure, it is stated that:

A product of extraordinary vision, Dubailand is the world’s most ambitious tourism, leisure and entertainment destination, and will be home to both world-class and unique attractions. Dubailand has been designed to appeal to tourist segments across genders, age groups, world regions and activity preferences.[…]

Dubailand will be a distinctive destination that offers pure family entertainment and education, incorporating a significant number of attraction, day and night-time activities as well as a huge variety of hotels to encourage overnight stays and longer visits
.

In this quote, it is obvious that the brand managers of Dubailand accentuate Dubailand as a destination in its own right. That is, it is highlighted that Dubailand has several attractions which, according to this corporate brochure, appeal to virtually all tourists. Clearly, the management team behind Dubailand labels Dubailand as a destination and, thus, it is interesting to look at what constitutes a destination in order to establish whether or not Dubailand can be seen as a destination in the context of this thesis. As previously stated (cf. 5.2.1), we believe that a destination consists of tangible and intangible elements, that is, it is constituted by physical structures, arts, entertainment, shops, hotels, and natural environment, as well as cultural life and social interaction. Following this description, Dubailand can be seen as a destination as it contains all these elements. On the website, under the CEO’s message, it is stated that:

The diverse projects under DUBAILAND™ include theme parks, eco-tourism projects, shopping malls, restaurants and residential units. Projects are being developed by a variety of dynamic investors from the UAE, GCC and overseas […].

DUBAILAND™ will inevitably be an attractive place to ‘live, work and play’ for the Emirate’s growing population.

This is not the only case where it is obvious how much the management team wishes to draw attention to Dubailand’s diversity and multi-faceted character. This diversity tallies with the notion of urban cultural tourism (cf. 4.1.1) which emphasizes that cities have the advantage of having activities and attractions geographically concentrated. In this connection, it can be mentioned that Dubailand is being built in a delimited area and, in this way, it becomes geographically concentrated. Of course, we cannot know if the people behind Dubailand decide to expand the area and, thus, we can only relate to the current plans. This diversity is among other things displayed in the corporate brochure where aspects such as arts, entertainment, and hotels are stressed and so is the fact that these elements constitute the attraction level in Dubailand. 

Dubailand will contain world-class attraction-based experiences, most of which wilVl [sic] throw open their doors to tourists in the year 2010.

Dubailand’s attraction-based experiences categories include

· Theme Parks

· Culture and Art

· Science and Planetariums

· Sports and Sport Academies

· Wellbeing and Health

· Shopping and Retail

· Resorts and Hotels

This quote emphasizes that Dubailand can be seen as a destination externally as well as internally, as it contains aspects characteristic of destinations. In the previous quote from the CEO, it becomes clear that it is his goal that Dubailand should cover all aspects of life as he states that ‘DUBAILANDtm will inevitably be an attractive place to ‘live, work, and play’’. In this way, by emphasizing not only tourists but also the residents of Dubai, Dubailand is shaped as a destination. Previously (cf. 5.2.1), it is stated that when branding a destination, it is important to show sensitivity of the destination to prevent it from turning into a non-place. In this sense, for Dubailand to be successfully branded, it needs to take its physical location and cultural heritage into consideration. In the overall branding of Dubailand, the different attractions are divided into categories as shown in the quotation above, and here it is worth noticing that ‘Culture & Art’ constitute a category. Thus, the management team ascribes value and importance to Dubai’s cultural heritage and Dubailand becomes anchored in the local culture of Dubai. That is, even though Dubailand is a modern mega project with entertainment and leisure for tourists as well as residents, it also seems important for the brand managers to relate to the culture and history of Dubai, thereby emphasizing a frame of reference connected to the past. This is, among other things, done by creating areas such as ‘Dubai Heritage Vision’ which includes ‘Al Sahra’.
Al Sahra is a unique desert resort set in 40 billion square feet of undulating sand dunes just thirty minutes from the heart of Dubai. Its star-attraction, “Jumana – Secrets of the Desert” is a world class extravaganza with spectacular light, laser, sound and pyrotechnics effects, staged in an imposing amphitheatre built in the style of an ancient Arabic settlement. Al Sahra Desert Resort offers restaurants, a traditional Souk with arts and crafts of the region […].

This quote contains numerous references to Dubai’s cultural heritage and physical location, for instance, the amphitheatre is built ‘in style of an ancient Arabic settlement’ and Al Sahra offers ‘a traditional Souk’. Moreover, the biggest attraction is called ‘Jumana – Secrets of the Desert’, emphasizing the physical location, that is, that Dubai and, thus, also Dubailand is located in the desert. Dubailand also contains areas such as ‘Islamic Culture and Science World’ and ‘Legends Dubailand’ which is a “[…] leisure and cultural project of three main theme parks […]
. All this contributes to shaping Dubailand as a destination. 

Having established that Dubailand is more than just an attraction, the following looks at the consequences this positioning has for the overall branding of Dubai. Initially, the fact that the management team behind Dubailand positions it as a destination can be seen as a threat to Dubai, as it can be argued that Dubailand, through this strategy, removes focus from the overall destination brand. Naturally, we cannot know if the managers behind Dubailand are conscious of the levels we present in this thesis, however, it is still interesting that the term ‘destination’ is used both on the official tourism website and on Dubailand’s. However, even though Dubailand refers to itself as a destination, the management team also refers to Dubai and equates Dubailand’s mission and goals with that of Dubai as the overall destination. For example, the following is stated in the corporate brochure:

Dubailand leverages the phenomenal growth of Dubai’s tourism over the past decade and world-class infrastructure. All projects being developed in Dubai strongly indicate that tourism will continue growing rapidly over the coming decades. Dubai has taken giant steps to capitalize on this fact, setting itself an aggressive target of attraction 15 million tourists by 2010
. 

In this way, the brand managers of Dubailand acknowledge that Dubai as a tourist destination has some overall strategies and goals which Dubailand partakes in accomplishing. On the website under ‘Facts & Figures’, it is stated that “DUBAILAND™ expects a footfall of 40,000 visitors a day and will contribute to attracting 15 million visitors to Dubai by the year 2015”
. By mentioning the goal for the number of tourists visiting Dubai in the brochure and on the website, and not just Dubailand, the management team seems aware of the bigger picture, that is, that Dubailand is part of the overall destination brand. The overall message is the same, but it is worth noticing that the number of tourists visiting Dubai is the same but the timeframe is different; in the corporate brochure the goals should be reached by 2010, whereas it is 2015 when reading under ‘Facts & Figures’. Dubailand is no longer a competitor of Dubai, but instead a strong fellow player when it comes to creating a strong brand. To further underline the connection to Dubai, the following is stated: “DUBAILAND™ is a member of Tatweer
 and the world’s most ambitious tourism, leisure and entertainment project, designed to catalyze the position of Dubai as an international hub of family tourism”
. This quote indicates that Dubailand focuses on creating Dubai as a strong brand. Yet, it seems that Dubailand has a strong brand in itself and the question is how the values and goals correspond to the values and goals communicated through the official tourism website, that is, at destination level in Dubai. To further explore this, the subsequent section deals with which values and identity the Dubailand brand communicates in relation to the destination brand. 
7.3.3 Mission, Values, and Identity

This section takes a closer look at some of the means through which the brand managers of Dubailand communicate the identity and values of the brand. Thus, we take a look at logo, slogan, and pictures in order to examine how these influence the brand. 

Generally speaking, it can be said that Dubailand is anchored in the past, present, and, future as well as globally and locally anchored. That is, it refers to the history and culture of Dubai, for instance through the theme park ‘Culture & Art’
, which is one of six overall theme-parks. The brand managers are also aware of the present, and of the characteristics of the modern tourist as a consumer, by dedicating an entire theme-park to ‘Shopping & Retail’
. The reference to the future is seen in the goals and visions for Dubailand, and under ‘Strategy and Objectives’, the following is stated: 

Our quality, our skills and our self-presentation will project our outstanding goals and values which sets out a challenging vision for DUBAILAND™ and the Visitor economy sector to 2010 and beyond [...]

DUBAILAND™ visitor economy will be recognised for the excellence of a number of sophisticated, world Class projects for Business and Leisure visitors which showcase Dubai’s vision, creativity and its heritage and sets new standards for Excellence, quality and sustainability.

First of all, there is a clear objective in these statements in terms of spatial anchorage; that is, Dubailand will set the standards for other projects not only in Dubai, but all over the world. Moreover, this clearly shows that Dubailand is closely connected to Dubai and the goals set for the city in general, indicating local anchorage. The brand managers of Dubailand are explicit about the future goals of Dubailand in comparison with what is stated on the official tourism website. In terms of spatial anchorage, the local anchorage is obvious in the previously mentioned theme-park ‘Culture & Art’ and because the local environment is included actively in this mega project. More specifically, in the ‘Culture & Art’ theme-park, there is the ‘Al Sahra Desert Resort’ which displays local anchorage in the sense that it includes the surrounding desert. Thus, it can be argued that the brand managers ascribe values to the local. When looking at the values presented in the above quote, that is, sophisticated, world class, creativity, excellence, quality and sustainability, the choice of words is similar to many other destinations in the sense that tourist destinations in general wish to be creative, viable, and have quality. Hence, the values can be seen as rather empty clichés in that many destinations highlight the same aspects in relation to, for instance, heritage. Old ruins are often portrayed as magnificent attractions and the brand managers of Dubailand portray them in the same way, but does that make Dubailand set ‘new standards for Excellence, quality and sustainability’?
It is also evident that the brand managers position Dubailand in the global world. This is particularly prominent in ‘Falcon City of Wonders’ where tourists can experience replicas of some of the world’s seven wonders. “Falcon City of Wonders Cultural World with life size mixed use components like the Eiffel Tower, Pyramids, the Hanging Garden of Babylon and the Taj Mahal”
. These monuments clearly indicate a global anchorage in the sense that they are recognized as icons all over the world. Yet, it can be argued that the presence of these replicas contradicts the brand value of uniqueness, as it is not very unique to merely copy icons. On the other hand, it can be considered unique that tourists can now travel to Dubai and see many of the great architectural wonders of the world gathered in Dubailand. Additionally, this supports the overall communicated brand value of Dubailand as well as Dubai as places where tourists can experience a bit of everything. What is interesting is that ‘Falcon City of Wonders’, being this global cultural mix, actually has a strong local reference in the sense that “[…] it is shaped to represent the falcon, emblematic of the UAE's heritage”
. Another example of the spatial anchorage is seen in connection to the ‘Great Dubai Wheel’ about which it is stated that: “the Great Dubai Wheel will be one of the biggest in the world (bigger than London Eye)”
. This reference to London Eye links Dubai to the rest of the world, but also provides tourists with a feeling of how big this wheel actually is by referring to something many people are familiar with. Hence, this mix of the local and global is very characteristic in the branding of Dubailand. 

Another characteristic element in Dubailand’s branding is the aspects of having fun and having no worries. In general, it can be said that the website is colourful and on the front page the headlines ‘event calendar’, ‘interactive map’, and ‘Dubailand Attractions’ indicate that several fun things are happening in Dubailand. That is, the colours add a positive and lively atmosphere to the website, and this is most likely also the way the brand managers of Dubailand want tourists to experience the attraction. This creative and progressive style is an expression of the core values, and this is closely connected to the –est mentality; for instance, the above-mentioned Dubai Wheel will be one of the biggest in the world, and Dreamworks Animations SKG ”[...] has signed an AED 1.8 billion agreement with Dubailand to develop its first unique theme park”
 (our emphasis), also illustrating the –est mentality. Being creative and progressive is also shown in Dubailand’s slogan ‘Fun is building in Dubailand’. This slogan emphasizes the fact that Dubailand is far from finished, but instead is a place developing rapidly, as is Dubai. The slogan underlines progress and development when looking at the phrase in terms of grammar, as the brand managers have chosen the progressive ‘building’, indicating that Dubailand is in progress. Thus, it can be argued that the brand managers focus on branding the entity even though this entity is not there physically as it is under construction. 
The animated logo (see picture 7
) is a collection of colours whirling around which again points to the multi-faceted aspect of Dubailand; that is, a lot of different aspects, represented by the colours, are united in one. Another thing worth noticing in the slogan is the word ‘fun’; it is obvious that Dubailand is breathing space away from everyday life with obligations, bills, and constraining public roles. In this way, Dubailand can be said to have a present anchorage in the sense that it provides fun and relaxation for modern tourist here and now. This can be connected to Wang’s (1999) idea of existential authenticity (cf. 4.2.4), as he argues that due to the loss of true self in modern society, tourists search for authenticity in a tourism setting. However, it is not necessarily only a search for objective authenticity, but a search for a freer and more spontaneous way of living which can be obtained through tourism activities. Wang states that tourists are “[...] in search of their authentic selves with the aid of the activities or toured objects” (Wang, 1999: 360). In this way, Dubailand offers a location in which tourists can search for their authentic selves in a free, more fun, and spontaneous environment. 

Looking at the more visual aspect of the branding, namely the pictures on the website, it is interesting that there is a vast number of computer made pictures (see picture 8
,9
,10
 on the next page), which is naturally due to the fact that it is an attraction in progress. These pictures are much idealized and underline the mediated nature of Dubailand. 
As argued in our theoretical section (cf. 4.1.3), the tourist gaze is not always a matter of first-hand experience, but instead the media representation plays a huge role. This is especially prominent in Dubailand as a huge number of sections and parks have not been built yet, but instead of showing tourists empty grounds, a mix between computer made photos and ordinary photos are displayed. These pictures have certain common traits as they are all very colorful and joyful, and show the various ways of having fun in Dubailand. In this way, tourists get a mediated image of Dubailand. One particular picture (see picture 11
) of people on a rollercoaster ride in Dubailand’s corporate brochure
 caught our attention as it seemed familiar. It turns out that the picture has also been used in the 1990s in an advertisement in Denmark. This further underlines the mediated aspect of Dubailand, as the brand managers have used a picture which clearly communicates the ‘right’ feelings of a rollercoaster thrill ride, but otherwise has nothing to do with Dubailand. Thus, tourists get a pre-understanding of Dubailand through these pictures which are not necessarily pictures from Dubailand, but merely pictures communicating the values of Dubailand. 

Thus, it can be argued that there is a high degree of consistency in Dubailand’s branding, which is considered one of the most important aspects when it comes to branding, in the sense that the slogan, logo, pictures, and text on the website emphasize fun, uniqueness, innovation, planning ahead, and excellence. As Dubailand often refers to Dubai in the branding, it is clear that the branding of Dubailand participates in creating the overall destination brand. In this connection, it is interesting to see that the values projected from Dubailand onto Dubai correspond to the values communicated at destination level. However, what is different is the way these values are anchored; Dubailand has a mixed anchorage as it is both local and global, whereas the official tourism website has a more unambiguous local anchorage. The fact that the brand managers of Dubailand are aware of Dubai’s status as the overall destination overshadows the fact that Dubailand is positioned as a destination in its own right. Moreover, the values projected show an awareness of the consuming modern tourist, who wants a unique and authentic experience, everything at one place. 
7.4 The World and The Palms

7.4.1 Preliminary Considerations

In relation to The World and The Palms, it is important to note that their primary target segment is not the modern tourist, but rather business investors or others with the finances to buy an island in The World or build a hotel or vacation home at The Palms. These attractions are still of interest for the common tourist, both as Kodak attractions, meaning attractions which tourists need to have a photography of or simply gaze at; and also because these attractions will house hotels, restaurants, resorts, and other initiatives most likely directed at modern tourists. 

Before going into detail with the branding of The World and The Palms, the authenticity of the concept of The World is reflected upon. Constructing the world as man-made islands positioned in the Arabian Gulf is obviously a replication and is, thus, in-authentic in the general sense of the word. Nevertheless, it is a unique replication as it is found nowhere else on earth. However, what is important in this connection is, if tourists and customers view this attraction as authentic and if they are able to gain an existentially authentic experience when interacting with this attraction. It is, though, beyond the scope of this thesis to examine how tourists perceive the attractions, yet it is possible to examine how The World and The Palms position their offers in a way which gives the tourist a chance of gaining an authentic experience. 
7.4.2 Communicative Means in the Branding

Through the use of various technologies, the websites of The World and The Palms provide an opportunity for any visitor to gain a lot of information about the attractions. Both websites feature what is referred to as a brand video
 about the attraction while other features include detailed photographs and information about the development and plans for The World and The Palms. This indicates an awareness of present-day information society, where the consumer seeks information and is bombarded with information through many different media channels. The consumer has become used to the possibility of seeking information about anything before making any decisions to purchase. Hence, the websites are obliging the needs of the modern tourist (cf.4.1) and with the interactive videos, the tourist may have a feeling of what it would be like to be there himself. Moreover, not only do these detailed pieces of information meet the demands of modern tourists, they also provide the perfect opportunity for the management to project the image that they would like tourists and other consumers to hold of the attraction.
That is, besides being factual, the communication on the websites is an attempt to direct the customer towards the desired image. For instance, ‘the principles
’ found on The World’s website are single words with small anecdotes attached to them. These words, being ‘bespoke’, ‘grand’, ‘rare’, ‘visceral’, ‘intelligent’, ‘magical’, and ‘legacy’
, signal desired abilities and values which the management of these attractions would like the consumer to associate with The World. It should be noted that storytelling is a strategy specific to the branding of The World that is not utilized in the branding strategies of our selected attractions. 

Returning to the principles of The World, the opening site and the seven principles read: 

The first of its kind, its tale is told through seven guiding principles - principles that define that the development means today and in the future, and how the ideas and initiative of a select few will architect a destination whose allure will attract the attention of millions. 
I. Bespoke

In an era of multiplicity and me-too, it’s hard to standout. But in times like these, it’s still possible to be the sun in your own universe. Welcome to your very own blank canvas in the azure waters of the Arabian Gulf. Where orchestrating your own version of paradise – whether it’s a resort hotel or condominium communities – is a much needed inocultion [sic] against the ordinary, and where you’ll discover that The World really can revolve around you.

II. Grand

Grand isn’t just about being big. It’s about daring to measure dreams against reality, actions against words, and going ahead despite the obstacles. It’s about shifting common perception on its head to architect streets from water and a city from sand. It’s about creating something profound yet universal. Something that captures the imagination of the planet, and doesn’t let go.

III. Rare

For a few of us, unique isn’t so unique anymore. Somewhere along the way, the very concept of rarity has become a shell of its former self. Imitators are everywhere, but innovators can still be found, if you know where to look. Innovators that create singular destinations in singular cities, places so uncommon they pull at the heart, captivate the mind and take up residence in the soul.

IV. Visceral

The thrill is back. And this time, it’s here to stay. Your pulse races. Your heart pounds. A once-in-a-lifetime experience has begun. A whirlwind of sights, sounds and emotions that leave you weak in the knees and casts life in a brilliant new light. You may have discovered the perfect soul mate. Sand, sea, sky. Yours.

V. Intelligent

Beauty means nothing without brains. The kind of brains that answer the big question, like how do we navigate this brave new world? How do we create the paradise from just sea and sand? How does the romance of privacy and day-to-day simplicity go hand in hand? This is the kind of intelligence that blurs the line between art ad science, the intellect and the psyche. Because despite its good looks, it’s smarts that make The World go’ round.
VI. Magical

There is nothing more elusive than magic – a mysterious marriage of circumstance and chance that takes us back to the enchantment of childhood. But every once in awhile, the stars align and the opportunity avails to experience the unexpected, giving out inner child a much-needed wake up call. Because there’s more then a little magic left in The World.

VII. Legacy

Some destinations tell a great story. Singular but not single-minded, they evolve beyond concrete, glass and steel to shape experiences that will be treasured by generations to come. Layered with meaning and taking inspiration from all corners of the globe, here is where all the good things come together in a luminous display of humanity and community, progress and momentum. Nowhere but in a place like this can the world be so richly re-imagined
.
The quote states that these seven principles tell the tale of The World and narrate the visions and values of the management of the attraction. According to Larsen (2000) (cf. 5.2.6), this characterizes a corporate story. The seven principles are realistic, to some degree, in the sense that they are based on the distinctive characteristics of the brand. A positioning strategy is also clearly visible as the communication is directed at the modern consumer who seeks uniqueness and distinctiveness (cf. ‘Bespoke’, ‘Rare’, ‘Magical’, ‘Grand’). The promise is an experience of uniqueness, and there is proof to support this promise as The World and The Palms are one-of-a-kind monuments. These monuments house residential areas, hotels, shopping and leisure activities which are not particularly unique, hence, the unique experience for the modern tourist is the awareness of being at a unique location. 
Nevertheless, there is more to a corporate story than the above, according to Rosholm and Højbjerg (2004) (cf. 5.2.6). From Rosholm and Højbjerg’s point of view, this tale does not fit the definition of a story. This is due to the fact that the tale of The World lacks conflict and chronology as there is no temporal beginning, middle, or end. Moreover, there are no conflicts or obstacles besides ‘it’s hard to standout’ (cf. ‘Bespoke’) and ‘unique isn’t so unique anymore. Somewhere along the way, the very concept of rarity has become a shell of its former self’ (cf. ‘Rare’), but it is never mentioned how these obstacles are overcome, which would have exemplified how The World embodies the principles. These are merely seven small statements with the purpose of explicating how these principles are visible at The World. However, these statements are not rooted in actual, daily stories of The World, they only accentuate all the good things The World stands for, but we find that there are no actual actions or events to support them. These principles actually serve the purpose of stating how The World can be beneficial to the customer and tourist, rather than the exemplification of how these values can be ascribed to The World. Nevertheless, the tale does have a message; that is, the promise of uniqueness. However, without conflict, characters, and chronology, the tale comes of as a fable. It is so positive that it becomes untrustworthy; nothing can be that good. 

The introduction to the seven principles emphasizes the fact that The World is temporally anchored in the present and the future: “[…] principles that define that the development means today and in the future, and how the ideas and initiative of a select few will architect a destination whose allure will attract the attention of millions” 
. The quote indicates that The World is clearly not situated in the past, but in the present and particularly in the future as it ‘will attract the attention of millions’ (our emphasis). 

Brand managers of The Palms, on the other hand, seem to provide the customer with some kind of story.

Many know The Palm as an international icon, but few realise it was created [to] help solve Dubai's beach shortage. The Ruler of Dubai drew a sketch of a palm tree, realising its fronds would provide more beach frontage than a traditional circular island. From this insight, the idea of The Palm was born and the trilogy of islands envisioned
.

In this quotation, there is a kind of chronology in the sense that the story begins with the conflict that Dubai’s beach shortage needs to be solved. Sheikh Mohammed solves the conflict and the story ends with the idea of The Palms being envisioned. The message of this story is that anything is possible and any problem can be solved in Dubai. However, this story lacks what the tale of The World had, namely a visible positioning strategy; a promise to its customers and a clarification of values and identity. Thus, neither of these stories works well as brand stories. The information missing in these stories need to be accumulated from other parts of the websites, if it is there at all. It has the effect that the customer is forced to explore the website in order to find this information, and, in this process, he is further exposed to the marketing of the attractions. Nevertheless, from our point of view, a coherent, extensive, and explicit brand story would enhance the effect of the branding. 
Other communicative means include slogans and logos. The slogan of Palm Jumeirah is “live the eighth wonder
 of the world”
. This slogan is quite a statement, however, according to the website, “The Palm Jumeirah is known as the eighth wonder of the world”
, which would justify the slogan. However, the list of The Seven Wonders of the world is constantly revised and not compiled by an official authority, hence, it would be interesting to know who specifically has classified Palm Jumeirah as the eight wonder of the world. That being stated, it is the symbolic value in categorizing The Palm as the eighth wonder which is important to the brand managers. And it is a great slogan, as it signals something the consumer can expect. It also suggests the active and performative role of the tourist (cf. 4.1.3). More importantly, according to Cai (2002) (cf.5.2.6), it is used consistently, as is the logo of The Palms representing a palm leaf (see picture 12
). Hence, there is a clear reference between the object and the logo. In this regard, it can be noted that since “[…] The Palm Jumeirah is the icon that captivated the world’s attention”
, it seems even more peculiar that this attraction is not part of the destination product offered on the official tourism website. 
As to the slogan of The World: “Like nothing else. Found nowhere else. Epic.”
, there is no clear indicator of what the slogan refers to; however, it emphasizes some of the characteristics of The World, namely that of uniqueness and distinctiveness. The slogan consists of two phrases and a single word. The two phrases in the slogan, ‘Like nothing else’ and ‘Found nowhere else’, both express uniqueness, and it is obvious that if The World is unlike anything else, then it is clearly not found anywhere else either, thus it almost seems superfluous to include both phrases. Nevertheless, in this particular context, it can be argued that the first phrase ‘Like nothing else’ signals innovation and ambition, whereas the second phrase, ‘Found nowhere else’, is a spatial link to Dubai. The objective is presumably to signal that great innovations can only emerge in Dubai, which is highly debatable. Moreover, it seems quite odd that the brand managers have included the word ‘Epic’ in the slogan, and not made it into a phrase, like the remaining slogan. Thus, it comes to function as an indisputable conclusion and definition of how The World is to be perceived.

The logo is a representation of The World, meaning that also this logo bears resemblance to the object (see picture 13
). Both slogan and logo are used consistently. The effect of the consistent use of slogans and logos on both websites is that they become recognizable to the modern tourist and other consumers. The logos function as icons creating associations to the objects, The World and The Palms, in the mind of the tourist. Thus, consistent use of logos and slogans are important, because they then become recognizable to the tourist, ultimately leading to a higher awareness of the attractions and, thus, potential purchase.

Particularly, the brand managers of The Palms incorporate the media well in the process of delivering information to stakeholders and tourists. This becomes evident, for instance, with Palm TV, which is two episodes where the tourist can “[…] hear experts discuss and showcase the creation of The Palm, Jumeirah and its attractions”
. Furthermore, it is mentioned that “National Geographic has dedicated a one-hour programme to the island's creation, revealing project challenges and how they were overcome through technological innovation”
. Obviously, the website provides any kind of news with relevance to The Palms. Surely, most of it only refers to The Palms in praising terms, nevertheless, it shows an awareness of the influence mediated texts have on the purchasing behaviour of tourists and other customers. Thus, The Palms participate in creating the mediascape (cf. 5.1.2) encountered by modern tourists, in the sense that the brand managers create a representational space, where the interaction between the media and the object becomes structured, and, thus, comprehensible for modern tourists (cf. 5.2.1).

Lastly, it should be noted that The World and some of The Palms are not completed yet, meaning that they are unreal in the literal sense of the word. This symbolizes the future anchorage of these attractions, as something which is meant to be consumed and experienced in the future. This also indicates that a lot of the photographic material, including the interactive tours and videos, are digitally produced expectations of how these attractions will look like. Ultimately, this entails that what tourists witness when they physically visit these locations does not correspond to the images seen online. This may lead to a disappointing experience, and, thus, may cause that the brand image is not reinforced or even completely negated. However, according to Urry (1990) and Jansson (2002) (cf. 4.1.3), the tourist gaze and consumption of an attraction are also based on the mediated picture of this attraction and not only on first-hand experiences. So even though the physical experience may be disappointing, it may still be the mediated picture of the attractions which is remembered by the tourist. Therefore, what at first glance seems a disadvantage, namely branding attractions that are not physically there, may not necessarily be so to the target segment. Rather, it may prove efficient because it is possible to hype and direct a lot of attention to the attraction at various development processes, resulting in visitor revenues from the very beginning of the building process and beyond the point of completion. 
7.4.3 The Identity and Values of The World and The Palms

According to Hankinson (2001) and Rainisto (2003) (cf. 5.2.5), branding involves expressing clearly defined identities and values. The identities and values of The World and The Palms, which are derived from the marketing campaigns of these two attractions, are described in key words like extraordinary, innovative, and unique. That is, the images and identities the brand managers of the attractions wish to express are, for instance, characterized by being attractions of grandeur, in the sense that these attractions are ambitious and distinguishable from anything else found on earth. This identity is highly visible in the slogans and in the intros to the websites. For instance, in the intro to The Palms, it is stated: “[t]hree times the innovation. Three times the ingenuity. Three times the ambition. A series of destinations that are simply extraordinary“
. Besides the use of the previously mentioned words, the grandeur of this project is illustrated by the fact that these words are multiplied by three, as there are three palm islands. In this case, however, the extraordinariness is not just in the words. It is rather extraordinary to build three artificial islands shaped like palm trees and make a replica of the world consisting of artificial islands. A statement which further exemplifies the extraordinary and unreal aspects of these attractions is that ”Nakheel
 has announced that it is developing its first island on The World, Coral Island, a super-luxury resort on the 'north coast of Canada'”
. The fact that Nakheel is building an island on the ‘north coast of Canada’ seems phantasmal and it is probably these elements of something fantastic, unreal, and innovative that appeal to modern tourists. Such entrepreneurial initiatives are a novelty; it is almost science fiction. In relation to science fiction, recognisability is important, and the fact that the world and a palm tree are recognizable objects means that the consumer may not be alienated by these attractions. 
As with The Palms, The World is similarly referred to as a destination, which the following quote illustrates.

A journey. A saga. A legend. The World is today’s great development epic. An engineering odyssey to create an island paradise of sea, sand and sky, a destination has arrived that allows investors to chart their own course and make the world their own
.

Even though these monuments are referred to as destinations, they are not destinations in our terminology, but attractions and part of the overall destination product. This is due to the fact that even though various types of businesses, shops, hotels, and other activities of interest to the modern tourist are housed at these islands, they lack the abstract, official, and political aspects which characterize destination level, in our opinion. Nevertheless, the deliberate use of the word ‘destination’ in the quotations above illustrates that these attractions seek to offer everything that modern tourists could need and want, so that all relevant offers can be found within a comprised and geographically well-demarcated area. Hence, the brand managers of The World and The Palms seek to offer all-inclusive products, corresponding to the idea of diagonal integration as coined by Poon (1993). It is a means of accommodating the needs of the target segment. This can also be linked to the symbolism of reconstructing the world, namely that Dubai has it all; it has the world. The last part of the quote is rather interesting; The World ‘[…] allows investors to chart their own course and make the world their own’. That is, the target customer, which in this case is an investor, can decide for himself what he wants to achieve and obtain from and in The World. The World is his playground, and he literally owns the world. It is important to note that investors are not the focus of our thesis, but we believe that tourists can get the same experience of visiting The World or that they, at a minimum, are able to relate to the freedom of choice that The World offers. 
The freedom of choice, flexibility, and the possibility to ‘make the world their own’ add to the unreal and extraordinary experience of the attractions. It provides a personal experience for the target customer, which can be related to the notion of the romantic gaze (cf. 4.1.3). The notion of the romantic gaze implies that the tourist, and maybe also in this case the investor, has a personal and semi-spiritual relationship with the object. It is proposed that the target consumer can have this kind of relationship with the attraction as he can own a part of it and decide for himself what this part of The World should look like and what should be built here. Another quote illustrates this well: “[…] orchestrating your own version of paradise […] is a much needed inocultion [sic] against the ordinary, and […] you’ll discover that The World really can revolve around you”
. This highlights the egocentric side of the modern consumer, and the message is that the customer is in focus. The World offers a break from everyday life. We live in the world, but here you literally have The World at your feet and can experience The World anyway you like to. Of course, this is directed at investors, and tourists are only indirectly the audience. However, what tourists relate to is the symbolic value of the flexibility, customizability, and customer focus that The World displays. In this sense, the tourist is able to gain an existentially authentic experience of The World and The Palms. That is, even though the modern tourist cannot actively get involved with the object by buying one of The World islands, the tourist is eventually able to interact with the activities and attractions housed at The World and The Palms, but also to establish a personal relationship with the attractions solely based on the gaze. Thus, it becomes the tourist’s personal opinion that decides if the experience and the object are authentic. This is congruent with Wang’s (1999) notion of existential authenticity (cf. 4.2.4), which focuses on the individual, and the fact that only he can determine if the experience of the object is authentic. 

The vision of The Palms was to solve the problem of Dubai’s beach shortage, so Sheikh Mohammed drew a palm tree, which would provide more coastline than a traditional circular island
. However,
[t]he Palm Trilogy required extensive studies, planning and research. Unprecedented in their scale and complexity, The Palm Trilogy has required Nakheel to become leading experts in the areas of land reclamation and sustainable developments.
 
This quote signals professionalism and ambitions for the part of the engineering company, Nakheel. They find a way to make the unattainable attainable, which ultimately gives the feel that anything is possible in Dubai. It also illustrates how everything should be bigger or preferably biggest in Dubai, which is congruent with the fact that the palm islands surpass each other in size, meaning that the initial island is the smallest, and the last one is the biggest (cf. 2.). This is also congruent with the –est mentality, we find characteristic of Dubai. After initiating The Palms, the next step was to embark on The World. Consequently, this development raises some questions as to what will be built next, and it seems impossible to believe that this rapid development can continue. However, as mentioned in the introduction, The Universe project has been announced, which then again raises the exact same questions. Once, or if, the development stops, it will be interesting to see whether Dubai has positioned itself as a viable tourist destination or whether the constant development has led tourists and investors to grow tiresome of the destination. The viability of Dubai as a tourist destination is returned to in section 8.5.

To return to the fact that no ambition is too grand, it should be noted that another extraordinary feature of The World and The Palms is the fact that these attractions can only really be seen from Burj Al Arab or from the air. Simply being at the location does not allow the visitor to experience the shapes and architectural designs of these attractions. In this way, the sky is the limit in Dubai.

The websites of the attractions equally signal flexibility and easy accessibility. For instance, on Palm Deira, each frond has its own architectural style
 just as each island in The World has its specific characteristics and purposes, for instance, some are resort islands, while others are reserved for entertainment and leisure activities (cf. 2.4.4). On The World’s website, it is stated that “[a]n array of island parcels means an array of possibilities. Engineered to be flexible and designed to be unforgettable – a blank canvas in the azure waters of the Arabian Gulf”
. Thus, an image of versatility and flexibility is projected. The attractions are also flexible in the sense that the consumer is presented with the choice and opportunity of assembling his own personal vacation product from the offered destination product (cf. 5.2.3), which characterizes an experience economic perspective and complies with modern tourists and consumers’ search for more experience-oriented products. The modern tourist seeks flexibility, which is also congruent with easy access. Through modern technologies, it has become easy to get around in the world, physically but also through the internet. Hence, these websites provide easy access to the attractions through the use of internet marketing. Moreover, accessibility is a theme in itself in relation to these attractions, as the entrepreneurs have made a large effort to make it easy for tourists and residents to get to and from, and move around at the attraction
, which Hankinson (2004) states is important to tourists (cf. 5.2.2). In this way, flexibility and accessibility become synonymous with freedom for the individual. 
The branding of The World and The Palms also signals an awareness of environmental issues. According to Poon (cf. 4.1.3), the environment is important in the tourism industry, because if it is destroyed, the destination’s appeal might also be destroyed due to a heightened greener awareness of the modern tourist. The environmental awareness of the management of the two attractions is visible in the following quotes:

The Palm Jumeirah has transformed the coastline of Dubai and forever altered its landscape. Nakheel understands that with developing on such a grand scale comes a great responsibility to ensure environmental preservation and sustainability. This responsibility is understood throughout all phases of creating The Palm Jumeirah.

From the initial planning through the reclamation stage, and to the present day, Nakheel has conducted a wide range of studies, developed and implemented policies, and taken action to ensure that The Palm Jumeirah makes a positive contribution to the environment.
 
And 

The World exists harmoniously with the diverse, surrounding marine life that inhabits its waters, and this is the basis for its future standard towards the environment. […] Initiatives, such as the water treatment plan to reuse water and recycle waste, or the incentives provided for ‘Green’ developers, will aid in the continued harmony of The World, its customers and its environment.

What is significant in the above quotes is that The World and The Palms are built by the same company, Nakheel. However, it seems as if it is only in the case of The Palms that the company conducted studies as to if the construction would affect the environment. Even though these studies most likely were applied to the construction of The World, it would have proven useful to include this fact on its website. As it is now, the quote simply states that The World exists in harmony with the marine life, and will continue to do so if the ‘green’ initiatives are followed. Thus, the awareness of the environment presented on The Palms’ website appears more convincing and credible, because it seems to be based on scientific studies.

On the other hand, the website of The Palms does not draw any attention to its partners and investors, as is the case on The World’s website. On this website, the various partners and visitors are promoted, thus, signalling that the relationships with these stakeholders are important. According to destination branding theory, forming relationships with stakeholders is of the utmost importance to the reinforcement of the brand, because these stakeholders are the ones who come in contact with the customer, and, thus, create the experience promised by the brand (cf. 5.2.2). The Palms will house hotels, shopping and leisure facilities, restaurants, and spas, meaning that there are many stakeholders, and it would presumably prove beneficial to the management of The Palms to promote these stakeholders in order to ensure a more consistent expression of brand messages. 
A palm and a world map are universal symbols; hence, the attractions in question are globally and universally anchored. The Palm Deira has a historical link to Dubai, as “[t]he widening of the Creek in the 1960s was the birth of modern-day Dubai, so it is fitting that the creation of a new city for Dubai, The Palm Deira, begins here too”
. In this sense, the creation of the palm island in this area is rather symbolic. The Palms are attached to Dubai, as it is mentioned on the website that Sheikh Mohammed has envisioned the project. Also The World mentions Sheikh Mohammed and Dubai; however, it can be argued that these attractions have little local anchorage, and may as such almost be regarded as non-places, according to Tomlinson (1999) (cf. 5.1.2), meaning they can be located anywhere because of the missing link to the territorial culture and history. The hyper-real and phantasmagorical nature do not imply that tourists cannot get a unique experience at these locations. That is, the tourist may still act in and around these attractions, thus creating an authentic experience. 
7.4.4 References to the Destination of Dubai

In relation to our problem formulation, the focus is on how Dubai is branded as a tourist destination at destination and attraction level. This also incorporates how the different levels refer to each other in the branding. In regard to The Palms, it only has few references to Dubai as the overall destination brand, while The World has a tab dedicated to ‘About Dubai’. Even though there is no obvious link between The World and the territorial culture and history of Dubai, the fact that a tab is dedicated to Dubai still illustrates an awareness of The World’s geographical location, whereas the fact that brand managers of The Palms draw so little attention to The Palms being located in Dubai only adds to the feel of it resembling a non-place.

The brand managers of The Palms only refer to Dubai to indicate that The Palms were Sheikh Mohammed’s solution to the beach shortage of Dubai. On the website of The World, there is a description of Dubai’s development as a metropolitan tourist destination.

Surrounded by vast dunes of rolling sand lapping at the foothills of the arid Hajar mountains to the east, Dubai has come of age as the ideal tourist destination. Often known as ‘The City of Gold' or ‘The City of Lights,' these days it seems like it could be known as ‘The City of Records.' With the first 7-star hotel, the largest man-made islands and the richest horse race in the world. Dubai is also breaking records for tourism growth. Between 2001 and 2004, the yearly number of visitors to Dubai has grown by almost fifty per cent to over 6 million
. 

This description of Dubai is very picturesque and alluring, and again the –est mentality is prominent, which is particularly visible in the phrase ‘The City of Records’. This phrase really proves that everything in Dubai is –est, right from ‘the largest man-made islands’, to ‘richest horse race’, and the fastest growing tourist destination in the world. 

The World’s website describes Dubai’s appeal to the modern tourist in the following: 

The luxury lifestyle that Dubai offers is perfect for the discerning tourist [..] If you enjoy sports, then Dubai is leading the way in the Middle East. […] If you like to shop, then Dubai is a dream; if you are not a shopaholic, then prepare to become one.[…] Dubai's success has been built upon its ability to embrace diversity and promote innovation, turning it into one of the Middle East's most successful stories: a progressive 21st century city and world-class destination for business and tourism. You will find a fascinating mix of nationalities in Dubai — a melting pot of cultures — whatever your tastes or interests, you will find them in Dubai. 

In the quote, there is focus on luxury lifestyle, sports, shopping, and innovation. In this sense, the diversity and flexibility of Dubai are ascribed importance. Dubai is portrayed as an innovative and global city with a mix of nationalities, tastes, and interests. However, this description of Dubai is not completely identical to the one found on the DTCM’s website. The difference is that the website of The World does not focus on the historical and indigenous culture of Dubai, but rather a future-oriented culture of innovation and globality, which is in accordance with the fact that The World, as an attraction, has a more global frame of reference in terms of spatial anchorage. Thus, it makes sense to the management of The World to express how the attraction fits into a future-oriented culture found in Dubai. 
In this connection, the role of Sheikh Mohammed is noticeable. As previously mentioned, he envisioned the design of the palm islands, and also the website of The World ascribes importance to him in relation to the growth of Dubai. That is, it was the vision and guidance of Sheikh Mohammed that made “[…] this emirate embark[…] on a journey which transformed it from a trading post in the Arabian Gulf to the thriving metropolis that it is today”
. The fact that Sheikh Mohammed envisioned The Palms and that the brand managers of The World ascribe importance to him almost make the Sheikh an omnipresent character. Although he often functions as a shadow figure, he is, in some regard, the personification of values such as ambition and innovation, which are also ascribe to The World, The Palms and Dubai as a destination. This is elaborated on in section 8.4.
8. Complementary Reflections 
Having applied our theoretical framework in our analysis of destination and attraction level, we now continue by adding some complementary reflections in order to gather up the threads, thereby gaining a more nuanced view on our problem field. In section 8.1, we start by gathering our findings in the analysis as a point of departure for discussing and producing an answer to our problem formulation. However, before doing so, section 8.1 takes into account that we, through our analysis, have found that there is more to the discrepancy outlined in our problem formulation than assumed initially. We connect destination and attraction level with special attention to the anchorage of communicated values, the attractions presented at the different levels, and the linkage between the levels. Following this, section 8.2 discusses the consequences for modern tourists of the outlined discrepancy. In section 8.3, the potential of the Dubai destination product is discussed by comparing the content of the destination product with the demands and needs of the modern tourist. Section 8.4 explores Sheikh Mohammed’s role in the branding of Dubai as he appears to be visible at both destination and attraction level, to a larger or lesser extent. Lastly, in section 8.5, we discuss the viability of Dubai as a tourist destination.

8.1 Discussing the Nuances of Discrepancy

In this section, we pinpoint the discrepancy between destination and attraction level in Dubai based on our analysis of these levels. That is, we discuss wherein the discrepancy lies and what consequences this has for the overall destination brand.

Based on our analytical findings, we find that the values communicated at destination and attraction level are much alike. The DTCM accentuates, for instance, Hatta Heritage Village as being unique due to its historical and cultural link to Dubai, and Ski Dubai as being one of the extreme and extraordinary concepts in Dubai. Similar values are prominent in regard to Burj Al Arab, Burj Dubai, The World, and The Palms which are all innovative, man-made masterpieces exceeding anything that has been done before. Dubailand offers tourists an extreme degree of flexibility, which enables tourists to assemble and co-produce their own unique vacation experience. In this way, being innovative, extraordinary, extreme, and unique are some of the values presented at both destination and attraction level. Thus, the discrepancy does not lie in the values communicated at the two levels.

However, through our analysis, we show that these values are anchored differently at destination and attraction level. Moreover, the individual attractions presented at both destination and attraction level anchor these values differently. Based on our analysis, it is apparent that the discrepancy in relation to anchorage contains two components, that is, temporal and spatial anchorage. In this sense, our pre-understanding that there is a difference in anchorage is reinforced. It is clear that the values and attractions presented by the DTCM predominantly have local anchorage; that is, the values communicated by the official government department are rooted in cultural and traditional aspects of Dubai. For instance, when the DTCM brand managers display the uniqueness of the destination, it is through accentuating the local souks and the surrounding desert. We find that when the brand managers refer to the destination as extraordinary and spectacular, they highlight tours where tourists, for instance, can experience the oldest mosque in Dubai. In this way, the local anchorage becomes obvious, as traditions and indigenous culture are put in focus, which is congruent with the traditional view on cultural tourism. On the other hand, our selected attractions point to the fact that cultural tourism can be something where culture is not necessarily rooted in the past. 
The temporal anchorage should also be noted. The values communicated on the official tourism website are mainly rooted in the past. The attractions that the DTCM brand managers refer to are not just local but also connected to Dubai’s past such as, for instance, Hatta Heritage Village. However, the DTCM also presents attractions, like shopping malls, which are anchored in the present. Thus, the frame of reference on the official tourism website is mainly limited to the past and present of Dubai. The values communicated on the websites of our selected attractions are similar to those communicated at destination level. However, the values do not have the same temporal and spatial anchorage as the values accentuated at destination level, nor are the values of the individual attractions anchored in a similar manner. Yet, the aspects of the local and the past and present are not totally disregarded.

In the analysis of Burj Al Arab and Burj Dubai, focus is on how these attractions are branded as symbols in the global world. As mentioned, brand managers of the Burj Dubai website ascribe importance to Burj Dubai’s global status and not just its presence in Dubai by comparing it to numerous high towers around the world and, thus, the brand managers visually establish Burj Dubai as the highest building in the world. The global frame of reference is also present on the website of Burj Al Arab, as it has a number of restaurants providing cuisines from around the globe, as well as the Skyview Bar from which its visitors can overlook The World. The local and historical anchorages are not neglected; however, these are not as paramount in the branding as they are on the official tourism website. The brand managers of Burj Dubai and Burj Al Arab still ascribe importance to the fact that these attractions are located in Dubai by using traditional Arabian symbols as inspiration for the architectural expressions of these landmarks. In terms of temporal anchorage, we argue that Burj Dubai and Burj Al Arab are anchored mainly in the present and the future. It should be noted that the brand managers of Burj Dubai emphasize the future by having grand aspirations for the future, while Burj Al Arab is more oriented towards the present as it focuses on its current status as an extremely luxurious hotel. 

As our analysis shows, the anchorage of values communicated on Dubailand’s website is equally global and local. An example of this is Falcon City of Wonders which contains reconstructions of several of the world’s wonders, meaning that tourists do not need to travel around the world to see spectacular sights; they can just come to Dubai. In this sense, there is a lucid global anchorage. However, at the same time, the shape of the park, being that of a falcon, is highlighted in the branding as bringing forth associations to Dubai’s traditions of falconry; thereby, signalling local anchorage as well. In terms of temporal anchorage, the brand managers of Dubailand equally emphasize past, present, and future when communicating values ascribed to Dubailand. The past is highly in focus in the area named ‘Culture & Art’, where traditional aspects of Dubai are commodified. The numerous shopping possibilities can be seen as signs of present anchorage as consumerism is a strong modern world phenomenon and a trait of modern tourists. The future perspective is obvious at the ‘Astrolab Resort’ which has a ‘Virtual Reality Time Travel Amusement Park’, both being extraordinary, phantasmagorical, and futuristic. 

The discrepancy in the anchorage of values at destination and attraction level becomes even more evident when looking at The World and The Palms, where the frame of reference is predominantly global. That is, besides being a solution to a practical problem, namely shortage of beach area, the Palm Jumeirah is also the self-declared ‘eighth wonder of the world’. Moreover, both The Palms and The World are structures to be seen from the air or space to fully capture their sizes and shapes. In terms of temporal anchorage, both The Palms and The World are rooted in the present and the future as these structures are assets of present-day and future Dubai, which express visions for the future.

In figure 7, we visualize the temporal and spatial anchorage of the values communicated at destination and attraction level in relation to the branding of Dubai as a tourist destination (see next page).
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As figure 7 illustrates, the DTCM, that is, the destination level, is situated in the lower left corner, due to the fact that the values by which the destination level brands Dubai are locally anchored as well as temporarily anchored in past and present. The selected attractions, constituting the attraction level, have a tendency to be located in the upper right corner, as the values communicated by these attractions have a more present and future anchorage as well as they are more globally anchored. Thus, the fact that global anchorage, prominent at attraction level, is practically not present at destination level, illustrates an apparent discrepancy between the way in which the communicated values are spatially anchored at the two levels. The discrepancy is also clear in relation to temporal anchorage, as the DTCM does not anchor the values it ascribes to Dubai in the future, which, to a much higher degree, is the case on the attractions’ websites. 

Figure 7 focuses on the overall anchorage of values, and its aim is to serve as a general overview of our analytical findings. However, we are aware that the positions of the destination and attraction level in this figure are not fixed, but rather fluid. For instance, as our analysis shows, Dubailand’s website highlights a mixture of values which represents both past, present, and future anchorage. The anchorage span is illustrated by the horizontal arrows in the figure, thereby, taking into account the fluid nature of the anchorage positioning. We acknowledge that this fluid nature is also present in the vertical dimension in relation to spatial anchorage, however to a lesser degree, which is why we have chosen not to include vertical arrows in the figure. Due to the fact that time, and thereby temporal anchorage, is a continuum, we find that it can be seen as less stable and, therefore, the degree of fluidity is larger than the fluidity of spatial anchorage.
As mentioned in the introduction, it was our pre-supposition that the selected attractions constituted a huge part of the destination product presented at destination level. However, we quickly experienced that there was a discrepancy between the attractions presented at the two levels. Having analyzed the official tourism website and the websites of the attractions we singled out as characteristic of Dubai, we find that the destination product visible on the DTCM’s website is insufficient and incomplete. We find it reasonable to assume that if the mega-structures and highly innovative sights such as Burj Dubai and The World were included in the destination product, it would communicate a more multi-faceted and holistic tourist destination brand. This is due to the fact that it is predominantly the same values of uniqueness, extraordinariness, flexibility, and innovation which are emphasized on the various websites. Thus, including our selected attractions in the destination product would only consolidate these values as part of the destination brand even more. However, we acknowledge that some of our selected attractions are more easily incorporated than others. For instance, Dubailand and Burj Al Arab might be easier to incorporate in destination level due to the similarity of value-anchorage; that is, in the present and the local. 

It is important to note that our selected attractions are highly mediated in the sense that they are prominent in the mediascapes regarding Dubai. That is, we assume that the highly innovative sights we associate with the Dubai brand are most likely perceived the same way by others, since our pre-understanding is based on the prominent mediation of the Dubai brand. Thus, it is our assessment that there is a great publicity potential for the destination level in including the attractions constituting our attraction level in the destination product. Including these attractions at destination level would facilitate a more credible projection of the destination brand in relation to modern tourists, as it would be more in correspondence with the mediated image modern tourists are exposed to in their search for information about Dubai. Thus, it is our assessment that the destination level would capture the diversity of Dubai to a higher degree by drawing on our selected attraction level, as Dubai as a destination is obviously more diverse than what is presented on the official tourism website. 

There is no doubt that there is an overall destination brand as brand managers of the selected attractions emphasize the fact that the attractions are situated in Dubai and are all working for the common goal of calling attention to Dubai. But whereas there are numerous references from the selected attractions to Dubai as an overall destination, it is surprising to see a lack of references going in the opposite direction; that is, from the official tourism website to our selected attractions. Cooperation between the various stakeholders of a destination is important, according to Hankinson (2004). However, in this case there seems to be a lack of cooperation, which points towards a discrepancy between destination and attraction level, as shown in figure 8.2 below.
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The figure adds a nuance to the discrepancy discussion. On the basis of our analysis, we find that there is a connection between our selected attractions and the destination level in the sense that these attractions refer to a unifying brand of Dubai; that is, the overall set of values associated with this particular destination. However, as the dotted arrow symbolizes, the overall destination level does not refer to our selected attraction level. Thus, the brand managers of the DTCM do not emphasize the highly mediated attractions in the branding of Dubai as a tourist destination. The nuance added to the discrepancy discussion is that there is a dissimilarity in the degree to which these levels refer to each other. 

To conclude, there are three nuances to the discussion of discrepancy between destination and attraction level. First of all, there is a difference in the anchorage of values at the two levels. Secondly, there is the initial discrepancy between what we expected the official overall marketer of the Dubai brand to include in the destination product and what is actually included. Finally, we find that there is an important nuance to add to this second discrepancy since we find that the selected attractions emphasize their part in the overall destination brand, without the destination level paying much attention to the existence of these attractions. 
8.2 Discussing the Consequences of Discrepancy 

With point of departure in our problem formulation and the existing discrepancy, we discuss the consequences this discrepancy has for the branding of Dubai towards modern tourists. The overall values communicated at destination and attraction level are similar despite the fact that they are anchored differently. This entails that the identity of the Dubai destination brand is consistent because of the communication of similar values, but the messages can be seen as inconsistent due to the different anchorages. That is, brand managers of the selected attractions and of the official tourism website make use of common starting points, that is, words like unique, extraordinary, and innovation, but the interpretation and use of these words are different.
It should be noted that we see these inconsistent messages because we combine attraction and destination level of Dubai. That is, to tourists only visiting the official tourism website, or just one of the mentioned attractions’ websites, the Dubai brand may express a holistic identity. However, this does not hold true if the tourist is also exposed to the media beyond the control of the destination. Moreover, Dubai as portrayed by these unmanageable image formation agents is more congruent with the representation of our selected attractions, than it is congruent with what is presented at destination level. As the selected attractions are highly mediated, it is likely that tourists know of these structures and, thus, experience inconsistency when visiting the official tourism website. However, despite these inconsistent messages, we still find that Dubai has a holistic brand identity. The DTCM’s task is to communicate an official, overall, and unified destination brand. It can be said that the DCTM may actually have an advantage in relation communicating a consistent message in the sense that it constitutes an authority of the tourism community. Our thesis also illustrates that the DTCM may be able to communicate a more unified and overall destination brand by incorporating our selected attraction level. In this way, we find that Dubai lacks a clear, overall sender to communicate this holistic identity as an all-encompassing entity. 
It can be argued that the diversity of the Dubai destination brand appeals to modern tourists, who by definition are information seekers, and, thus, interact with the mediascapes of Dubai, through which the individual tourist gathers an understanding of the Dubai destination brand. Hence, due to these attributes of the modern tourist, it can be argued that the destination brand of Dubai does not need to stand out as absolutely holistic, as the modern tourist, to a higher degree than previously, can relate to a less holistic brand. Mass tourism provided uniform package vacations whereas modern tourism is about mass customization and flexibility, making tourists co-producers of the destination product. Following this assumption, it poses fewer problems to the modern tourist that Dubai communicates inconsistent messages. However, we do not underestimate the importance of consistent communication as it is a problem if a destination comes across as fragmented and confusing, both for brand managers of the destination, tourists, as well as other stakeholders. 

8.3 Discussing the Potential of the Destination Product

As mentioned in the introduction, our pre-understanding of Dubai as a tourist destination was based on the impression that Dubai is the place to go if looking for innovation, flexibility, and a great variety of events and attractions. This combined with the ambitious vision of the DTCM to position Dubai as the world’s leading tourism destination signals that the organization behind the destination brand has made considerations in regard to if and how this is at all an obtainable goal. That is, in order to reach this goal, the destination is dependent on a certain quality and diversity of destination offers. However, it is our assessment that the destination product promoted on the official tourism website is not sufficient, in part, because it is very much locally anchored. This is not to say that a destination cannot survive on historically and culturally anchored attractions, but we doubt that Dubai will be the world’s leading tourist destination when having bird watching as one of its main entertainment attractions. It is our assessment that the attractions promoted at destination level are not adequate in order to give Dubai the competitive edge which will distinguish it from other modern destinations. That is, Dubai is not exploiting its resources to its fullest, as the DTCM does not include the various other mediated attractions and events found in Dubai, which have publicity potential. 

It almost seems as if the destination brand portrayed at destination level is unable to keep pace with the physical development of Dubai, since recent attractions are not included by the DTCM in the branded destination product; thus, the destination brand loses diversity. The destination product composed at destination level, thus, becomes too narrow and restricted, because recent initiatives such as Dubailand, The World, and Burj Dubai are not included in the total offering. We acknowledge that our selected attractions are unable to constitute the overall destination product in themselves. It is in the combination of and interplay between the attractions emphasized at destination level, our selected attractions, and various other attractions related to the Dubai brand that the brand can gain additional strength. 
The destination product’s potential in relation to distinguishing itself from others lies in its ability to communicate distinctive and unique core values. It is essential that these values are backed by actions, so that they do not end up being empty words, as modern tourists may see through the created illusion. It is not enough for Dubai as a tourist destination to connote uniqueness and innovation, if this is not founded in something tangible. The aim should be ‘to show it’ rather than ‘tell it’. What might distinguish Dubai from other destinations of similar characteristics might be the way that new initiatives are developed; the mentality behind it all. This mentality is of an excessive nature that permeates every initiative in Dubai.
The analysis of our selected attractions shows that Dubai is the home to many impressive buildings, extraordinary landmarks, and comprehensive events, all situated in a discourse ascribing value to uniqueness and innovation. We find it questionable to found the uniqueness of the Dubai destination product in the –est mentality. That is, there is nothing unique in being the best or fastest. A number of destinations aspire to be the best or greatest, for instance, Cap Cana is branded under the slogan “The World’s Greatest Destination”
, and VisitBritain also highlights the –est mentality when stating that “England is the largest country in Britain, and home to the largest city in Europe, 600 miles of beautiful coastline, and a population almost three times that of Australia”
. In this way, we find that the –est mentality is a common discourse in the communication of other destination brand identities. Thus, Dubai does not come across as particularly unique in this regard, as the –est mentality can easily be copied in the sense that other destinations can easily choose to built the world’s highest structure. However, Dubai is naturally just as entitled to compete on being unique, tallest, best, and most luxurious as any other destination. 

The destination product marketed on the DTCM’s website cannot be reproduced in that these attractions, events, and sights are locally anchored and unique to Dubai. It is easier to replicate The World, as it does not have as close a historical and cultural connection to Dubai as, for instance, the Grand Mosque. In this way, the brand managers of the DTCM may have a point in accentuating the historical and cultural aspects of Dubai as unique. The degree to which Dubai is actually innovative can also be discussed as it, as a destination, contains the same elements as numerous other destinations. That is, many major tourist destinations offer impressive architecture, theme parks, historical and cultural sights, and local scenery. Not only does Dubai have the same elements as other tourist destinations, it also contains replicas of, for instance, the Pyramids, the Leaning Tower of Pisa, and The Hanging Gardens of Babylon. Therefore, Dubai as a tourist destination does not come across as particularly innovative or unique.

Nevertheless, if there is no consistency in the communication of the –est mentality, the possibility of succeeding is lessened. For instance, on the website of Burj Dubai, it is stated that The Dubai Mall, which is to be built next to this gigantic tower, “[…] is poised to be the largest mall on the planet […]”
. However, on the website of Dubailand, it is stated that it in part “[…] will consist of […] MALL OF ARABIA: The largest mall in the world […]”
. It comes across as odd that both these attractions claim to be building the world’s largest mall. It also has the result that the –est mentality, which can be seen as characteristic of Dubai, looses significance and becomes an empty cliché. The same is the case with the values ascribed to these statements, as they lose their distinctiveness. The modern tourist is left with two ‘largest malls’; left with an inconsistent message. Thus, the -est mentality becomes empty, flat, and trivial when going into detail with an example like this. However, our analysis of destination and attraction level still shows that the –est mentality is useful in relation to the overall branding of Dubai since it becomes synonymous with modern Dubai culture, as there is focus on reaching for the stars. The fact that everything is the biggest, tallest, or most luxurious in relation to both concrete structures as well as abstract values and qualities might be what gives Dubai a touch of being out of the ordinary and revolutionary. Or it might be because this development seems to have happened overnight, or simply due to the sheer determination with which this transformation has been carried out. In this sense, it becomes the experience and feel of Dubai that is revolutionary, and not solely its attractions, regardless of them being the biggest or most magnificent. That is, it is the abstract and intangible culture and identity of Dubai, by which the destination distinguishes itself, which is revolutionary. 
When assessing the potential of the destination product, it should be mentioned that Dubai has a great deal to offer. It provides flexibility for the modern tourist who appreciates the freedom to assemble and influence his own customized vacation. The modern tourist is free to mix his own destination product from attractions with the potential of giving him an authentic experience. It does not matter whether or not other tourists, locals, or other stakeholders question the authenticity of the experience. 
Our analysis shows that all three types of authenticity are present in the branding at both destination and attraction level. At a closer look, our analysis reveals that there are nuances as to how the different types of authenticity are represented. At destination level, it is clear that most emphasis it put on objective authenticity and to some degree constructive authenticity in the sense that focus is on whether the toured object is authentic. The focus on objective authenticity can be connected to the fact that the DTCM’s website mainly focuses on historical and cultural sights with a local anchorage. Existential authenticity is not absent at destination level, but overshadowed by especially objective authenticity. In contrast, existential authenticity is more obvious at attraction level, as the authentic is no longer bound to a toured object but rather the individual’s feeling of the object as something authentic. Our finding that authenticity is represented differently at the two levels further indicates that there is a lack of communication and link between destination and attraction level. However, it also underlines the fact that Dubai has numerous things to offer modern tourists, also in terms of authenticity, and thus, combining these two levels may result in the Dubai brand coming across as more complete and diversified.

The Dubai brand has a great potential of accommodating the needs and demands of tourists of today and tomorrow. The modern tourist demands diversity and flexibility from a destination in the sense that one day the tourist wants to experience the culture of the destination, while the next day it is all about leisure and shopping. This corresponds to the notion of diagonal integration (cf. 4.1.3). In the theoretical framework, it is argued that the modern tourist demands a customized destination offer. This requires that a destination has numerous activities and attractions to choose from. Surely, Dubai can accommodate this demand, however, from a market communications perspective, trying to direct the communication to everyone is difficult and this might end up appealing to no one, because the focus and aim of the communication may be too scattered. Thus, the wish to position a destination as appealing to all tourist segments may prove to be disadvantageous. At a minimum, it would require that the DTCM creates a website which solely focuses on tourism as a way of developing the growth potential of the destination. This website could then go into detail with the different activities and various types of tourism, thereby, displaying flexibility required by the modern tourist.
8.4 Discussing Sheikh Mohammed’s Role in the Dubai Brand

We are aware of the fact that we can only experience Sheikh Mohammed’s representation in various mediascapes. Therefore, we examine how the different stakeholders, brand managers, and the overall destination brand of Dubai may benefit from drawing attention to the presence of Sheikh Mohammed, and not the actual political and internal structures of Dubai.
Sheikh Mohammed is the chairman of the DTCM as well as Ruler of Dubai, and, on the DTCM’s website, the following is stated:

Dubai's first oil exports in 1969 were followed by a period of rapid development that laid the foundations for today's modern society. Much of the credit for this development can be traced to the vision of the late Ruler, HH Sheikh Rashid bin Saeed Al Maktoum, who ensured that Dubai's oil revenues, despite being relatively modest by the standards of the region, were deployed to maximum effect.


His work has been continued by the present Ruler, HH Sheikh Mohammad bin Rashid Al Maktoum [...].

Here it becomes obvious how the Al Maktoum family is ascribed much importance to in the development of Dubai. It is not only at destination level that Sheikh Mohammed is emphasized as the catalyst for Dubai’s progress. As established in our analysis (cf. 7.4), brand managers of The Palms and The World ascribe much importance to Sheikh Mohammed as a source of inspiration. This is also the case with Burj Dubai, as obvious in the following quote:

Emaar had but one inspiration the unflagging enthusiasm set in motion by His Highness Sheikh Mohammed bin Rashid Al Maktoum, Vice President and Prime Minister of UAE and Ruler of Dubai, who inspires us to reach for the stars.

Sheikh Mohammed is depicted as the driving force behind Dubai’s innovative progress. Here it is not one of the world’s leading real estate companies (Emaar) that has ‘set in motion’ the eagerness and determination to constantly succeed; it is Sheikh Mohammed.

Having indicated Sheikh Mohammed’s prominent status at both destination and attraction level, it can be said that this apparent omnipresence is portrayed on Sheikh Mohammed’s own official website
 as well. His role as a visionary front figure can be seen in his thoughts regarding the future of Dubai. By stating, ”[w]e are proud of our past and our present and we face the future with unflagging determination”
, and “[b]efore evaluating the future, we have to take a quick look at the past, for it is the foundation of tomorrow”
, Sheikh Mohammed brings together past, present, and future. By acknowledging these temporal aspects equally, we get the impression that Sheikh Mohammed wishes to bring together all the different stakeholders, values, and identities of Dubai and, thus, function as connecting tie between destination and attraction level. 
What further underlines the public role of Sheikh Mohammed is the fact that he has published the book My Vision – Challenges in the Race for Excellence, which “[...] offers a detailed account of the vision that transformed Dubai and the UAE into international hubs for commerce and finance”
. On his website, it is described how Sheikh Mohammed, in his book, “[...] holds Dubai up as an example of extraordinary development based on excellent leadership, management, teamwork and timely decision-making”
. Sheikh Mohammed is depicted as much more than just head of the state; it is his and his family’s
 visions that have transformed Dubai, and even the whole UAE, into a financial centre, thus, making him a symbol of Dubai’s success
, or at least that is how he is portrayed. However not explicitly, Sheikh Mohammed’s book constitutes part of the branding of Dubai. It underlines the omnipresent character of Sheikh Mohammed as he aims not only to draw attention to Dubai as an example of success and excellence but also to present his view on how to develop and control a destination brand. Certainly, Sheikh Mohammed is a very influential character in Dubai and the UAE; however, not only self-appointed as he 

[…] was voted one of the world's most influential people in a TIME magazine survey [...] and included in the most recent TIME 100 list of Heroes and Pioneers for making Dubai an internationally recognised synonym for success.

Sheikh Mohammed seems to be an acknowledged symbol of Dubai’s success and by having an official website and publishing a book, he certainly also seems to position himself as a public figure.

From the above, we find that the presence and role of Sheikh Mohammed add an element of consistency to the brand of Dubai, at least publicly in various mediascapes. Though this may be the case, the destination brand of Dubai does not necessarily become consistent. Certainly, Sheikh Mohammed’s position provides him with the potential of making the Dubai destination brand more holistic; of bringing together the locally and globally anchored values, and the temporal anchorage of past, present, and future. However, we do not find that Sheikh Mohammed’s position is sufficiently made use of at destination and attraction level. In other words, since we have not been able to find any consistent logo or slogan that function as connecting factor of Dubai, we find that portraying Sheikh Mohammed as an icon of Dubai may provide such brand recognition. For instance, Sheikh Mohammed and the Al Maktoum family can become symbols of Dubai as the Danish royal family is of Denmark. We find that the overall Dubai brand can gain from emphasizing Sheikh Mohammed as this charismatic, visionary leader that he is actually portrayed to be. 

As Sheikh Mohammed is the ruler of the Dubai emirate, his presence in the branding underlines the political character of destination branding. Though this political element is what separates destination branding from corporate branding, we find that the omnipresent role of Sheikh Mohammed suggests some similarity to corporate branding where it is common to have a lead person with certain characteristics as, for instance, Richard Branson representing Virgin. However, since Dubai is not an actual firm or corporation, we find that Sheikh Mohammed, due to his apparent omnipresence, runs the risk of coming across as rather autocratic and megalomaniac from a western point of view, which may affect the brand of Dubai negatively. Here it is important to take into consideration the personal objectives of Sheikh Mohammed. That is, as well as seeking brand recognition of Dubai; he may also seek brand recognition of his own persona. And certainly, we are aware of the fact that the information on Sheikh Mohammed’s official website is most likely coloured by his personal objectives. That is, he seems to position himself not only as visionary leader but also as a charismatic person, for instance, by appointing himself ‘the poet’ and ‘the equestrian’
. Still, Sheikh Mohammed seems to acknowledge the importance of stakeholders by stating that “[t]he relationship between the leaders and the people of the UAE is one of the secrets behind the nation's success”
. Thus, it becomes obvious how he ascribes importance to lived space constituted by ‘the people of the UAE’ (cf. 5.2.1). Sheikh Mohammed wants “[...] everyone in this country to benefit and to be of benefit at the same time”
. However, as stated by Blichfeldt (2003) (cf. 5.2.3), such stakeholders cannot be controlled. This contrasts with the statement made by Anholt (2007) that it is those cities or countries that are run more like companies that become successful (cf. 5.2.3). We find that the branding of Dubai shares some resemblance to corporate branding since the strong values and visions of Sheikh Mohammed add to the brand identity of Dubai. However, a strong leader does not necessarily equal a strong and consistent brand, and we find that a destination can only be controlled to a certain extent. There will always be unmanageable factors such as various stakeholders and the media. It is difficult to manage a destination like Dubai as an all-encompassing entity consisting of and containing many different functions and products. The fact that we experience a discrepancy between destination and attraction level indicates that Sheikh Mohammed does not function as an overall unifier of the brand, despite the fact that he is portrayed as a strong leader.
Since we regard branding from a western perspective, applying western branding literature, where bottom-up management is perceived as a conventional organizational structure, the seemingly top-down management of Dubai, with Sheikh Mohammed in the lead, risks coming across as rather totalitarian. This top-down management may be regarded differently in the context of the Middle East. That is, leadership within destination branding may be associated with different strategies than in the Western World. In this way, it is possible that Sheikh Mohammed can be even more salient and dominant in this Arabian context without it being perceived as totalitarian. However, it is important to take into consideration that Dubai stakeholders and brand managers not only wish to make Dubai appeal to Middle Eastern and Arab people; rather, the awareness of and openness towards the global and Western culture visible at attraction level suggest a wish to appeal to westerners as well. Since many westerners invest in and visit Dubai, brand managers still risk the management of Dubai being perceived as too controlled and authoritarian. Thus, in order for the Dubai destination brand to be viable, we find it essential that brand managers and stakeholders of Dubai find a balance between Western and Arabian cultures as well as branding strategies, since it is exactly the branding that is supposed to attract ‘around the world’ consumers. For instance, it can be said that the boycott of the China 2008 Olympics represents exactly what Dubai must avoid. That is, political agendas and managements standing in the way of tourists and other stakeholders visiting the destination. Thus, combining the Arabian and Western World may be the very challenge for Dubai. That is, this combination must not be perceived as a clash sending mixed messages but rather a rewarding fusion. Thus, we find that though the destination brand of Dubai may benefit from emphasizing Sheikh Mohammed as a connecting factor linking destination and attraction level, it is important that this is done in a rather implicit manner so that both westerners and Arab people can relate positively to his presence. 
8.5 Discussing Dubai as a Viable Destination 

In the above, we consider the positive and negative aspects of the Dubai destination brand. In this section, we make some assessments as to the viability of Dubai as a tourist destination. That is, how and if Dubai will appeal to tourists when the brand becomes more ‘established’ and the initiatives of, for instance, Burj Dubai, Dubailand, The World, and The Palms are completed. At first sight, it can be said that Dubai is now in its fashionable phase, as coined by Morgan & Pritchard (2007). That is, since many people have heard of Dubai but not yet visited it, the destination is exclusive and fashionable, thus, appealing mostly to trendsetting tourists ‘ahead of the rest’. However, since brand managers are concerned with what the destination might become rather than its exclusivity right now, we find that Dubai, at both attraction and destination level, heads towards a famous phase. That is, brand managers of Dubai want the destination not just to appeal to a limited segment of trendsetters; they want it to become the world’s leading tourist destination appealing to everybody whether they want sun, sea, and sand, entertainment, historical culture, or shopping. We find that Dubai is built with the aim of becoming a tourist destination; the vision of Dubai as a future tourist destination has been prior to the actual status of and interest in Dubai as a tourist destination. For instance, whereas Louvre in Paris is constructed not just to attract tourists but also to fulfil a need within the local population to experience art, this is not the case with Dubailand and The World, for instance. It is possible that Dubai is not necessarily ‘constructed’ to fulfil needs but rather creates a need within modern tourists. For instance, that fact that Burj Al Arab offers 13 pillows to choose from, is creating a need more than fulfilling a need. It is not usually a problem for hotel guests just to sleep with the provided pillow. 

In our analysis, we see an awareness of and openness towards the global at attraction level. That is, in order to attract tourists from around the world, the selected attractions are open to different interpretations and do not represent one coherent culture. Due to the fact that Dubai depends very much on visiting tourists and investors, this universal appeal, manifested in, for instance, the –est mentality, is essential. Since Dubai is constructed to become a world-famous tourist destination and trading hub mostly appealing to tourists and investors, the problem may arise if or when tourists and investors lose interest in the destination. Will this lead to Dubai becoming deserted? It is essential that Dubai is able to constantly refresh itself, present strong positioning and communication strategies, and, in this connection, be aware of the potential markets that the destination can attract. 

The question is whether this whole tourist-Mecca mentality is viable. Depending this much on visiting tourists, Dubai risks sinking into oblivion if the destination is not able to keep attracting tourists as well as other stakeholders who uphold Dubai as a destination by providing services, facilities, and events; features addressing modern tourists. In this way, it is possible that there is a risk by staking too much on few sources of revenue. However, the establishments of, for instance, Dubai Media City and Dubai Internet City indicate that the government is aware of this since these ‘cities’, in time, may become established centres of media- and internet-based technologies, just like Hollywood is of TV and movie productions. This is also obvious in the following quote from www.dubaimediacity.com:

DMC
 is a successful reflection of the vision of His Highness Sheikh Mohammed Bin Rashid Al Maktoum
, UAE Vice President, Prime Minister and Ruler of Dubai to transform Dubai into a knowledge-based society and economy.

Dubai is not merely to constitute the world’s leading tourist destination but also to become ‘a knowledge-based society and economy’. Since the Dubai government is very restricting in relation to granting citizenships
, it suggests an immediate discrepancy in the sense that Dubai’s growth very much depends on attracting foreign stakeholders and workforces; that is, openness towards the global is essential. However, we find that it rather underlines the status of Dubai as a modern society of fluid workforces and varying stakeholders. That is, Dubai represents a non-committal place to fulfil special opportunities and visions without giving up one’s own national identity. 

The problem may arise if or when Dubai is exceeded in innovative structures, entertainment parks, and shopping offers; when Burj Dubai is no longer the highest building in the world, does it then represent the highest aspirations? That is, from our analysis, we find that this –est mentality is part of Dubai’s brand identity. However, being the best, biggest, most luxurious and excessive may not be viable since it is likely that other destinations in other parts of the world, in time, will manage to exceed Dubai’s innovative destination product. For instance, this questions whether Dubailand is able to maintain the progressive element of ‘fun is building’ when completed. As mentioned previously, it may exactly be this active and developing status of Dubai that makes it an intriguing and appealing destination at the current moment; that is, not knowing exactly what will happen next adds the element of surprise and amazement to Dubai. .. If this is the case, it is essential that brand managers and stakeholders of Dubai manage to constantly reinvent and redefine Dubai in order for it not to become familiar and fatigued (cf. 5.1.2). Since it is important that the physical development is able to meet expectations, Dubai might face a problem in the future if the destination product is no longer able to move with times. In other words, if this –est mentality merely exists in Dubai’s visions and values and cannot be upheld in ‘real’ life, then the different visions, objectives, and values of Dubai risk becoming empty phrases or clichés. Even though Dubai may be able to reinvent itself and keep developing in such rapid a pace as we see right now, we question whether constantly seeking to exceed can keep drawing attention. Being superior seems to be ascribed more importance than the actual content, which may result in Dubai not coming across as unique. 
9. Conclusion 
Dubai is characterized by great ambitions, extraordinary constructions, and unique thinking. It is an oasis of ambition in which creativity has no limits. This view on Dubai functioned as a source of inspiration to us when delimiting our problem formulation. With the overall aim of examining what the apparent discrepancy between what is marketed at destination and attraction level entails for the branding of Dubai in relation to modern tourists, we found it natural also to investigate which values are attributed to the overall destination brand of Dubai at each level. We also found it fruitful to include an investigation of how authenticity is represented at destination and attraction level and whether this representation corresponds to the demands of the modern tourist.

On the basis of our analysis, we find that there are a number of characteristics attributed to the overall Dubai brand by the brand managers of the websites in focus. We find that a common characteristic of destination and attraction level is what we define –est mentality. Both levels show great interest in promoting various attractions, structures, and events as the tallest, biggest, most luxurious and so on. We also find that both levels accentuate the values of being unique and flexible; flexible in the sense that at both destination and attraction level, it is stressed that Dubai has a variety of offers for modern tourists. When comparing these values to the actual products emphasized at destination and attraction level, they have a tendency to become hollow. It can be argued that building the tallest structure becomes hollow in the sense that it is easy for other destinations to copy, and, in this way, having the tallest structure only adds value to the brand as long as it is not exceeded. This is especially salient at attraction level. However, at destination level the –est mentality is connected to cultural and historical sights, adding to the uniqueness of the destination as these are sights which cannot be copied and, thus, are exclusive to Dubai. However, with the ambition of becoming the world’s leading tourist destination, we argue that it is inexpedient that the brand managers of the DTCM do not make use of the resources at hand, that is, the attractions emphasized in the mediated image of Dubai. The –est mentality loses its uniqueness since being the best, tallest, and most luxurious has been the goal of tourist destinations for centuries. However, the –est mentality still becomes an aspect unifying the brand as it is present at both levels. Also, it should be noted that we find that being innovative is a value ascribed much importance, however, this value is primarily found at attraction level. This is, however, a value which we question the validity of, as a number of the projects found in Dubai are ideas or even structures which are simply copied or modified and then placed in a Dubai context. However, this value should not be totally disregarded as attractions like The Palms and The World are highly innovative and extraordinary projects. 
In relation to the communicated values, it is important to note that these values are anchored differently at the two levels. This means that the values of the DTCM are mainly anchored in the local, and the past and present, as these values are connected to the historical and cultural specifics of Dubai. The values at attraction level, on the other hand, are anchored predominantly in the global, and the present and future. This is due to the fact that the values at attraction level are more connected to universal and futuristic aspects, and less connected to the local and historical Dubai. 
However, it is not only in terms of anchorage of values that we see a difference in the branding at destination and attraction level. The aspects of authenticity, that is, objective, constructive, and existential authenticity are also accentuated differently. While objective and constructive authenticity, which deal with the authenticity of the toured object, are most prominent on the DTCM’s website through the focus on historical and cultural sights, existential authenticity is more salient in the branding at attraction level. At attraction level, it is often not the toured object which is in focus and, thus, judged as authentic. Instead, the branding focuses on the many opportunities modern tourists have of reaching an existential state of Being. This disparity in the use of authenticity further adds to the feeling that there is a lack of communication and strategic awareness between the two levels. Seen from a broader perspective, the overall branding of Dubai offers all types of authenticity to modern tourists, further stressing that it is a destination which ‘has it all’. In relation to modern tourists, it can be said that the fact that Dubai as a destination is branding all three types of authenticity is ideal as tourists want a flexible product which can be continuously customized; and preferably geographically concentrated. Thus, we conclude that authenticity is used differently at the two levels. The use of all three concepts indicates that Dubai is a destination with many facets attractive to modern tourists, also when it comes to authenticity.

In connection to our main question, we examine the discrepancy between what is marketed at destination and attraction level. Initially, it was our impression that the discrepancy was constituted by the fact that the attractions and events we associated with Dubai were not the ones accentuated on the official tourism website. However, on the basis of our analysis, we find that there is more to the discrepancy notion than this. There is a discrepancy as to which degree the two levels refer to each other. The destination level constituted by the DTCM does not refer to the attraction level to the same degree as the attraction level refers to the destination level. We also find that there is a discrepancy in the temporal and spatial anchorage of values at the two levels, as mentioned above. The values of the DTCM are mostly anchored in the local, and the past and present, whereas the values at attraction level are anchored more in the global, and the present and future. These three nuances of the discrepancy between destination and attraction level illustrate the difference in what is marketed at the two levels; that is, abstract values, physical attractions, and events.

This has consequences for the branding of Dubai in relation to modern tourists. These consequences are that the brand identity can be seen as holistic due to the branding of predominantly the same values. These values are, though, interpreted and communicated differently, which leads to inconsistent messages being conveyed to the modern tourist, which may result in a confusing and fragmented image. Based on our theoretical framework, we find that the modern tourist is better equipped to handle a fragmented image, compared to previous generations of tourists, who found security in familiarity. Yet, it is still preferable for a destination to aim at presenting a holistic image. 
Creating a holistic image does not come easy and, in the case of Dubai, we find that the problem is that the official, overall, unifying destination brand governed by the local authority, that is, the DTCM, is not as unifying as it has a potential to be. It seems as if the brand managers behind destination level promote an image of Dubai that is too narrow and not diversified enough, and that they either lack the strategic awareness to realize the great potential there is in the attractions at attraction level or fail to actually implement this awareness if they have it. Thus, it is our assessment that by combining the attractions presented at destination level with those at attraction level – both our selection as well as other attractions – the Dubai brand would be more efficient and correspond to the diversity of Dubai as a tourist destination. We find that the destination product presented at destination level by the DTCM lacks stronger emphasis on the future; a problem which a combination of levels would solve. Based on our discussion, we argue that there is also potential in including Sheikh Mohammed to a higher degree in the branding of Dubai, as he is portrayed as a symbol of Dubai. However, we are aware that it is a difficult task to create a unified brand. There are many different stakeholders who need to collaborate and find a common denominator before a more unified brand can be communicated.

In Dubai, it seems that the vision to become the world’s leading tourist destination may be transferable to the actual destination product but not the communication of this destination product. That is, combined, the destination product portrayed at both destination and attraction level depicts Dubai as a multi-faceted destination with many different offers, activities, and attractions – most of them manifested in the –est mentality. However, since our selected attraction level is not represented at destination level by the DTCM, we conclude that this multi-faceted essence of Dubai is not communicated adequately. Not being able to draw together the different destination products of Dubai in this augmented product has the effect that the Dubai destination brand does not appear consistent and holistic, and the destination may not be able to reach its ambitions. Thus, the viability of Dubai’s vision to become the world’s leading tourist destination is questionable. 
With these high ambitions and visions not being consistent with the destination product portrayed by the DTCM, it is questionable whether the ambitions and values appeal to modern tourists. As established above, flexibility, uniqueness, and customization appeal to modern tourists, but in times where an increasing ecological awareness and social and environmental responsibility seem to be prevailing, Dubai may face a problem in the sense that consumption and construction are important elements of the destination. That is, shopping, entertainment parks, arranged tours, and constant construction of new hotels, restaurants, and attractions may contrast the increasing interest in protecting the environment and living according to simpler living conditions; an interest emerging in the modern world. That is, the image of Dubai may be damaged by not paying particular attention to protecting the environment. However, brand managers of The World and The Palms portray an eco-friendly awareness, and Sheikh Mohammed has just launched a new initiative called The Mohammed bin Rashid Gardens, which is a $55 billion real estate project focusing on making an eco town stretching over 20,000 acres in the centre of Dubai. The project aims at preserving the environment and producing more greenery in Dubai.
 In this way, it seems that brand managers of Dubai actually do pay attention to the environment. However, the question to be asked is just how big a project can become before it cannot be called green anymore. Certainly, there may exist other incentives of this greener awareness than actually protecting the environment. That is, since an increasing number of people around the world feel an environmental responsibility, a greener awareness may constitute a clever PR-strategy to attract the new segment of eco-friendly tourists as well, thus, underlining the wish to appeal to everybody and become the world’s leading tourist destination.
As mentioned above, the fragmented messages communicated about Dubai at destination and attraction level call for modern tourists to assemble their own holistic destination image. We find that, right now, this constitutes a problem for most tourists since they are not used to or comfortable with assembling their own holistic image of a destination brand. Thus, it is important for destination brands to be somewhat holistic in order to attract modern tourists. However, in the future, it is possible that destination branding may be redefined. That is, a change in how tourists relate to destination brands naturally results in a change in how destinations are to be branded. However, it is naturally a mutual influence as tourists may also be affected by changes in destination branding strategies. In the future, it is possible that the holism of brands is not as important for the success of a brand as it is right now which may represent a new take on managing destination brands. The very act of destination branding, a political and public interest in the selling of places, is a relatively newly defined approach. Certainly, an interest in influencing how destinations are perceived has been around for hundreds of years but it is only recently that the term destination branding has been coined. With destination branding increasingly being applied consciously in practice, it is likely that different views on the branding of destinations in modern society come into sight. That is, for instance, the degree of holism of brands may be redefined as people become more and more individualized. 

Redefining the strategies of destination branding also suggests a redefinition of destinations. In the case of Dubai, we sense a clear consideration of the target segment of modern tourists in the urban planning. That is, constantly planning new hotels and attractions suggests an awareness of the needs of visitors. We also see this in other cities as, for instance, in St.Gallen in Switzerland where architect Carlos Martinez and artist Pipilotti Rist have developed a ‘public living room’ in the centre of the city in order to make it more lively and attractive. The idea is that a bright red ‘rug’ covers everything in its path like pavement and benches in a specific area – an area which also has dim lighting to emphasize the cosy atmosphere.
 This specific urban space becomes an oasis in the centre of the city and a place to step into new roles in public space. We find that this constitutes an innovative marketing strategy both in regard to tourists as well as citizens. In a society where the individual is bombarded with messages from every direction, it is important for destinations to differentiate themselves, not just in relation to destination products but also communication strategies. Being able to communicate efficiently on the internet is important in order to reach a diversified segment of people around the world; something we find that the DTCM does not fully accomplish. Also being able to communicate in and incorporate urban space in the brand communication is important in order to catch the attention of consumers. 

This thesis treats of the branding of Dubai from a sender’s perspective. That is, how brand managers of Dubai position the destination as appealing to the target segment of modern tourists. An interesting perspective to investigate further is how these tourists actually perceive the communicated destination brand. Examining the image of Dubai and how this corresponds to the actual branded identity could provide a new perspective on our findings. Furthermore, considering the internal branding of Dubai constitutes an interesting topic for further investigation. That is, how local support is ensured within the internal structures of the Dubai destination brand. Right now, Dubai is still under construction and, according to Sheikh Mohammed, only 10% of his visions have been completed
. Destination branding is about mastering the future and with only a small percentage of his visions carried out, investigating the Dubai destination brand when ‘completed’ in relation to our findings also constitutes an interesting area of further study. That is, examining whether Dubai is able to remain an oasis of ambition or merely becomes a mirage. 
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� http://www.dubai.ae/. 


� http://www.dubai.ae/en.portal?businesses,businesses,1,&_nfpb=true&_pageLabel=community. (A1)


� Silicon Oasis aims to become one of the world’s leading centres of advanced electronic innovation design and development (http://www.dso.ae). Dubai Health Care City is a centre for medical education and research, as well as wellness services (http://www.dhcc.ae). Dubai Media City focuses on all media related businesses (http://www.dubaimediacity.com). Dubai Internet City is a platform for ICT companies targeting emerging markets (http//www.dubaiinternetcity.com).


� http://www.bawadi.ae.


� http://www.crescent-hydropolis.com/.


� http://www.designbuild-network.com/projects/Hydropolis/index.html.


� http://www.nakheel.com/news/news_detail.php?2008_new_era.


� According to the Dubai government, “[...] a � HYPERLINK "http://www.dcci.ae/portal/page?_pageid=53,134457&_dad=portal&_schema=PORTAL" \t "_blank" �free zone� allows 100% ownership of your enterprise, 100 % repatriation of capital and profits, no minimum capital investment, no corporate or personal tax and no need for a local partner. Added to these advantages are ready-made offices, factories, warehouses and easy start-up and licensing procedures”


(http://www.dubai.ae/en.portal?businesses,biz_fz,1,&_nfpb=true&_pageLabel=topic). (A2)


� http://www.theworld.ae.


� http://www.guardian.co.uk/travel/2007/may/22/travelnews.g2?page=all,


http://www.business.dk/article/20071226/transport/712260010/,


http://www.guardian.co.uk/travel/2008/apr/26/travelnews.


� To be a national requires a citizenship of Dubai (http://www.justlanded.com/english/Dubai/Tools/Just-Landed-Guide/Visas-Permits/Citizenship).


� http://www.dubaitourism.ae/About/default.asp?SubCatID=37. (A3)


� From now on referred to as Sheik Mohammed.


� See the front page on http://www.burj-al-arab.com/. (A4)


� See the front page on http://www.burjdubai.com/. (A5)


� See the front page on http://www.thepalm.ae/. (A6)


� See the front page on http://www.theworld.ae/. (A7)


� See the front page on http://www.dubailand.ae/. (A8)


� See the front page on http://www.dubaitourism.ae. (A9)


� From now on referred to as the DTCM.


� Situated in Mall of the Emirates (http://www.skidxb.com/English/welcome_eng.htm?mid=1&sid=1). 


� http://sheikhmohammed.co.ae/vgn-ext-templating/v/index.jsp?vgnextoid=ff0c4c8631cb4110VgnVCM100000.


� The CIS countries refer to the Commonwealth of Independent States consisting of eleven former Soviet Republics (http://www2.ulcc.ac.uk/unesco/terms/list22.htm).


� http://www.dubai.ae/en.portal?topic,Article_000240,0,&_nfpb=true&_pageLabel=home. (A10)


� The DTCM is described in more detail in section 2.4.1.


� http://www.dubaitourism.ae/About/default.asp?SubCatID=37.


� http://www.wttc.travel/bin/fil/original_file/wttcemirates.ppt.


� The Emirates Group is a holding company including the Emirates Airline (http://www.ekgroup.com).


�http://www.dubaiairport.com/DIA/English/TopMenu/News+and+Press/Arab+News/World's+fastest+growing+airport+in+2007.html.





� http://www.skidxb.com/English/welcome_eng.htm?mid=1&sid=1.


� http://www.dubaitourism.ae/Attractions/default.asp?SubCatID=19&DocID=104.


� http://www.dubaitourism.ae/Attractions/default.asp?SubCatID=19&DocID=99. (A11)


� http://www.dubaicityguide.com/goingout/todo.asp.


� http://www.dubaicityguide.com.


� http://www.globalvillage.ae.


� http://www.burjdubai.com.


� http://www.jumeirah.com/about_us/. 


� http://www.dubailand.ae/facts_figures.html. (A12)


� http://www.realestate.theemiratesnetwork.com/developments/dubai/world_islands.php.


� http://www.theworld.ae/mp_islands.html.


� http://www.guide.theemiratesnetwork.com/living/dubai/the_palm_islands.php.


� http://www.thepalm.ae/jumeirah/about-us/introduction/.


� http://www.guide.theemiratesnetwork.com/living/dubai/the_palm_islands.php.


� http://www.realestate.theemiratesnetwork.com/developments/dubai/palm_deira.php.


� The Danish version reads: ”Der er intet overordnet, trans-historisk og tværkulturelt standpunkt, ud fra hvilket, man kan udforske den menneskelige virkelighed”. 


� The Danish version reads: ”I og med at vi erkender, at en ting ikke er autonom eller naturgiven, men i stedet skabt af os, af kollektivet, er det nærliggende at tage op til vurdering, om dette fænomen fortjener at blive videreført, eller om vi skulle beslutte os til at ændre eller ophæve det”.


� In this thesis, we will refer to Dubai City as Dubai, whereas we will make it obvious when we are referring to Dubai as an emirate by writing the Dubai emirate. 


� http://www.dubai-tourism.net, http://www.visit-dubai-city.com, http://www.dubaicityguide.com.


� Dubai Holding is a company, owned by the Dubai Government, whose aim is to contribute to Dubai’s economic, social, and industrial development through various investment projects (http://www.dubaiholding.com). 


� Emaar is one of the world’s largest real estate companies (http://www.emaar.com). 


� The Danish version reads: ”[…] en velovervejet bedømmelse af, i hvilken grad resultaterne kan være vejledende for, hvad der kan ske i en anden situation”.


� http://www.mta.com.mt/uploads/1675/WTO_definition_of_tourism.pdf. (A13)





� According to Law, the survey ‘Travel USA’ was made by Longwoods International.


� http://www.globalvillage.ae/pavilions.html. (A14)


� Early tourism in ancient Greece is linked with the Olympic Games where people from the Greek city-states met every four years for religious ceremonies and athletic competitions (Weaver & Lawton, 2002). 


� This corresponds with Maslow’s hierarchy of needs which prescribes that there is a ranking of human needs where the basic physiological needs should be covered before the individual seeks to meet the needs of the next level of the pyramid, which consists of 5 levels in total. 


� The Industrial Revolution began in England in the mid 1700s (Weaver & Lawton, 2002).


� The British preacher Thomas Cook is often mentioned as one of the important figures in the tentative beginnings of mass tourism, as he chartered trains and provided cheap trips, with a spiritual focus, for the working class (Weaver & Lawton, 2002). 


� That is, the global depression of the 1890s and World War I (1914-1918) as well as the Great Depression of the 1930s and World War II (1939-1945).


� As mentioned in section 4.1.1, we are aware that some critics oppose the labelling of tourism as an industry.


� Souks are traditional markets in Dubai.


� http://www.dubaitourism.ae/Attractions/default.asp?SubCatID=19&nPage=4. (A15)


� http://www.virtourist.com/europe/verona/index.html. 


� http://www.burjdubai.com. Click : ‘The Tower’. (A16)


� Wang also makes a distinction between intra-personal and inter-personal authenticity in relation to existential authenticity, however, we do not believe that this distinction is important within the framework of this thesis.


� It is our assessment that the fact that it is difficult to find a destination that remains in a fashionable phase for a longer period of time is due to the fact that the fashionable and trendy is often characterized as ephemeral. 


� http://www.theworld.ae/mp_hubs.html. (A17)


� Stakeholders are here defined as any organization with relations to the brand, employees, consumers, and, in the case of destination brands, it also includes the population.


� http://www.sheikhmohammed.co.ae/. Click: ‘Tourism’. (A18)





� A destination can have several identities due to its different functions as, for instance, a golf or a shopping destination.


 


� The Danish version reads: ”Uden konflikt bliver organisations historier […] ofte […] utroværdige”.


� http://www.dubaitourism.ae/default.asp.


� http://www.dubaitourism.ae/about/default.asp. (A19)


� http://www.dubaitourism.ae/about/default.asp. (A19)


� For instance visa regulations, weather conditions, and lists of hotels (http://www.dubaitourism.ae/default.asp).


� http://www.dubaitourism.ae. Please note that when an event has been held, it is no longer present on the front page of the DTCM. 


� http://www.dubaitourism.ae/Business/default.asp?SubCatID=14.


�http://www.dubaitourism.ae/News/default.asp?ID=1525&title=DTCM%20WELCOMES%20NATIONALS%20FOR%20ITS%20EMIRATISATION%20PROGRAM.


� http://www.dubaitourism.ae/About/default.asp?SubCatID=48. (A20)


� http://www.dubaitourism.ae/About/default.asp?SubCatID=48. (A20)


� http://www.dubaitourism.ae/About/default.asp?SubCatID=48. (A20)


� Consisting of, for instance, hotel and tour operators. (http://www.dubaitourism.ae/About/default.asp?SubCatID=32).


� http://www.dubaitourism.ae/about/default.asp. (A19)


� http://www.dubaitourism.ae/About/default.asp?SubCatID=32.


� http://www.dubaitourism.ae/About/default.asp?SubCatID=37. (A21)


� http://www.dubaitourism.ae/disabled/default.asp?SubCatID=65. (A22)


� http://www.dubaitourism.ae/About/default.asp?SubCatID=32. (A23)


� It should be noted that we have chosen to exclude one of the dominant features promoted on the official tourism website, namely sports. This element consists mainly of golf, water and motor sports, as well as horse riding, and we have chosen not to put focus on this specific element of the destination product as we believe that this caters to a delimited tourist segment in particular, whereas it is our impression that the elements we choose to include have broader and more universal appeal. 


� Under the tourism tab’s ’Attractions and sites’ section.


� http://www.dubaitourism.ae/Attractions/default.asp. (A24)


� http://www.dubaitourism.ae/Landmarks/default.asp.


� http://www.dubaitourism.ae/Landmarks/default.asp. (A25)


� http://www.dubaitourism.ae/Landmarks/default.asp. (A25)


� http://www.dubaitourism.ae/Landmarks/default.asp. (A25)


� http://www.dubaitourism.ae/Landmarks/default.asp. (A25)


�http://www.dubaitourism.ae//brochure/files/Low%20Resolution%20PDFs/Birdwatching/Birdwatching%20Final%20LR.pdf. (A26)


� For instance, the Spa, the Heritage & Culture, and the Tours & Safaris brochure.


� Traditional Arabic market places.


� http://www.dubaitourism.ae/Incentive/default.asp. (A27)


� http://www.dubaitourism.ae/About/default.asp?SubCatID=32. (A23)


�http://www.dubaitourism.ae//brochure/files/Low%20Resolution%20PDFs/Tours&%20safaris/Tours&%20safaris%20Brochure%20LR.pdf.


� Traditional Arabic trade vessel.


�http://www.dubaitourism.ae//brochure/files/Low%20Resolution%20PDFs/Tours&%20safaris/Tours&%20safaris%20Brochure%20LR.pdf. (A28)


�http://www.dubaitourism.ae//brochure/files/Low%20Resolution%20PDFs/Tours&%20safaris/Tours&%20safaris%20Brochure%20LR.pdf. (A28)


� http://www.dubaitourism.ae/HistoricalSites/default.asp?SubCatID=23. (A29)


� http://www.dubaitourism.ae/HistoricalSites/default.asp?SubCatID=23. (A29)


� Cf. 4.2.4 containing Baudrillard’s view that there is no original, only simulations.


�http://www.dubaitourism.ae//brochure/files/Low%20Resolution%20PDFs/Tours&%20safaris/Tours&%20safaris%20Brochure%20LR.pdf. (A28)


� http://www.dubaitourism.ae/ShoppersParadise/default.asp. (A30)


� http://www.dubaitourism.ae/ShoppersParadise/default.asp.


� http://www.dubaitourism.ae/ShoppersParadise/default.asp. (A30)


�http://www.dubaitourism.ae//brochure/files/Low%20Resolution%20PDFs/Shopping/Shopping%20Brochure%20LR.pdf. (A31)


�http://www.dubaitourism.ae//brochure/files/Low%20Resolution%20PDFs/Festival%20&%20Events/Festivals&Events%20LR.pdf. (A32)


� http://www.dubaitourism.ae/Attractions/default.asp?SubCatID=19&DocID=98. (A33)


� http://www.honeymoons.about.com/od/viewtravelphotos/ig/Dubai-Pictures/Burj-Al-Arab-Hotel.htm.


� http://www.burj-al-arab.com.


� Burj Dubai does not have it own logo; however, we find that the mediated representation of Burj Dubai on the www.burjdubai.com front page indicates the status of the tower as a logo in itself, both on the website and its appearance in ’real’ life when completed. 


� The architect of the tower. 


� http;//www.burjdubai.com. Click: ’The Tower’ and ’Inspiration’. (A34)


�http://images.google.dk/imgres?imgurl=http://blog.miragestudio7.com/wp-content/uploads2/2007/07/hymenocallis_burj_dubai_concept.jpg&imgrefurl=http://blog.miragestudio7.com/2007/06/is-burj-dubai-world-tallest-skyscrapper/&h=338&w=450&sz=61&hl=da&start=6&um=1&tbnid=8aYUY8eIC_8osM:&tbnh=95&tbnw=127&prev=/images%3Fq%3Dhymenocallis%26um%3D1%26hl%3Dda%26rlz%3D1T4MEDA_daDK241DK241%26sa%3DN.


� http://www.asiatraveltips.com/news07/64-WorldsTallestBuilding.shtml.


� Due to the fact that Burj Dubai is not yet finished, the actual physical appearance is only a half-finished tower located on a construction site. However, we focus on the mediation through images presented on the Burj Dubai website and here the tower is animated to resemble the finished product. Certainly, the fact that the physical construction of Burj Dubai has been created through animated images in the consumers’ minds may cause confusion and disappointment when the tower is actually finished. That is, the actual physical appearance may not live up to those mediated images of the consumer. However, as stated by Urry (cf. 4.1.3), the ideal representation may still stay in the mind of the consumer. 


� Even though Burj Al Arab attracts specific kinds of (wealthy) tourists as guests, we find that Burj Al Arab as an abstract product (cf. 1.2) attracts many different kinds of tourists that indirectly, through the gaze, interact with Burj Al Arab as an attraction. 


� From the above logo, the umbrella brand role of Jumeirah is emphasized. We find that it is a matter of mutual brand influence, that is, Jumeirah adds value to Burj Al Arab, while Burj Al Arab adds value to the Jumeirah group.


� http://www.jumeirah.com/about_us/. (A35)


� http://www.burj-al-arab.com/festive_season/.(A36)


� http://www.burj-al-arab.com/lifestyle/. (A37)


� http://www.burj-al-arab.com/email_postcard/.


� The goal of Burj Dubai to embody the world’s highest aspirations tallies with DTCM’s goal of Dubai to become the world’s leading tourist destination.


� http//www.burjdubai.com. (A5)


� http://www.burjdubai.com. Click: ’The Tower’ and ’Vision’. (A38)


� http://www.burjdubai.com. Click on the image of the tower on the front page.


� http://www.burjdubai.com. Click: ‘In & Around’ and ‘Armani Hotel’.


� http://www.burj-al-arab.com/. (A4)


� http://www.burj-al-arab.com/activities/. (A40)


� http://www.jumeirah.com/destinations_interests/about_dubai/. (A41)


� http://www.jumeirah.com/destinations_interests/about_dubai/. (A41)


� http://www.jumeirah.com/destinations_interests/about_dubai/. (A41)


� http://www.burjdubai.com. Click: ’The Tower’ and ’Vision’. (A38) 


� http://www.burjdubai.com. Click: ’In & Around’. (A42)


� http://www.burjdubai.com. Click: ’The Tower’ and ’Vision’. (A38)


� http://www.burj-al-arab.com/staying_with_us. (A39)


� Since cuisines often are often linked to national identity, this suggests the connection to destination branding. 


� http://www.burj-al-arab.com/dining/junsui/#PTP_071025_01332239_IMW1. (A43)


� http://www.burj-al-arab.com/chefs_awards/.


� http://www.burjdubai.com. Click: ’The Tower’ and ’Vision’. (A38)


� The restaurant Al Muntaha means ’the ultimate’ or ’highest’, thus, again underlining the –est mentality. 


� http://www.burj-al-arab.com/guest_services/. (A44)


� Michel Foucault has borrowed Jeremy Bentham’s concept of the Panopticon to propose that not only prisons but societal structures are organized from this principle of an omniscient point of view. 


� http://www.burjdubai.com. Click: ’In & Around’ and ’Downtown Burj Dubai’. Move the cursor to the tower. (A45)


� We find that Burj Dubai is portrayed as more future-oriented than Burj Al Arab that primarily focuses on being ’the finest the world has to offer’ right now. However, we still find that Burj Al Arab is concerned with the future potential of both Dubai and the hotel itself. 


� However, we are aware of the fact that Burj Dubai and Burj Al Arab do not provide every single facility, experience, and opportunity in the world, but they still are constructed as facilities with many different kinds of offers, activities, and amusements. 


� http://www.burj-al-arab.com/.


� http://www.burj-al-arab.com/staying_with_us/. (A39)


� http://www.burj-al-arab.com/dining/skyview_bar/.


� http://www.burj-al-arab.com/staying_with_us/.


� http://www.burjdubai.com. Click: ’The Tower’ and ’Interior’. (A46)


� Again, this mentioning of the falcons, being a national symbol of Dubai, points towards a historical and cultural awareness of the local specificity of Dubai. 


� http://www.burjdubai.com. Click: ’The Tower’ and ’Sky Living’. (A47)


� http://www.burj-al-arab.com/staying_with_us/. (A39)


� http://www.burjdubai.com. Click: ’The Tower’ and ’Chairman’s Message’. (A48)


� http://www.burj-al-arab.com/. (A4)


� http://www.dubailand.ae/flash/interactive_map.html. Click: ‘77’. (A49)


� http://www.globalvillage.ae/pavilions.html. (A14)


� http://www.globalvillage.ae/about_gv.html. (A50)


� We have not been able to find anything on the website explicitly indicating that the different artifacts are actually imported from the various countries, however, the communication indicates that these are in fact goods imported from all over the world. 


� http://www.dubailand.ae/news.html.


� http://www.mydsf.com/dsf/eng/dsf_aboutdsf.aspx.


� http://www.dubailand.ae/flash/interactive_map.html.


� (A51)


� (A51), p. 8.


� http://www.dubailand.ae/prj_alsahra.html. (A52)	


� http://www.dubailand.ae/prj_cityofarabia.html. (A53)


� http://www.dubailand.ae/prj_falconcity.html. (A54)


� http://www.dubailand.ae/ceo_message.html. (A55)


� (A51), p. 2-3.


� http://www.dubailand.ae/ceo_message.html. (A55)


� (A51) page 3.


� http://www.dubailand.ae/flash/interactive_map.html. Click: ‘11’. (A56)


� http://www.dubailand.ae/flash/interactive_map.html. Click: ‘8’. (A57)


� (A51) p. 2.


� http://www.dubailand.ae/facts_figures.html. (A12)


� “[…] Tatweer is the strategic and operational driver of a selected group of Dubai Holding entities that will develop new markets to serve the development of Dubai. Tatweer will continuously strive for world-class performance implementing leadership development to drive and sustain business excellence, quality and high performance” 


(http://www.tatweerdubai.com/en/category/about-tatweer/). (A58)


� http://www.dubailand.ae/facts_figures.html. (A12)


� http://www.dubailand.ae/culture_art.html. 


� http://www.dubailand.ae/shopping_retail.html.


� http://www.dubailand.ae/strategy_objectives.html. (A59)


� http://www.dubailand.ae/prj_falconcity.html. (A54)


� http://www.dubailand.ae/prj_falconcity.html. (A54)


� http://www.dubailand.ae/prj_greatdubaiwheel.html. (A60)


� http://www.dubailand.ae/prj_dre.amworks.html. (A61)


� http://www.dubailand.ae


� http://www.dubailand.ae. 


� http://www.dubailand.ae/project_details.html. 


� A5 p. 15.


� http://www.dubailand.ae.


� (A51) p. 5.


� http://www.thepalm.ae/jumeirah/news---media/video-gallery-1/the-palm/, http://www.theworld.ae/videotour.html.


� http://www.theworld.ae/world-principles.html , cf. principles i-vii.


� http://www.theworld.ae/world-principles.html , cf. principles i-vii. 


� http://www.theworld.ae/world-principles.html , cf. principles i-vii. (A62)


� http://www.theworld.ae/world-principles.html. (A62)


� http://www.thepalm.ae/vision.html. (A63)


� When referring to The Seven Wonders, it should be noted that this list has been revised many times since the 5th century BC, and nowadays lists of the seven wonders are compiled within several categories as, for instance, the medieval age, the modern age, industrial wonders, and natural wonders. 


� http://www.thepalm.ae/jumeirah/. (A64)


� http://www.thepalm.ae/jumeirah/about-us/introduction/.(A65)


� http://www.thepalm.ae/jumeirah.


� http://www.thepalm.ae/jumeirah/about-us/introduction/.(A65)


� http://www.theworld.ae. (A7)


� http://www.theworld.ae.


� http://www.thepalm.ae/jumeirah/news---media/palm-tv-1/.(A66)


� � HYPERLINK "http://www.thepalm.ae/jumeirah/engineering/engineering-challenges/" ��http://www.thepalm.ae/jumeirah/engineering/engineering-challenges/�. (A67)





�http:// www.thepalm.ae. (A6)


� Nakheel is the entrepreneur company behind the projects of The World and The Palms (http://www.thepalm.ae/about-nakheel.html).


� http://www.theworld.ae/news_coral_island.html. (A68)


� http://www.theworld.ae/au_overview.html. (A69)


� http://www.theworld.ae/world-principles.html , cf. principles i. (A62)


� http://www.thepalm.ae/vision.html.


� http://www.thepalm.ae/building.html. (A70)


� http://www.thepalm.ae/deira/EN/districts.html.


� http://www.theworld.ae/au_overview.html. (A69)


� http://www.thepalm.ae/deira/EN/transportation.html & http://www.theworld.ae/mp_hubs.html .


� http://www.thepalm.ae/jumeirah/environment/our-commitment-to-a-sustainable-environment/. (A71)


� http://www.theworld.ae/ev_takingcare.html. (A72)


� http://www.thepalm.ae/deira/EN/about_deira.html. (A73)


� http://www.theworld.ae/au_dubai.html. (A74)


� http://www.theworld.ae/au_dubai.html. (A74)


� http://www.theworld.ae/au_dubai.html.(A74)


� http://www.experiencecapcana.com/about. (A75)


� http://www.visitbritain.co.uk/destinations/. (A76)


� http://www.burjdubai.com/. Click: ’In & Around’ and ’Downtown Burj Dubai’. Move the cursor to the mall. (A77)


� http://www.dubailand.ae/prj_cityofarabia.html. (A53)


� http://www.dubaitourism.ae/Focus/default.asp. (A78)


� http//www.burjdubai.com. Click: ’The Tower’ and ’Chairman’s Message’. (A48)


� www.sheikhmohammed.co.ae.


� http//www.sheikhmohammed.co.ae. Click: ‘Quotes’, page 1. (A79)


� http//www.sheikhmohammed.co.ae. Click: ‘Quotes’, page 8. (A80)


� http://www.sheikhmohammed.co.ae. Click: ‘My Vision’. (A81)


� http://www.sheikhmohammed.co.ae. Click: ‘My Vision’. (A81)


� The fact that Sheikh Mohammed’s family is emphasized on www.sheikhmohammed.co.ae (Click: ‘History’ and ‘Al Maktoum’) suggests the viability of Dubai’s brand identity. That is, since the visions of the Al Maktoum family are passed on from generation to generation, Dubai as an innovative city in progress may be viable in the future. 


� The fact that www.sheikhmohammed.co.ae contains around 100 quotes by Sheikh Mohammed all evolving around success, leadership, dreams, national pride, and determination adds to his position as a public and visionary figure. 


� http//www.sheikhmohammed.co.ae. Click: ’News’ and the article ’Mohammed among the world’s most influential people’. (A82)


� http//www.sheikhmohammed.co.ae. 


� http//www.sheikhmohammed.co.ae. Click: ’Quotes’, page 1. (A79)


� http//www.sheikhmohammed.co.ae. Click: ’Quotes’, page 4. (A83)


� Dubai Media City. 


� Again, we see the omnipresent role of Sheikh Mohammed. 


� http://www.dubaimediacity.com/. Click: ‘About Dubai Media City’. (A84)


� The Dubai government does not want to allow foreigners to become a permanent part of society and the only way to be granted citizenship is to marry a national of Dubai, and even this may prove difficult if being a non-Muslim.(http://www.justlanded.com/english/Dubai/Tools/Just-Landed-Guide/Visas-Permits/Citizenship).


� http://www.prleap.com/pr/119253/. 





� http://www.guardian.co.uk/travel/2007/aug/06/switzerland.shortbreaks. 


� http://www.newsweek.com/id/32716/output/print.
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