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Abstract

All destinations—including islands—have an identity, shaped by the shared lived experiences and perspectives of various
parties. Because sense of place is inherently reliant on human interaction (both with place and with each other), island
identities are created, co-created, and communicated through various channels. One such channel is the messaging
produced to market island destinations to various audiences. In marketing, a brand identity comprises the attributes or
characteristics that separate one brand from another and highlight its uniqueness. Island destinations, like other tourism
destinations (and brands in general), embed themes in their logos to help create a brand identity and to communicate
with target audiences. The current study analyzed a sample of 84 island destination logos and identi�ed a number of
recurrent themes, with water, landscape/seascape, �ora and fauna, and islandness being most prominent. Findings are
discussed in the context of island identity, tourism, and marketing, highlighting opportunities for further exploration by
island scholars and marketers alike. A greater understanding of island branding strategy is critical, as it offers island
destinations a crucial advantage in an increasingly competitive tourism industry.
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Introduction

Islands. The very word evokes strong emotions and reactions, often steeped in history, mystique, and wonder. The
earliest travellers sought safe harbour, sustenance, and opportunity along island shores, while many modern-day
travellers seek an escape, a fantasy, an adventure, and a lifestyle associated with more piña coladas and fewer emails
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(Baldacchino, 2010; Grydehøj, 2011). The art world, including literature, visual arts, and music, is rife with depictions of
the island as paradise, refuge, or enigma (Baldacchino, 2006; Van Duzer, 2006). Baldacchino (2010, p. 379) suggests that
this rich tapestry of island representation, whether based on real or imagined allusions, constitutes the earliest form of
island branding, asserting that “islands have been branded long before the concept found its way into management
schools and contemporary marketing discourse.”

All destinations, including islands, have an identity (or identities), shaped by the shared lived experiences and
perspectives of various parties. Identity is, quite simply, what makes a place unique. Typically associated with humans
rather than objects or places, identity re�ects the self, both as perceived internally and observed externally (Nimführ and
Meloni, 2021). When applied to places, identity refers to the ways that various actors, both internal and external, perceive
that place, and is shaped by shared history and traditions, cultural foundations, the environment(s), and sense of
community (Campelo et al., 2014; Nunkoo and Gursoy, 2012). Because places cannot formulate a sense of self
independent of human actors, island identities are created and co-created, and then communicated through a variety of
channels (Burholt et al., 2013; Campelo et al., 2014; Skinner, 2018). One such channel is the messaging produced to
market islands as tourism destinations to various audiences.

In marketing, a brand identity comprises the attributes or characteristics that separate one brand from another and
highlight its uniqueness (DeChernatony, 1999). Brands serve as a means to make connections between a product (in this
case, an island) and various audiences, and employ a variety of strategic components, including symbols, logos, slogans,
or other visual representations meant to easily distinguish one brand from another (Blair et al., 2015; Hankinson, 2009;
Lange-Faria and Elliot, 2012). As with all brands, the branding used for island tourism destinations is a marketing tactic
designed to succinctly express a speci�c identity in often simplistic and sometimes cliché formats. If being an island is a
desirable factor in attracting visitors, presumably islands would emphasize being an island as part of their brand identity.
However, the pre-existing “generic” island brand referenced by Baldacchino (2010, p. 390), along with the paradoxical
marketing demand to simultaneously adhere to and differentiate from that trope, poses challenges for effective branding
of island destinations.

The current study examines the themes used by island destinations in their tourism logos to help shape their brand
identities. Islands, like other tourism destinations (and brands in general), embed themes in their logos to create a brand
identity and to communicate with target audiences. By identifying and analyzing recurrent themes in island destination
tourism logos, this study seeks to provide valuable insight for island scholars in terms of island identities as they pertain
to tourism, as well as how those identities link to residents’ understanding of their island(s). This study also aims to aid
tourism scholars in better understanding the ways that islands choose to identify themselves to various audiences
through their destination brand, as well as inform tourism marketers about the branding identities employed by island
destinations, which may in turn assist them in developing effective branding strategies for their client destinations.

�e Literature

The literature related to island identity, island tourism, island branding, and brand identity are all pertinent to the
discourse in this paper. The study of islands as a discrete stream of scholarship has yielded important research related
to the unique place that islands occupy in the minds of tourists and residents alike, the characteristics (or ‘identity’) that
make islands different from their non-island counterparts, and the reliance that many islands have on tourism as a vital
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economic driver (Seetanah, 2011). As part of the development of islands’ tourism industries, destinations engage in both
place branding and tourism branding. Tourism branding shares many of the key components of marketing in general, but
the application to the tourism sector offers unique perspectives relevant to this study (Rowett, 2016). Both branding
approaches contribute to brand identity development. The following review of the scholarly literature will examine each
of these themes in detail.

Islands and Island Identity

According to Stets and Biga (2003, p. 401), identity is “a set of meanings attached to the self that serves as a standard or
reference that guides behaviour in situations.” Identity theory provides a conceptual framework through which the
linkages “between identity, attitude, and behavior” (Nunkoo and Gursoy, 2012, p. 244) are examined and understood. That
is, identities are those which the person (or, in this case, the place) claim as theirs, accompanied by all the requisite
meanings, including pluralities of identity. While a rather robust theoretical model in some academic spheres, identity
theory has had limited use with respect to islands or in relation to tourism (Nunkoo and Gursoy, 2012). The emerging but
related �eld of place identity applies the principles of human identity to places in an effort to understand the
manifestation and communication of identity of a geographic location, by which ‘island identity’ can be said to re�ect the
personality or characteristics associated with an island destination (Baldacchino, 2003; Berrozpe et al., 2017; Hay, 2006;
Loureiro and Kauffmann, 2013).

Part of an identity framework includes the notion of cultural identity, whereby people and places are re�ected through the
manifestation and expression of the culture within which they live, were raised, and experience the world (Bhabha, 2012;
Campelo et al., 2014; Marker, 2000). Because culture is a human construct and is dynamic rather than static, cultural
identity changes over time in response to environmental stimuli, both natural and human-made. This cultural identity
includes the impacts that colonialism has had throughout history in terms of conquering, decimating, eradicating, co-
opting, and erasing Indigenous cultures. A fundamental part of colonization is the devaluing and elimination of
Indigenous cultures and its replacement with the cultural identities of the oppressors (Nimführ and Meloni, 2021). While
the decolonization movement is attempting to revitalize and re-establish lost or marginalized cultural identities, this
process is hindered by the perpetuation of imbalances in both power and agency and the diaspora of peoples with
connections to Indigenous identities that has resulted in the disbursement around the globe (Hall, 1990; Nadarajah and
Grydehøj, 2016; Nimführ and Meloni, 2021).

Island identity considers the identity of a place based on linkages to islandness and how islandness shapes perceptions
of self for the place, as interpreted by different individuals in different contexts. Baldacchino (2003, p. 273) explains that
island identity is “a situational feature” in which the nature of being an island shapes the perception of self, both
intrinsically and extrinsically. Since islands themselves have no ability for conscious thought, and therefore cannot have
a sense of self, island identity as it pertains to place is externally constructed by those who engage with the island place
and who are in�uenced by the place’s islandness. In addition, because islands have long and storied histories of
colonization, its profound impacts on the island identity that cannot be ignored or brushed aside (Grydehøj, 2018).

Because it is constructed, sustained, changed, and interpreted by various parties, island identity can be a nebulous,
porous, and contested concept. When considering both the collective island identity and individual island identities, there
is no consensus on what it means to be an island, what constitutes islandness, what island identity comprises, or who
gets to decide (Conkling, 2007; Hay, 2006, 2013; Grydehøj, 2020). Burholt, Scharf, and Walsh (2013) suggest that island
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identity, like all notions of identity, is performative in that it must be expressed and interpreted both individually and
collectively. That is, identity is co-constructed or co-created to �t the purposes and objectives of various parties and is
then institutionalized through “interlinked practices, ideas, artefacts, behaviours, and values” (Burholt et al., 2013, p. 2;
Skinner, 2018). Factors such as geographic boundedness, unique socio-political realities, natural environment, relative
size, historical context (including colonization and colonial legacies), and sense of community all contribute to the
formation of identity (Anderson, 2003; Burholt et al., 2013; Cottrell, 2017; Weale, 1991, 1992). Rather than being static,
island identity is continually renegotiated in response to a range of internal and external drivers; a dynamic process
which considers diverse audiences and stakeholders, each of whom participate in their own creation, co-creation, and
meaning-making of a place in relation to identity (Canavan, 2017; Skinner, 2018).

The negotiation of island identity, including who shapes that identity, how, and for whom, is often deeply rooted in
colonialism. Detangling the intricacies of identity from its colonial in�uences and permeation into the soul of a place, its
people, and its cultural expressions is challenging and power- and perspective-dependent (Escobar, 2003; Grydehøj,
2018; Nadarajah and Grydehøj, 2016). Sussing out Indigenous cultural identity from the ravaging effects of colonialism is
hindered by the pervasiveness and totality of colonizers’ ‘success’ in coercing, erasing, punishing, and bastardizing the
subjugated populations for the bene�t of the colonizers. If Indigenous populations survived, their cultural identity likely
did not – at least not unscathed. Attempts to reclaim aspects of those lost identities is framed by the continuing legacy
of colonization which colors and impedes a return to Indigenous roots (Stratford, 2003). Because of the co-created
nature of identity, and both its internal and external manifestation by various actors, these identities are often embedded
with and interpreted through a colonial framework (Baldacchino, 2013). The power and agency to in�uence or shape
identity is often centralized through political, economic, and social systems that privilege some while marginalizing
others, and historically Indigenous communities have been left out of those systems (Sulistiyono and Rochwulaningsih,
2013). The decolonization project, in island studies discourse, challenges scholars to consider the colonial origins of the
islands that they study, including the impact of colonialism and decolonialism in terms of both subject and process, and
provides space for non-Eurocentric perspectives and knowledge (Nadarajah and Grydehøj, 2016).

Island Tourism

Islands have a long-established allure and romanticism for travellers the world over (Baldacchino, 2012; Péron, 2004).
Baldacchino (2012, p. 55) proposed that the island brand has existed for hundreds of years, observing that current
perceptions of islands are “part myth, part marketing hype, and part reality” and that islands are presented in media,
literature, arts, and history books as “platforms of paradise,” “locales of desire,” and “habitual sites of fascination”. The
archetype of the island as intricately linked to water, land, and boundedness permeates “language, myths, and works of
art” (Lugovskoy, 2015, p. 176; Brinklow, 2013) such that its understanding is sometimes perceived as singular, despite a
rich diversity of islands dotting planet Earth. As Brunhes (1920, pp. 160-161) articulated, “an island’s ‘signature’ is its
obvious optic: it is a geographically �nite, total, discrete, sharply precise physical entity which accentuates clear and
holistic notions of location and identity.” Islands hold a special place within tourism by virtue of their islandness alone,
and Baldacchino (2016) has made a compelling argument for the power of the island brand: islands are highly regarded
and integral in terms of economic, political, cultural, and social contributions; islands are exotic and extol both innocence
and hedonism simultaneously; islands project themselves as idyllic; and many islands can grow their economic base by
exploiting the sun, sand, and sea.
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Islands, particularly those with a strong economic dependence on tourism, are often complicit in perpetuating the
narrowly de�ned constructs of their essence by playing up those aspects that align with the prevailing generic island
brand (Baldacchino, 2012; Baldacchino and Khamis, 2018). This propensity presents two problems. First, as island
destinations work to differentiate themselves from other islands for the purposes of brand development, the focus or
emphasis on generic islandness may impede meaningful distinctions among and between destinations. Secondly,
islands that are looking to expand their economic base beyond traditional tourism may struggle to create a place identity
which incorporates their attractiveness as a tourism destination while also highlighting characteristics associated with
other desirable economic opportunities (Baldacchino, 2010; Baldacchino and Khamis, 2018).

Tourism is an important economic engine for many islands around the world and, accordingly, the academic discipline of
Island Studies includes robust discourse on tourism as it pertains to islands. Although some scholarly critics have
argued that nothing of note differentiates an island from any other small(ish) and/or isolated geographic region (Butler,
2012; Selwyn, 1980), other voices have heralded the unique, interesting, and compelling investigation into islands as a
distinct, multi-disciplinary, and worthwhile academic pursuit (Baldacchino, 2003, 2008; Baum, 1997; McCall, 1994).
Similarly, some scholars maintain a distinction between ‘island tourism’ and ‘tourism on islands’: the former describing
tourism as taking place in a speci�c type of location as its primary and most notable feature, and the latter
encompassing the policies and practices of tourism as relevant to islands (Butler, 2012; Sharpley, 2012). While Butler
(2012) opined that for island tourism to be more than simply tourism that occurs on islands, there must be something
intrinsic about islands that in and of itself warrants touristic exploration. Sharpley (2012) asserted that islands are no
different from non-islands with respect to tourism and are therefore unworthy of speci�c attention within tourism
studies. The volume of scholarly activity focusing on all connotations of island tourism demonstrates that many island
scholars disagree with both views, maintaining that islands offer a unique, compelling, and important touristic
perspective that is indeed worthy of investigation in its own right (Almeida-Santana and Moreno-Gil, 2018; Baldacchino,
2010; Baldacchino and Khamis, 2018; Baum, 1997; Vannini and Taggart, 2013).

Colonialism and colonization are embedded in island tourism. The tourism industry continues to bene�t those with
privilege and exploit oppressed populations through economic systems whereby access to capital resources, decision-
making, and pro�ts are the domain of colonizers. While local Indigenous populations may work in the tourism sector, the
positive outcomes of tourism (pro�t and power) remain with the privileged, while the negative outcomes of tourism
(pollution and environmental degradation) disproportionally impact Indigenous populations. Increasingly, consumers are
becoming aware of issues related to social justice, including the legacy of colonization, and are making consumer
decisions that align with values tied to social justice causes. Tourism destinations are responding by indigenizing
tourism offerings but too often these initiatives are not led by or do not bene�t Indigenous communities, and instead
represent the continued appropriation and exploitation of Indigenous cultures (Belisle, 1983; d’Hauteserre, 2010; Weaver,
2016).

Branding and Brand Identity

The application of branding principles and practices to geographic destinations is relatively new (Almeyda-Ibáñez and
George, 2017; Baldacchino and Khamis, 2018; Blain et al., 2005, Johnson, 2012). Place branding helps a location – be it a
municipality, province/state, region, or nation – advance its objectives by creating a brand identity that positions the
place in the minds of its key audiences, and the study of place branding constitutes a distinct yet interdisciplinary
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academic �eld that marries marketing (speci�cally, branding) with a locale’s geographic, political, social, and economic
identity (Briciu and Briciu, 2016; Campelo et al., 2014; Dziuba, 2015; Kahn, 2006; Kilduff and Nunez-Tabales, 2017). Place
branding is a complex process with competing agendas, various stakeholders, and diverse place attributes all vying for
inclusion within the brand identity itself and, while often used for tourism purposes, it also plays a role in establishing a
place identity within the contexts of investors, immigrants, exports, skilled labour, and natural resources (Blair et al.,
2015; Briciu, 2013; Grydehøj, 2008; Konecnik et al., 2012; Yusof et al., 2014). In light of this complex intersectionality,
place branding researchers are often skeptical about the practicality of trying to succinctly capture the diverse nuances
and perspectives of a place through a brand, as competing priorities make it di�cult to reduce the dynamic essence of a
place into a singular all-purpose brand identity (Anholt, 2008; Baldacchino and Khamis, 2018; Bernardie-Tahir and
Schmool, 2014; Grydehøj, 2008; Petrea et al., 2013).

With respect to developing and designing a place brand, many different approaches have been suggested. Aitken and
Campelo (2011) have argued for the consideration of the ‘4 Rs’: rights, roles, relationships, and responsibilities; a process
which may help clarify the brand purposes, address concerns from various audiences, establish buy-in or support for the
brand, and institute a brand identity. Hayward and Kuwahara (2014) provide further advice for stakeholders: prioritize the
characteristics (identity) that best re�ect the image to be portrayed. Beritelli and Laesser (2016) caution that tourism
brand developers relying on generic images may end up with a brand identity that entails uncompelling communications
and vague meanings, resulting in a singular and simplistic brand that says little about the true identity of the destination
(Bregoli, 2013). In line with this caution, a 2010 study examining the brand identities of six Dutch Caribbean islands
found few discernable differences (Daye, 2010). Given that one of the main purposes of branding is to help audiences
distinguish between two or more brands through unique identities, such lack of distinguishability can be problematic –
and costly.

Any kind of branding, including place branding, requires the establishment and communication of a brand identity. Each
component of that brand identity is vital in the creation and propagation of a destination brand, and destinations develop
and promote symbols to help convey their unique characteristics, personality, and image, thereby creating a distinct and
meaningful identity (Kladou et al., 2016; Lee et al., 2012). One means of understanding a destination’s brand identity is to
examine its expression through its logo (Kim and Lim, 2019; Sadler et al., 2016). A logo is the visual and symbolic
representation of a brand and is intricately linked to a brand’s identity (Beritelli and Laesser, 2016; Kim and Lim, 2019; Lee
et al., 2012; Seraphin et al., 2016). Many studies have found positive relationships between brand logos and consumer
attitudes and intentions, proffering a valuable reminder about “the importance of the affective reactions logos can
generate” (Lee et al., 2012, p. 589; Kim and Lim, 2019).

Logos are only one aspect of a destination’s branding strategy; other components of a brand’s architecture may include a
slogan, spokesperson, or jingle, as well as photographs, videos, and text (Datzira-Masip and Poluzzi, 2014). While each
component is different, brands often embed common elements throughout, thus leveraging one piece of the brand’s
architecture off of others to form a cohesive, consistent brand image. Disparate brand components can cause confusion
and reduce impact, and such mis�res can come at a high cost. To mitigate such issues, some places opt to develop
distinct and effective brands for different target audiences, as in Iceland’s promotion of their tourism (Inspired by
Iceland), product export (Iceland Naturally), and environmental (Green by Iceland) endeavours (Íslandsstofa, n.d.; Tang-
Taye and Standing, 2016; Wheeler et al., 2011). While such approaches often allow for overlap across brand identities
and objectives, they can also result in a set of distinct, incongruous brands. As such, to ensure clarity, the current study
focuses solely on island brand logos which had been developed for the purpose of tourism promotion.
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To be effective, tourism branding messages need to resonate with several key stakeholders, further adding to the
complexity of developing a distinctive and clear brand identity (Briciu, 2013; Briciu and Briciu, 2016). Tourism branding
targets potential visitors – both those who have visited before and those who have not – whose prior knowledge of the
locale can vary greatly. As a result, destinations that use less well-known or more implicit themes in their logos may not
connect with potential visitors for whom those themes have no meaning (Katz, 2018). That said, as effective tourism
branding aims to connect with the place’s identity and ideals as experienced by local residents, it is critical that the brand
identity aligns with those upheld by operational and community stakeholders representing the brand on a more micro
level (Almeyda- Ibáñez and George, 2017; Bonn and Brand, 1995; Canavan, 2017; Grydehøj, 2008; Whitten Henry, 2020).
Disparity between how the brand identity is portrayed to potential visitors and how locals understand their place can
cause dissonance and resentment among residents, negatively impacting community buy-in, engagement, and support
of the industry (Almeyda- Ibáñez and George, 2017; Campelo et al., 2014; Canavan, 2017; Grydehøj, 2008; Popescu,
2014). This gap and resulting tension may also hamper the actual experience of tourists when they visit the place, as
their a�rmation of the brand’s identity relies in part on their engagement with products and experiences (Almeyda-
Ibáñez and George, 2017; Campelo et al., 2014).

The legacy of colonization also shapes the branding process in terms of whose sense of identity is captured and how in
the development of a brand identity. First, the voices heard throughout the branding process tends to be those with the
power and agency to exercise their privilege through systems that value these perspectives over others (Neilsen and
Wilson, 2012). Second, the local culture that is being captured via branding is already permeated with the vestiges of
colonization and those in�uences cannot be easily detangled or extricated to �nd more Indigenous identities (Carr et al.,
2016). Lastly, the audiences for which brand identities are designed often identify with the oppressor and thus brands are
imbued with colonial identities rather than Indigenous ones to appease those audiences. (Sroypetch, 2016) Even when
Indigenous identities are incorporated into branding, such as with many of the brands associated with the Hawaiian
Islands, it is done with the purpose of appealing to audiences who value (at least super�cially) Indigenous – or quasi-
Indigenous – Hawaiian identities, but these identities are often appropriated by the colonizers for exploitation, rather
than being rooted in the Indigenous communities themselves. Branding can be a reinforcing mechanism of colonization
by perpetuating the colonized identity as legitimate to a wide audience who often demonstrate little interest in seeking to
understand Indigenous identities or the colonial histories that have shaped the places they visit. For example, the brand
identity of Bermuda as a tourism destination emphasizes its colonial history through the promotion of high-tea, cricket,
attire (Bermuda shorts), pub-culture, and left-lane driving, and espouses opportunities to ‘celebrate’ Bermuda’s colonial
history.

Many of the �ndings in tourism branding research can be applied to all destinations, but there are several contributions
that are unique and speci�c to islands (Baldacchino, 2012; Baldacchino and Khamis, 2018; Daye, 2010; Henthorne et al.,
2016; Leseure, 2010). Daye (2010) observed that many islands have di�culty expressing points of difference in their
branding strategies and brand identities as compared to other island destinations, instead opting to focus on points of
parity. In examining the unique selling positions of Caribbean destinations, Henthorne and colleagues (2016) and also
noted that sustained points of differentiation were a challenge and that, over time, a convergence of positions emerged.
Baldacchino (2012, p. 58), when discussing island branding in the context of commodi�cation, indicated that the
representation of an island space “may be geared primarily for outsider (such as visitor) consumption” rather than as
locals would see it, an approach which may be valuable in terms of selling the appeal of the destination but, as
previously discussed, may have negative implications on the ground (Grydehøj, 2008). Many island branding messages
are imbued with their essence or (projected) personality, for example Skye is ‘breathtaking’ while Turks and Caicos are
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‘beautiful by nature’ (Leseure, 2010), and many colder island destinations have found success through messages that
“emphasise either clean and unspoilt spaces ripe for nature based, adrenalin pumping adventure and discovery” or
“historical episodes […] such as Viking traditions in Shetland” (Baldacchino, 2012, p. 59).

Island identity, island tourism, island branding, and brand identity each have their own scholarly discourse and are
represented to various degrees in the academic literature. The review of the research related to these concepts,
individually and collectively, provides a foundation from which this study intends to proceed in an effort to add to the
body of knowledge pertaining to island identity and brand identity, and their union.

Method

The current study examined a selection of island tourism logos with the purpose of answering the question: what
themes are used by island tourism destinations, via brand logos, to help establish the island’s identity? Several steps
were taken when assembling the research sample. A preliminary list of popular island tourism destinations was
compiled, based on the systematic review of a variety of published lists of the most popular island tourism destinations,
sourced from travel-related magazines and websites and covering a range of destination types, including cities, regions,
states/provinces, countries, islands, and attractions. This review resulted in a preliminary list exceeding 140 islands,
archipelagos, island clusters, and sub-island jurisdictions. The tourism logo for each destination on the preliminary list
was sourced based on the following criteria: 1) it was the most recent logo (to the extent it was possible to discern); 2) it
was used speci�cally for tourism marketing; 3) it was linked to the destination itself, rather than to a speci�c tourism
industry body; and 4) it consisted primarily of a graphic image, without photography or extraneous text beyond a brief
slogan. Based on these criteria, more than 60 islands were eliminated, leaving a �nal list of 84 islands (see Table 1).

Table 1. List of island destinations whose tourism logos were included in the sample.

Anguilla 
Antigua and Barbuda 
Aruba 
Bahamas 
Bali 
Barbados 
Bermuda 
Bonaire 
British Virgin Islands 
Cayman Islands 
Canary Islands 
Cape Breton 
Cape Verde 
Capri 
Catalina Island 
Cook Islands 
Cozumel 
Crete 
Curaçao 
Cyprus 
Dominica 
Dominican Republic 
Easter Island 
Faroe Islands 
Fiji 
Florida Keys and Key West 
Gozo

Greenland 
Grenada 
Guam 
Haiti 
Hawai'i 
Hilton Head Island 
Hydra 
Iceland 
Indonesia 
Ireland 
Jamaica 
Kangaroo Island 
Kaua'i 
Lāna'i 
Madeira Islands 
Magdalen Islands 
Maldives 
Malta 
Martinique 
Mauritius 
Moloka'i 
Mykonos 
Nantucket 
Nevis 
New Caledonia 
New Zealand 
O'ahu 
Orkney

Outer Banks 
Outer Hebrides 
Palawan 
Papua New Guinea 
Philippines 
Prince Edward Island 
Rhodes 
Sabah 
Saint Lucia 
Samoa 
Santorini 
Sardinia 
Seychelles 
Shetland 
Solomon Islands 
St. Kitts 
Sint Maarten 
Saint Martin 
St. Vincent and the Grenadines 
Tahiti 
Tasmania 
Tonga 
Trinidad and Tobago 
Turks and Caicos 
US Virgin Islands 
Vanuatu 
Whitsundays 
Zanzibar
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The study blended two methodologies: content analysis and thematic analysis. Content analysis, popular in
communications research, is used to determine and quantify the presence of certain words, concepts, themes, or
phrases within communication items (such as documents, pictures, audio, or video) and assign meaning to the items
being analyzed, in this case elements of tourism logos (Krippendorff, 1989). This approach was blended with thematic
analysis, which clusters and categorizes data into themes based on observed patterns, enabling meaning to be extracted
and considered from a more holistic perspective (Aronson, 1995; Braun and Clarke, 2012).

Three researchers, including one faculty member (Faculty of Business, Marketing) and two graduate students at the
University of Prince Edward Island simultaneously reviewed each logo to identify, discuss, and record observed
embedded themes, drawn from explicit or implicit images, symbols, or patterns within the logo. In instances where
discrepancies or disagreements arose around particular logo elements or themes, the group shared their perspectives
and ultimately came to a consensus. The reviewers permitted themselves to conduct supplementary research to help
clarify whether a theme was present (e.g., search the internet for the colours in a destination’s �ag to see whether they
aligned with the colours in the logo). Each of the logos generated varying amounts of discussion depending on their
complexity or uniqueness but, overall, consensus on the observed themes was easily reached. The results of the content
and thematic analysis for each of the island tourism logos were synthesized and grouped, both qualitatively and
quantitatively. Several recurrent themes were identi�ed and grouped into higher-level clusters. The results of the data
analysis follow.

Results

Logo themes help to shape each island’s brand identity as unique and distinct from other islands, while also serving to
connect the island with other islands as part of an overall island brand. A careful and systematic review of island tourism
logos revealed several recurrent themes and theme clusters embedded in island tourism destination logos. Overall, four
major theme clusters emerged – colours, �ora and fauna, landscapes and seascapes, islands – and are discussed below.

Colours

Many island tourism logos incorporated vivid colours as part of the overall design. For some island logos, those colours
were limited to one or two, while many featured a broader spectrum. Twenty-three (23) logos incorporated more than
three bright or vivid colours in prominent ways, with islands such as Aruba, Cape Verde, and Gozo using punchy, bright
colours and rainbow elements that made their logos stand out.

Of the 84 island tourism logos reviewed, 40 incorporated one or more shades of blue as a main colour. These blues
ranged from dark to light, and a single logo often featured various hues. Blue was also used in various ways to explicitly
denote or represent water (e.g., Cozumel, Iceland), to reference sky (e.g., Capri, Orkney), as a font colour (e.g., Antigua
and Barbuda), or in a more abstract manner (e.g., Crete). Green was also frequently and prominently used, appearing as a
dominant colour in 20 island tourism logos. Dominica’s entire logo is green, as is that of New Caledonia. Often used to
depict �ora or land, the greens used in many of the logos were verdant and lush. Other prominent colours were yellow
(13), orange (11), red (11), and pink (3). Very few island tourism logos feature ‘dull’ colours, although islands such as
Moloka'i used brown – along with green – to create an ‘earthy’ motif.
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Flora and Fauna

A variety of �ora and/or fauna were depicted in 19 island tourism logos. Twelve (12) of these included images of �owers,
which were often speci�c and native or notable to the destination. Flowers featured prominently in the logos of many
destinations, including Canary Islands, Madeira Islands, Martinique, Seychelles, Sint Maarten, St. Vincent and the
Grenadines, and Tahiti. Four (4) logos featured trees, the majority of which were palm trees (3), as seen in the logos for
Antigua and Barbuda, Palawan, and Sabah. Another �ve (5) logos included other plants of some kind. For example,
Grenada’s logo incorporated the nutmeg plant while Ireland’s logo included an image of a shamrock. With respect to
fauna, sixteen (16) logos included images of a land animal or sea creature, including nine (9) logos with birds, both
speci�c, such as Bonaire’s inclusion of a �amingo, and generic, as seen in the logos of Prince Edward Island and St.
Vincent and the Grenadines. Other fauna included �sh (Barbados, Kangaroo Island, Maldives), a turtle (Cayman Islands),
a monkey (Sabah), a snail (Sardinia), a butter�y (Nevis), a chameleon (Rhodes), and a ‘tiger’ (thylacine; Tasmania).

Landscapes and Seascapes

Well-de�ned landscapes and seascapes were featured in nine (9) island tourism logos, often depicting a beach scene
with lush greenery in the background. Notable among these were the logos for Catalina Island, Dominica, Magdalen
Islands, Orkney, Sabah, and St. Kitts, each of which portrayed picturesque scenes. Other logos, such as those of
Dominican Republic and Saint Lucia, used more rudimentary or abstract representations of landscapes or seascapes.

The sun featured in sixteen (16) logos, sometimes in the form of sunrise/sunset, sunlight, or rays of sunshine (e.g.,
Curaçao, Cyprus, Dominican Republic, Palawan, Rhodes, Solomon Islands). Several logos, including those of Canary
Islands and Papua New Guinea, portrayed the sun as light emanating from the logo itself. Other aspects of landscape- or
seascape-based logos included images of waves (19) and hills or mountains (6). Logos for Cape Breton Island, Cozumel,
Dominican Republic, Mauritius, Prince Edward Island, and Tasmania all featured a single wave, while those of British
Virgin Islands, Cyprus, Iceland, New Caledonia, Rhodes, Seychelles, and Saint Lucia featured multiple waves. ‘Wavy’ fonts
were used by Barbados, Bermuda, Mauritius, Outer Banks, Tasmania, and Turks and Caicos. The logos for Saint Lucia,
Cape Breton, St. Kitts, Dominica, Magdalen Islands, and Sabah all feature hilly or mountainous backdrops.

Islands

Forty-seven (47) logos featured aspects of islandness or a notable nod to the destination’s geographic identity as an
island. Twenty-four (24) of these logos incorporated the shape of an island or islands (e.g., Bahamas, Crete, Dominica,
Florida Keys and Key West, Kangaroo Island, Outer Banks, New Zealand, and Sardinia). Sixteen (16) destinations’ names
(and, therefore, their logos) included the word island, and eight (8) logos featured the word island in the embedded
slogan within the logo, such as Aruba’s “One Happy Island” and Crete’s “The Island Inside You.”

Other �emes

Several additional themes emerged which were prominent throughout the dataset but did not �t into any of the four main
theme categories outlined above. Ten (10) logos alluded to their jurisdictional status, linking to metropoles or other

Journal of Marine and Island Cultures, v10n1 — Graham & Campbell

66
2212-6821 © 2021 Institution for Marine and Island Cultures, Mokpo National University.

 10.21463/jmic.2021.10.1.04 — https://jmic.online/issues/v10n1/4/



jurisdictions with which they were associated. Four of the �ve Hawaiian islands’ logos included in the study made
reference to being a part of the greater archipelago (and State) of Hawai'i in their embedded slogan. Kaua' i branded
itself as “Hawai'i’s Island of Discovery,” Lāna'i claimed to be “Hawai'i’s Most Enticing Island,” Moloka' i used the slogan
“Hawaiian by Nature,” and O'ahu’s slogan was “The Heart of Hawai'i,” while the “Big Island” of Hawai'i references the
greater Hawaiian islands in its name. The logo of the British Virgin Islands made reference to their status as colonized
overseas territories through the logo color scheme as well as in the destination’s name. Additionally, Outer Banks made
reference to North Carolina, Hilton Head Island linked to South Carolina, and Sabah noted its relationship to Borneo.
Additionally, many destinations featured recognizable or ‘iconic’ characteristics in their logos. For example, eight (8)
destinations used colours in their logos that mirrored or referenced those in their �ag (e.g., Greenland, Iceland, Saint
Lucia, and Tonga).

Discussion

Islands, Island Identity, and Island Tourism

The enduring and well-established allure of the island continues to draw visitors to island destinations in search of an
idealized getaway (Baldacchino, 2012; Lugovskoy, 2015; Péron, 2004). While some have argued that islands do not differ
from non-islands in any meaningful touristic manner, a plethora of scholarly research championing islands’ islandness
and examining island tourism as a speci�c subsection of tourism suggests otherwise (Butler, 2012; Sharpley, 2012;
Baldacchino and Khamis, 2018). The present �ndings indicate that an island identity is a critical factor in attracting
tourists, although is often employed in tandem with other key themes. To help prospective visitors make the connection
between a particular destination’s island identity and the quintessential island escape, 41 of the 84 tourism logos
analyzed in the current study contained allusions to the destination’s islandness, whether through the destination name,
branding slogan, or visual elements of the logo itself. In addition, many of the island tourism logos used themes which
have been found to be associated with islandness, including those related to water, nature, and history or tradition
(Brinklow, 2013; Graham, 2020). In many instances, water was expressly represented through the depiction of waves, and
was widely implied through incorporation of the colour blue. Nature was highlighted in logos in the form of �ora and
fauna, and depictions of landscapes and seascapes, while connections to history and tradition – as represented by
references to a �ag or by linking to other geographic jurisdictions – were also prevalent. Overall, the �ndings suggest that
an island identity was a key element in many destinations’ strategic brand identities.

While the current study a�rms the uniqueness of islands as tourism destinations, Sharpley’s (2012) contention does
hold some merit when considering the fundamental attributes of one subsector of the tourism industry: the ‘3S’ trifecta
of “sun, sand, and sea” (Baldacchino, 2012, p. 56; Cameron and Gatewood, 2008). Many islands can boast all three pillars
of touristic pursuits, so it should be no surprise that these elements appear in many of the island tourism logos analyzed
in this study, representing part of their island and brand identities. Of the 84 island tourism logos analyzed, 30 included at
least one element relating to themes of sun, sand, or sea, while several included two themes, and some included all
three. Yet, sun, sand, and sea are not exclusively the domain of islands; many coastal destinations around the world can
also lay claim to this recipe for vacation bliss. Consequently, islands are not only competing against other islands for a
share of the 3S tourism market, but must also compete with coastal mainland destinations sharing these desired
features. The 3Ss can hardly be considered a distinguishing feature when there is an abundance of destinations, both
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island and mainland, that share the same characteristics (Cameron and Gatewood, 2008; Conway and Timms, 2010;
Maloney and Montes Rojas, 2005; Stupart and Shipley, 2012). While some 3S-focused island destinations attempt to set
themselves apart by laying claim to the ‘most beautiful beaches,’ ‘most spectacular sunsets,’ and ‘most crystal-clear
waters’ as part of their ‘distinct’ island identity, much of this is subjective hyperbole. In truth, �nding meaningful
differences between many of the 3S destinations can be challenging (Daye, 2010) and, therefore, the strategy of
employing the lure of ‘sun, sand, and sea’ as the bedrock of a destination’s brand identity seems ineffective when
establishing a unique brand identity for an island destination.

Island Identity, Place Branding, and Tourism Marketing

Place branding strategies often target a variety of audiences for various purposes, even within the narrow con�nes of
tourism marketing (Anholt, 2008). These audiences may include potential visitors, previous visitors, tourism operators,
local residents, and government stakeholders, each with different needs and expectations in terms of what the brand
identity conveys (Hem and Iversen, 2004). Critics note that developing brand identities to appeal to various audiences
with diverse needs can result in ineffective branding strategies and a muddled brand identity (Bernadie-Tahir and
Schmool, 2014; Grydehøj, 2008). To further complicate matters, consumers are playing an increasingly greater role in the
creation or construction of brand identity, deciding and communicating a brand’s identity for themselves rather than
assuming a passive role and being told by brand managers what the brand’s identity is or means. Thus, establishing a
brand – and the accompanying brand identity and architecture – is a complex, multi-faceted, and dynamic exercise that
must balance the needs of various stakeholders, destination objectives, and limited resources.

A brand’s purpose is to help communicate vital information to audiences which assists them in understanding the brand
identity and in making decisions in terms of their impressions, attitudes, and purchase decisions (Campelo et al., 2014;
Daye, 2010; Henthorne et al., 2016; Kim and Lim, 2019). One communication method is to highlight points of parity: the
ways in which the brand’s identity is similar to others in the product category. Including these points of parity helps to
establish brand identity familiarity among audiences, which in turn can foster positive associations as well as help
audiences understand and accept the new brand identity within the context of their knowledge of other brands. Points of
parity also help to reduce perceived risks for newer audiences by establishing a framework for understanding the brand
in relatable terms. Over emphasis on points of parity, however, can result in a brand identity that is indistinguishable from
another brand, and is thus uncompelling. To mitigate this, effective brands also incorporate points of difference to
highlight the ways in which their brand identity differs from others in the product category (Keller et al., 2002). Some of
the overarching consistency of the themes observed in the current study – particularly the use of bright colours
(especially blue and green), depiction of �ora and fauna, and emphasis on being an island – may serve as compelling
points of parity to help audiences relate to and establish a sense of familiarity with these island destinations. Even when
incorporating relatively common themes, however, each tourism logo in the current sample remained distinct and unique,
thus aiding in establishing points of difference between island destinations. This was perhaps most notable in the
tourism logos that included a slogan, as the slogans often identi�ed and speci�ed a point of difference for the island
destination. For example, ‘Fiji – Where Happiness Finds You,’ ‘Lāna'i – Hawai'i’s Most Enticing Island,’ and ‘Cape Breton –
Nova Scotia’s Masterpiece’ each highlight ways in which the island destination is different or special.

The connections between familiarity and branding are well researched, and academic literature has identi�ed clear
differences in audience responses between individuals who are familiar with a brand and those who are less (or not)
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familiar (Delgado-Ballester et al., 2012; Herm and Moller, 2014; Kim and Lim, 2019). Familiarity, linked to brand recall and
recognition (Marti, 2005), has been found to enhance destination image and intention to visit (Bigne et al., 2019), brand
attachment (Grobert et al., 2016), brand trustworthiness (Katz, 2018), and customer-based brand equity (Delgado-
Ballester et al., 2012). Notably, familiarity is also linked to brand identi�cation (Herm and Moller, 2014), which may
explain the connection between destination familiarity and the ability to recognize related themes. With a variety of brand
identity components employed to connect with differing audiences – each with their own needs, expectations, and brand
knowledge – individual components which target speci�c audiences may not resonate with all audiences. For instances,
some logos incorporate themes which may be unfamiliar to audiences who have not yet visited the destination but which
are in fact very meaningful to local residents, industry stakeholders, and previous visitors. The meaning of themes
embedded in a logo are often deliberate on the part of the brand developers, but audiences may also attribute meaning
that stems from other information sources, including their own experiences with the brand (in this case, the island
place). This transference of symbolism occurs with dynamic branding, whereby brand meaning evolves over time, and is
shaped by both the brand itself and consumers who increasingly de�ne brands on their own terms (Helm and Jones,
2010). As islandness is itself a dynamic construct, brand developers who recognize and embrace this rich parallel are
sure to deliver impactful, compelling, and meaningful island destination brands.

Decolonialism and Island Identity

The studied islands have various histories with respect to colonialism. Many of the Caribbean, South Paci�c, and
Mediterranean islands have colonial legacies, and even long after the process of decolonization has begun, the taint of
colonialism remains pervasive and di�cult to extricate (Dumontet et al., 2019). During colonization, Indigenous cultures
were decimated through genocide, enslavement, punishment, and exclusion from political, economic, and social
participation – some of which continues to this day. The embedded nature of colonialism means that decolonization is a
messy, imperfect, non-linear, contested, negotiated, and volatile endeavour (Nadarajah and Grydehøj, 2016). The
institutionalization of colonialism, its entrenchment into the local culture, and the ways in which it shapes thoughts and
knowledge make incremental progress challenging. Even the act of identifying and naming themes observed in the
tourism brand logos (and thus identities) is an act of colonialism whereby the privileged and Western-centric perspective
of the researchers is the vantage point from which island identity is being investigated, observed, analyzed, and
documented (Mignolo, 2011; Nadarajah, 2007). Coupling this reality with the co-created nature of identity, and in
particular with who does (or does not) participate in this co-creation, how, and why, it is easy to see the colonial
in�uences on the brand identities of some of the islands examined in this study.

Little is known about the formal development of the brand identities for the island destinations included in this study in
terms of who participates, how parties were (or were not) engaged, and how/why decisions were made – but in all
likelihood key decisions were being made by political and economic entities including governing bodies, marketing
teams located away from the destination itself, or tourism organizations which cater to the needs of a small group of
stakeholders. The result is that colonial perspectives often permeate the brand identities developed for tourism
purposes (Büscher and Fletcher, 2017). For example, the tourism logo for the British Virgin Islands makes direct ties to
colonial roots. Others, like the Hawai’ian islands, reclaim part of their precolonial identities through their branding. From
consumers’ perspectives, the demand for tourism experiences that, at least in part, expose visitors to Indigenous culture
is growing, but the authenticity of both the consumers’ interest and the tourism offerings provided is unclear and often
favors the perspective of the privileged over the oppressed.
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The version of identity that is captured and conveyed through these brand logos and how power and agency is
embedded in the branding process is problematic. The decolonialization project challenges Island Studies researchers to
question the imperial lens through which much of their work is conceived, conducted, and disseminated (Nadarajah and
Grydehøj, 2016; Nimführ and Meloni, 2021; Smith, 2012). Through this particular study, the researchers acknowledge the
singularity of perspective used and embedded in this study, from the islands which were included (only those with
English language brand logos and accessible through Eurocentric sources) to the observation of themes (which
inherently had to having meaning and/or resonate with the researchers’ own lived experiences in order for them to be
‘seen’). The contribution of this research to the decolonization discourse rests in the questions it raises (Dumontet et al.,
2019). How is an island’s identity, and by extension brand identity for islands, created? Who participates in this creation
of identities, including brand identities, and how? And for whom are these identities, in particular brand identities, created
and why? When examined with decolonization as a cornerstone of purpose and process, this discursive perspective
provides a mandate for a grossly unrepresented and important voice. Colonization is a process of erasure and silencing
of Indigenous voices, and part of the decolonization process is to hear from and amplify these voices such that the
collective knowledge of those who have or are experiencing colonization is central to the discourse.

Limitations and Further Research

While the current study focused on the identi�cation of themes used by islands in their tourism brands, it focused only
on logos. As logos are just one component of the destination brand, these �ndings and discussion represent only part of
the overall branding strategy. To fully understand the range of themes employed by island destinations in their tourism
branding and brand identities, a comprehensive review of all branding strategy components (slogans, advertisements,
online presence, photographs, videos, etc.) would be required, as it is the combination and dynamic interaction of these
branding elements that truly re�ects the complete brand identity. Additionally, the current research focused solely on the
identi�cation and presence of themes, and did not consider theme salience (e.g., prominent, minor, etc.) or purpose. In
some cases, a theme represented a minor part of a logo, while in others it was a focal point. Further analysis of island
tourism logos to determine the extent to which themes are used, and in what manner, would provide further insight into
the roles of certain themes in brands’ identities and inform discussion around incorporation of themes in island tourism
branding more generally. Examining the brand developers’ intentions (particularly in terms of conveyed meaning and
target audiences) in the selection and inclusion of logo themes would also provide additional, measurable insight into
their use and effectiveness. Finally, the current study focused solely on tourism logos themes of island destinations;
themes incorporated in mainland tourism destinations logos and branding may or may not mirror those used by islands.
If islandness is an inherently desirable factor for attracting visitors, the themes used by islands should differ in some way
from those used by non-islands. Replicating the current study with a sample comprising logos from both island and non-
island tourism destinations may offer clarity and provide insight into which (and how) themes are employed in island vs.
non-island tourism destination logos.

Conclusion

Islands are “powerful brands unto themselves” (Baldacchino, 2016, para. 6) and long romanticized as ideal getaway
destinations. The current analysis of island tourism logos identi�ed many of the characteristics contributing to the island
allure. While logo themes constitute only one part of an overall branding strategy, due to their high visibility they are
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central to the successful promotion of a destination and establishment of a brand identity. The current study provides
insight into key themes employed by island destinations in this aspect of their tourism branding, and highlights many
areas warranting further investigation by island scholars and marketers alike. A greater understanding of destinations’
branding strategies and brand identities, particularly in an island context, serves to inform innovative, effective branding,
and offers a crucial advantage for island destinations in an increasingly competitive tourism industry.
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