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Abstract:  

At present we are familiarized with advertising strategies like city marketing that promote distinctive features of places to make them competitive at a global context. As part of these strategies governments (at national, regional and local level) invoke specific tourist and geographical imaginaries to promote places in order to attract international tourism.  

Considering the international context, Argentina has not historically been a tourist destination (on the contrary, it has been the point of departure of tourism flows). However, in the last decade Argentine national state has shown special interest in including tourism in its national public policy in order to transform the country into an international tourism destination. As part of this policy, tourist promotion (one of its main tools) has focused on certain Argentine tourist imaginaries to promote its attractions and destinations. 

Argentina competes at the international tourism context displaying some of their well known attraction: Buenos Aires and its cosmopolitanism, its condition as the tango’s place-birth, the mythic unexplored Patagonia, the endless plain landscape of pampa, and the pre-Hispanic and colonial legacy. All of these ideas have contributed to the definition of Argentine tourist imaginary that has been used to seduce foreign tourists.

We assume that tourist policies contribute to the construction of the tourist imaginaries while they also help to define a national identity. Even when we recognize the fact that interpretations and meanings suggested by tourist promotion could be contested by tourists, we consider that these ideas could orientate the way destinations are experienced, enjoyed and interpreted.

In this paper we analyze public tourist promotion in Argentina focusing on how they help to construct specific attractions invoking (and defining) some Argentine tourist imaginaries. Specifically, we pay attention to the links between promotion, attractions and imaginaries considering two specific tourist destinations: Buenos Aires city and Norwest Argentina. In order to do this we gather, systematize and analyze promotional text and images that national, provincial and municipal government have elaborated during the last decade.

The analysis of this promotion policy has showed that: a) considering the case of Buenos Aires city, some historical cultural icons of the city (tango, European immigration, multiculturalism) has help to define a new tourist imaginary; and b) the way Northwest Argentina is portrayed by tourist promotion help to construct an imaginary composed by a special and harmonic combination of arid mountainous landscapes and cultural pre-Hispanic and colonial legacy.
