














new South Africa. He was the face of South Africa, appearing widely at
international conferences and sporting events to promote the new ‘rainbow
nation’. He inspired confidence in the economy and in South Africa as a
tourism destination. And the new flag quickly became not just an iconic
symbol of the new, liberated South Africa, but one of the few most widely
recognised national flags in the world.

The colours and shape of the South African flag were used in many different
guises. These ranged from its reflection in beads in South African Tourism’s
destination promotion, through different logos developed to promote wines of
South Africa, the 2010 Football World Cup and the “Alive with Possibility”
national stamp, to the tailplanes of South African Airways and the South
African Broadcasting Corporation logo.

For a more detailed analysis see 1.3.3 From Destination to Place — “South
Africa Alive with Possibility”.

SOUTH AFRICA

It’s possible
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Conclusion - South Africa

e Dramatic political change provides an opportunity to change
international perceptions of a country.

¢ But the opportunity for change must be grasped wholeheartedly by all
of the country’s main stakeholders.

¢ The benefits associated with change will not come by themselves. A
clear strategy must be developed to build on the new situation in which
the country finds itself. The country also needs to communicate what
has changed, what this means for residents, and how it affects potential
visitors.

¢ Internationally iconic personalities, such as Nelson Mandela (and
Barack Obama) come along only once every few generations. Their
potential to reposition the country’s image needs to be recognised at an
early stage and judiciously applied in projecting the new image of the
country.

¢ Never underestimate the colours of the national flag to inspire
recognition of a country. If it works as an attractive design, its use
should be considered across important nationally iconic and highly
visible platforms, such as the national airline, sports teams,
broadcasting network, business and tourism promotion agencies etc.

Case study 10: Can a destination change its image? - Colombia

Famous worldwide for cocaine, coffee and conflict, Colombia decided in the
late 1990s/early 2000s that it had to change its world image.

Importantly it began with real substance. It underpinned its approach to
change with some major investments in infrastructure and changes to the way
it did business (in education, health, public infrastructure projects, safety and
security, a new legal framework for businesses and a more favourable tax
regime). This sent a signal to the world that Colombia was serious about
doing business and changing the way the world saw it.

Tourism played an important part in this transformation too. Having introduced
these major infrastructural changes, there was, inevitably, a lag between
people’s perceptions of Colombia’s traumatic past and Colombia’s new reality
as a safe, welcoming, culturally rich country with the second greatest
biodiversity in the world.

Part of Colombia’s strategy included developing domestic tourism (promoted
through the campaign Vive Colombia. Viaje por ella (Live Colombia. Travel all
around it). This was backed by a “Rutas seguras” (safe routes) programme
featuring 2,234 “Vive Colombia Safe Routes” for tourism. This gave
Colombians confidence to travel internally. The increased level of security led
to foreign governments downgrading their security advisories in Colombia’s
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favour in its main tourism-generating markets, thereby helping to demonstrate
to visitors that travel to Colombia was now safe.

Colombia also introduced a National Climate Change Policy (CONPES) in
partial recognition of the importance of its biodiversity for visitors. Investment
was made in tourism infrastructure projects; and visa requirements were
eased or eliminated for several countries.

With real changes in infrastructure and security in place, Colombia embarked
on a communications campaign.

A nation brand identity (i.e. covering public diplomacy, business, culture and
tourism, but with an emphasis on public diplomacy and business) was
developed: Colombia es pasiéon. This appeared to combine the warm heart of
Colombians with the steam rising from a cup of Colombian coffee (one of its
most important sources of export earnings along with tourism). More
importantly, it was a strong clear, simple visual with a direct and catchy
slogan.

v,

Colombia

o5 Pastore

However, interestingly, the approach to developing tourism was even more
direct and, for some people, quite controversial. Colombia decided that, in
order to attract visitors, it could not hide from its past traumatic history. This
was too widely known to sweep under the carpet. And any pretence at
ignoring it was likely to be treated with suspicion. Colombia acknowledged
that the greatest factor preventing people from visiting Colombia was fear for
their personal safety. Colombia therefore decided to tackle this perception
head-on (which was in effect now a misperception, as much had been done
through government programmes, such as the “Rutas seguras” campaign and
others, to address and reduce the security problems).

In a courageous attempt to turn a negative into a positive and overcome this
damaging lag between people’s perceptions of a past Colombia and the new,
reformed Colombia, Colombia decided to challenge people’s perception of
risk. It turned the notion of risk on its head and challenged people to consider
the true risk in a positive and mildly humorous way, under the campaign
slogan, in the form of a logo, “Colombia, el riesgo es que te quieras quedar”
(“Colombia, the only risk is wanting to stay”).
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Colombia,
~ the only risk
IS wanting
to stay.

This was a brave move. But clearly, it could only have achieved credibility and
worked if it represented the truth: that Colombia really was much safer and
that it was a sufficiently attractive tourism destination.

So, did it work?

Results, which combine both the overall national image for business and
public diplomacy with tourism, suggest that it was extremely successful: °®

Visitors doubled from 624,990 in 2003 to 22,012 in 2008;

GDP grew by 332% (2002-2007);

exports rose 150% (2002-2007);

unemployment dropped 29% (2002-2007);

road mobility increased by 41% (2002-2007);

hotel occupancy rose by 32% (2002-2007);

the confidence index of the Colombian population increased by 75%

(2002-2007);

foreign direct investment rose to 5% of GDP in 2007 (US$ 8.65 billion);

e Colombia climbed from 66th in 2007 to 53rd in 2008 in the “Doing
Business” Index of 181 countries;

e Colombia was awarded the World Bank prize in 2007;

e Colombia’s target is to raise income per capita from US$ 3,000 to US$

18,000 by 2032.

Tourism’s role in changing Colombia’s fortunes has been widely recognised:
“The contribution of tourism to the success of this national branding program
is a model example of the important role played by tourism not only in social
and economic development, but also in forging the image of a country.”’

Colombia is now firmly back on the world stage as country with which people
can safely do business again and as a vibrant tourism destination.

http://www.colombia.travel/en/
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Conclusion — Colombia

e Begin any change programme by putting important infrastructure
changes in place. This provides evidence to the world that real change
is taking place and that this is not just another communications
campaign to paper over the cracks. It also sends a message that you
are serious about making change.

e Understand what matters most to your potential customers, whether
these are inward investors, businesses or tourists. Address these
factors and make it clear to them that you have addressed them (e.g.
safety and security for tourists and business visitors was a major
concern in Colombia).

e Where your destination’s reputation is dominated by a negative image,
do not be afraid to tackle negative perceptions directly, as long as
you really are doing something to address the problems and have made
progress. (e.g. Colombia acknowledged the perceptions of risk people
associated with a visit to Colombia and addressed these in a
straightforward, but also slightly humorous, way. The concept of ‘risk’
was turned on its head to introduce a positive angle to Colombia: “The
only risk is wanting to stay”. Very importantly, this was backed by
credible evidence that the authorities had addressed the risks that
concerned people through the various projects they undertook to
reduce the threat to visitors in Colombia).

¢ Being honest and transparent in your communications will ensure
credibility into the future.

e When the media spotlight shines on your destination for negative
reasons, this sometimes presents you with a good opportunity to
challenge prejudices. By using such an opportunity to demonstrate the
current truth about your destination, you can hopefully, begin to change
people’s minds in your favour.

e Similarly, there’s no time like a crisis for uniting stakeholders behind
the transformation of a country’s image, as long as they can see
demonstrable evidence of an intention to change by government.

e Considerable value can be leveraged for a country, both as a place
to do business and to visit, if it can harmonise these messages.
N.B. ‘Harmonise’ does not mean ‘standardise’: both sectors must be
able to breathe independently of each other and appeal to their own
specific markets; but they should send similar messages at the level of
brand values about the impact of recent changes.

Case study 11: Can a destination change its image? - Australia

Australia transformed its image dramatically in the 1980s from a country that
was perceived more as somewhere to emigrate than visit. It became one of
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America's top ten most desired holiday-destinations, having never before
made the top 50. While much had changed in terms of the product,
particularly a strengthening of the contemporary cultural product and cuisine,
success was largely attributed to the larger than life stereotypical Aussie
comedian Paul Hogan, whose exhortation to “put another shrimp on the
Barbie” in the Australian Tourism Commission’s Come and Say G’Day
campaign oozed Australian values of engaging informality, openness,
friendliness and a straightforward, no-nonsense approach to life. Australian
visitor numbers then doubled in the next four years.

While these same values are still part of the Australian brand, they are
perhaps less relevant than others to certain market segments today. This
does not mean that visitors no longer find Australians’ engaging informality,
openness, friendliness and a straightforward, no-nonsense approach to life
attractive, but that their priorities have changed: they are more concerned to
escape the frenetic pace of their everyday life, recharge their emotional
batteries and reconnect with their partner when on holiday. Australia needed
to appeal to this motivation and demonstrate that it could satisfy it.

Tourism Australia’s 2008 Walkabout campaign recognised this change in
travel motivation by projecting Australia as a place for transformation, an
antidote for stress, a place where immersion in the country refreshes the soul
and recharges the batteries. This was not a rejection of Australia’s
straightforward, open, friendly brand values; it merely focused on others — the
tranquillity, solitude and soul-refreshing qualities associated with a majestic,
wild, sparsely populated, natural environment. This is a clear example of a
destination selecting different core values to convey in its marketing
communications in order to suit the contemporary mood as tastes and travel
motivation change in its key markets.

See http://www.australia.com/campaigns/walkabout/int/index.htm
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Conclusion — Australia

¢ Once a destination has broken through the image barrier and attracted
positive attention, it should continually monitor consumer tastes in
key markets and adjust the way it communicates its brand values
accordingly.

¢ As long as their underlying motivation for travel has not dramatically
changed to the extent that the destination can no longer satisfy them,
changing consumer tastes usually require destinations to change
their marketing message, context and tone, rather than to rebrand
the destination.

e More significantly, this illustrates the way in which different brand
values can be used selectively or dialled up or down to target
people in a particular segment and their motivation for travel. (e.g. In the
Walkabout campaign it is the openness and solitude inherent in the
majestic and wild natural environment that are dialled up; the values of
friendliness and straightforwardness of the Come and Say G’'Day are
not relevant at this level for this segment, as they do not talk to their
primary motivation for travelling as an opportunity to recharge their
emotional batteries and reconnect with each other)

Case study 12: Can a destination change its image? - Glasgow

The former head of Glasgow’s tourism promotion office® used to remark, only
partly in jest, that in the 1970s any tourist in Glasgow was someone who was
lost en route to somewhere else, not a real visitor who had deliberately
chosen to be there. This was largely because Glasgow’s reputation in the
United Kingdom and overseas had declined from being the vibrant ‘second
city of the British Empire’ in the nineteenth century, to that of an economically
depressed, run-down, violent city in the last throes of industrial decline in the
1970s and early 1980s. But in 2006 Glasgow was voted by readers of Condé
Nast Traveller their “Favourite United Kingdom City”®®, and in 2007 it was the
fourth most popular city in the United Kingdom for overseas visitors’®, with a
total of 2.8 million United Kingdom and overseas visitors, who generated £
700 million for the city’s economy and sustained 31,000 jobs in tourism’".

So what changed?

e Firstly this took time. In 1983 a visionary Lord Provost’® (a role similar to
that of city mayor in the United States of America), inspired by the 1977 |
Love New York campaign, embarked on a campaign to promote Glasgow
in order to attract inward investment and bring jobs to the city. This was a
courageous and pioneering move at a time when city marketing was not
yet widely perceived to be either an appropriate or effective use of public
funds: “Many councillors objected to spending money on ‘advertising’
when so many roofs needed repair.””®
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e Secondly, the city authorities were reluctant to invest in this campaign until
funding had been secured from the private sector.

e Thirdly, an inspired campaign was run in the United Kingdom, with
memorable posters on London buses and taxis, using Mr. Happy from the
popular Mr. Men cartoon figures along with the slogan “Glasgow’s Miles
Better” (a ‘miles’....’smiles’ pun was suggested through the smiley face of
Mr. Happy and the juxtaposition of the words “Glasgow’s miles better”). Mr
Happy became an honorary Glaswegian (citizen of Glasgow). As well as
boldly promoting the changes Glasgow was going through, the cartoon
figure of Mr. Happy reflected one of Glasgow’s core brand values of down-
to-earth, engaging humour. This caught the public imagination and created
widespread awareness of the fact that Glasgow was changing.

e Fourthly, a significant but unintended consequence of this campaign and
some of the developments that followed (see below) was the sense of
pride that it generated amongst the city’s residents: “... an equally
important, unpredicted side effect was the impact that the campaign had
on Glaswegians themselves. The slogan gave them the opportunity to
articulate the pride they felt in their city. By adopting it wholeheartedly they
not only helped the campaign succeed, but created the necessary buzz
and can-do attitude that were essential ingredients for the city's revival.””*

But this was not enough to get Glasgow to where it is today. It had to be
underpinned by real and obvious change. As part of Glasgow’s regeneration
programme, the city council focused on two areas that both accelerated a
change in people’s perceptions of the city and endowed the marketing
campaign with credibility: a focus on culture and a commitment to attracting
major events to Glasgow.

In 1988 Glasgow hosted the United Kingdom’s third Garden Festival. The
Glasgow Garden Festival was considered by many to be a turning point for
the city, both because it had been awarded this accolade, but also because it
demonstrated Glasgow’s ability to attract visitors and play a serious role as a
tourism destination. But what sealed this reputation and provided a major
boost to Glasgow’s self confidence and civic pride was its award as European
City of Culture in 1990.

Glasgow followed this up by developing a strong cultural product — museums
and galleries, festivals and events, art and architecture, music and comedy —
which reinforced and built on its reputation as a cultural city. Glasgow also
focused on sport as an important element of the city’s character. The city
pursued a vigorous policy of bidding for high profile events and awards, being
designated European City of Architecture in 1999, UNESCO City of Music in
2008 and, in 2008, winning the competition to host the 2014 Commonwealth
Games. And in 2009 Glasgow’'s image as a vibrant, culturally ‘edgy’,
‘happening’ place was further reinforced when it was awarded the opportunity
to host the United Kingdom MOBO (Music of Black Origin) awards ceremony
— the first time in MOBQ’s 14-year history that it had moved outside London.

An important factor in Glasgow’s success was that it did not stand still. It built
on the advances made in the 1980s and 1990s to embed awareness of the
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city as a cultural, ‘cool’, vibrant, cosmopolitan European city that does things
differently. It would not have been credible for Glasgow to present itself in this
way in the 21st century if the radical changes and investment in regeneration
that followed the Mr. Happy/Glasgow’s Miles Better campaign in the 1980s
and 1990s had not happened. By the beginning of the 21st century Glasgow
now had the product, the confidence and the credibility to promote itself as a
European city on the same basis as long-established tourism destinations
such as Edinburgh and London, without having to tell people that it was
changing. It had changed and there was considerable awareness amongst
people in the United Kingdom and other countries about the new, dynamic,
cultural Glasgow.

A new campaign was launched in 2004 that reflected the distance Glasgow
had travelled in terms of both the sophistication of its tourism product and
public consciousness about the city. Glasgow’s new proposition was a ‘full-on
European city experience’, which was expressed in the slogan “Glasgow:
Scotland with Style”. Targeting ‘style setters’, this cleverly linked the city to the
national (Scottish) brand, thereby leveraging the positive values associated
with Scotland; but, importantly, it ensured that Glasgow had its own distinctive
personality which could also add value to the Scotland brand.

The “Glasgow: Scotland with Style” campaign took its inspiration from one of
Glasgow’s most famous cultural figures, Charles Rennie Mackintosh, and the
Glasgow style movement of the early 1900s. It also built on the city’s
reputation for producing famous musicians (including Sharlene Spiteri of
Texas and bands such as Franz Ferdinand and Glasvegas), as the United
Kingdom’s best preserved Victorian city and as one of Britain’s largest retail
centres outside London, with a wide range of specialist as well as major ‘High
Street’ shops. An important element of the Glasgow experience was “the
emotional characteristics of its citizens ~with their own distinctive self-
deprecating humour, genuine friendliness, a cosmopolitan attitude and a firm
belief in fair play’”® The city defined its brand personality as ‘cosmopolitan’,
‘humorous’, ‘generous’, ‘outgoing’, ‘genuine’, ‘creative’ and ‘embracing’.

The results spoke for themselves again. Between the launch of Glasgow’s
new brand positioning in 2004 and 2007/2008"®:

e Annual hotel occupancy rose from 68.8% to 77.1%.

e Glasgow experienced a £ 62 million increase in tourism expenditure.

e Convention bookings increased to £ 151 million.

e A 2% shift was identified in intentions to visit Glasgow in the three
months following the survey amongst the city’s target audience. This
represented 1.1 million bednights and an expenditure of £ 129 million.

e The “Glasgow: Scotland with Style” campaign won various awards.

e Glasgow’s character as a stylish city was endorsed by commentators
from Vogue and Condé Nast Traveller to the Lonely Planet, which
described Glasgow as “ ...regenerating and evolving at a dizzying
pace. It is edgy, modish and downright ballsy.”””
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Conclusion — Glasgow

e Changing perceptions takes time and commitment: Glasgow began
the process of change in 1983. But the turning point came in 1988 with
the city’s hosting of the Glasgow Garden Festival, followed by the City
of Culture award for 1990. It was not until 2004 that Glasgow launched
the “Glasgow: Scotland with Style” campaign, demonstrating a radical
change in both people’s attitudes towards Glasgow and in the city’s self
confidence over 21 years.

e Inspirational and determined leadership is essential: Glasgow’s
Lord Provost led a campaign against considerable odds to reposition
Glasgow over several years, starting in 1983.

e Private sector support can be critical: Glasgow City Council was
reluctant to fund the campaign until private sector funding was secured.

e Target events that reinforce the destination’s brand image:
Glasgow focused on attracting cultural and sporting events to the city,
enhancing the city’s reputation as a cultural, dynamic and vibrant place
with each bid won.

e Choose theright time to refresh a brand: The “Glasgow’s Miles
Better” campaign projected a city that had changed from a less
illustrious past. But people will only buy the idea that things have
changed for so long. They then need to be told what’'s new and what
the city now stands for. Glasgow had to judge when the new Glasgow
had penetrated people’s consciousness sufficiently for it to be credible
to promote Glasgow as a “full-on European city experience” under the
“Glasgow: Scotland with Style” banner. If this had been embarked on
too soon, it would not have been credible and Glasgow would have
failed to reposition itself amongst its target audience of style setters;
and, if the message about change had continued too long without the
kind of inspirational substantiation conveyed in the “full-on European
city experience” proposition, then people would have grown tired of
hearing the same message about change and might have lost interest
in the new Glasgow. Timing was critical.

http://seeqglasqgow.com/media-
office/news-archive/january-june2008/new-lonely-planet-quide

Glosgow:

Scotland with style
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Case study 13: The power of events to influence brand image — Germany

Germany has an enviable reputation globally for engineering and technical
competence — so much so that Audi do not even translate their company
slogan “Vorsprung durch technik” (progress through technology), in their
British advertising. Keeping the German phrase, which has become a well-
worn catchphrase in the United Kingdom, retains a positive association with
German technical expertise. This is a distinct competitive advantage for
German manufacturing and engineering products. But technical expertise has
not necessarily translated into tourism appeal. Germany was for many years
seen as a rather unexciting, formal and unwelcoming destination in certain
European countries. This is in contrast to its image as a historically fascinating
country in the US market.

In spite of the rebirth of Berlin after the collapse of the Berlin wall and German
reunification in 1990, and Berlin’s widespread recognition as one of Europe’s
most vibrant cities, Germany’s image still remained largely unexciting. But a
major change to this image was to come from a most unexpected direction.

As host of the Football World Cup in 2006, Germany decided to welcome fans
without tickets to the games. Previously, host countries had urged football
fans to stay away if they had no tickets, in order to avoid congestion and
possible violence. Germany took the surprise decision to be the first country
ever to welcome as many people as wanted to come. Germany positively
invited fans without tickets to travel, mounted large video screens in city
centres for them to watch the games and encouraged a party atmosphere.
This strategy may have been partly driven by the need to address the threat
of public disorder by accommodating people who were going to come
anyway. Whatever the reasons, people came in their droves and had a great
time, with very few incidents. "®

“Around 21 million people visited the official FIFA Fan Fests in the twelve
host cities, exceeding all expectations of how many the public screenings
and “Fan Miles” would attract. By the middle of the tournament, some cities
had to expand the areas they had set aside. Nine million people came to
Berlin alone, the first time an event in Germany recorded more visitors than
the Oktoberfest, the largest public festival in the world.” @

a) German National Tourist Board (GNTB), ‘The 2006 FIFA World Cup and its Effect on the
Image and Economy of Germany’.

But more importantly they met Germans of their own age and partied with
them. Overnight the image of Germany changed to become much more
positive as a welcoming friendly destination — and not just amongst those who
travelled to Germany during the World Cup or amongst one particular age
group. Positive media coverage ensured that Germany’s image was
transformed much more widely throughout Europe: 95% of people surveyed
during the World Cup found the majority of German people to be friendly and
88% of visitors to Germany would either probably or definitely recommend the
country as a travel destination.”®
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The value of World Cup-induced activity to Germany’s economy was
estimated at approximately three billion Euros, spread over a period of three
years. It was “predicted to create 50,000 new jobs, which were expected to
generate additional economic value of about 1.5 billion Euros in 2007 and
2008, and to increase tax receipts by around 600 million Euros”.®°

But perhaps even more rewarding was the finding that “Germany’s image
improved significantly in Italy and Brazil, and, more unexpectedly, in France
and the Netherlands”.®’

Germany had begun to change its image in important European markets by
displaying the human face behind its technical expertise.

Quite simply, mass exposure to ‘real’ Germans through the brave and
innovative decision to encourage people to come to Germany during the
World Cup, regardless of whether they had tickets or not, not only
transformed perceptions about Germany amongst the vast numbers of people
who travelled to Germany, but it also presented a new impression of Germany
to many millions more who watched the World Cup on television around the
world.

Conclusion — Germany

e Simple actions can mean a lot: Inviting people to come, regardless of
whether they had tickets, meant people of many different nationalities
mixed with, and experienced, ‘real’ Germans. This was enough to
change perceptions about Germany as a friendly place amongst football
fans who travelled to Germany and many more around the world who
observed the party atmosphere on television.

e Different aims can sometimes be served by the same solution:
Organising large screens and ‘fan fests’ for people without tickets to
watch games in cities throughout Germany may have initially been a
tactic to deal with the potential security problem posed by hordes of
fans without tickets. But, in the end, it achieved three things:

- It resolved security problems;

- it generated considerably greater economic benefit than might
otherwise have been the case;

- it contributed significantly to a change in Germany’s image as a
place to visit.

Case study 14: Technology versus tourism — Positive or negative? —
Japan

Like Germany, Japan’s international image is largely driven by its reputation

for technical expertise, primarily in electronic products. So much so that
Dixons, the United Kingdom high street electrical goods retailer, developed a
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Japanese-sounding brand name, Matsui, for its own products. But modern
electronics and centuries of cultural tradition at first appear mutually
contradictory, thus posing a considerable challenge for developing a
Japanese national brand.

However the common thread is a commitment to quality and attention to
detail. This is as important for purchasers of the latest plasma screen TVs as
it is for visitors seeking high standards of hospitality and customer service in a
ryokan (Japanese guesthouse).

Conclusion — Japan

e This is a clear demonstration of how a perceived brand values (caring,
attention to detail, pride in product and service quality) can transcend
different sectors and be equally important for export manufacturers
and tourism businesses to express to their prospective customers.

Case study 15: Similar but different — Breaking away from the chains of
aregional image — Estonia, Latvia and Lithuania

The Baltic countries (Estonia, Latvia and Lithuania) are perhaps more famous
for their capital cities (Tallinn, Riga and Vilnius) than their countryside. The
well-preserved architecture of their old towns has driven city-break tourism,
but with few visitors venturing into the countryside beyond. For most people
these countries are their capital cities. And their landscapes are quite similar —
relatively flat, forested or marshland. Even within one of their largest markets,
Russia, they are largely perceived as one, having been an attractive summer
seaside retreat and desirable military posting — the former Soviet Baltic
republics.

So can they achieve any differentiation from each other? And does this matter
if they are regularly sold together as part of a Baltic capitals tour? For the
sake of developing future and repeat business it probably does matter.
However, at the moment the seeds of differentiation are emerging:

e Estonia profiles itself as a dynamic, young economy. It is the birthplace of
Skype telephony (even though the founders were Swedish and Danish
and its head office is now in Luxembourg).

e Latvia presents itself as “The Land that Sings” — a reference both to its
cultural traditions and to its part in the singing revolution, which, in 1989,
saw a human chain of about two million people holding hands from Tallinn
in Estonia through Latvia to Vilnius in Lithuania, singing previously banned
songs and demanding independence from the Soviet Union.
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e Lithuania, which the Lonely Planet guidebook describes as “rebellious,
quirky and vibrant”®? promotes itself as ‘brave’, reflecting its challenge to
Moscow in 1989 which saw it lead the charge for the independence of the
Baltic States. Whether ‘rebellious and brave’ remain core Lithuanian brand
values, in the way that they have underpinned definitions of Scottishness
for some people over the centuries, or whether they perish as Lithuania
takes its place as just another modern European economy whose history
no longer defines its current character, remains to be seen.

Conclusion — Estonia, Latvia and Lithuania

¢ Although they have not yet fully developed their branding strategies,
this is an interesting illustration of how three fairly similar countries have
begun to look at their assets in an attempt to distinguish themselves
from each other.

¢ |t will also be interesting to see how Estonia’s reputation for developing
Skype, gels with the promotion of medieval Tallinn as a tourism
destination. Like Japan’s caring value, which transcends both
manufacturing and tourism, the common thread between tourism and
technology will probably lie somewhere around the value of dynamism.

Case study 16: Internal branding — Convincing your own people —
Namibia

In the early years of the 21st century, Namibia was a little known country
outside South Africa and its former colonial ‘godmother’, Germany. Even a
traditional bushman observation — “when God made this country, he must
have been angry” — would ‘hardly inspire people to consider visiting on
holiday.

So the Namibia Tourism Board embarked on a brand development campaign
to position the country as a tourism destination more widely in Europe and
South Africa.

Qualitative research was undertaken in South Africa, Germany and the United
Kingdom to establish Namibia’'s core appeals. This was then discussed with
Namibian stakeholders in tourism, manufacturing and international diplomacy.
Fortunately both visitors and Namibians viewed the country in largely the
same way.

But the most revealing insight, which reinforced the reason for in-depth
customer research in developing a brand, was the difference between
previous visitors and non-visitors. Both were interested in experiencing
African nature and culture. Namibia offered a wonderful wildlife experience.
But, when non-visitors expressed an interest in experiencing tribal culture,
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previous visitors explained that this was difficult without being intrusive. They
did, however, emphasise that Namibia’s strengths lay in its vast, majestic
scenery and awe-inspiring sense of freedom that such vast wilderness and
scenic beauty inspired and, unusually for Africa, from the opportunity for self-
drive, which opened up the country to visitors.

Consequently the Namibia Tourism Board’'s marketing changed. It
downplayed the cultural experience angle and emphasised the vast
landscapes and sense of freedom and escape they engendered, by applying
the following brand values in their marketing communications: ‘rugged’ and
‘natural’ to describe the place; ‘soulful’ and ‘liberating’ to describe the
relationship between the country and its visitors. This was a powerful, almost
elemental, relationship, expressed by focus group participants in terms such
as “the openness, silence, vastness, distances, stars —.it all makes you feel
fulfilled” and “it’s as if God has finished and you’re the first person there”.

This led to the brand insight and core proposition “Namibia is an experience,
not a place”. This in turn was communicated to stakeholders through a brand
toolkit. Its simple aim was to help everyone look more Namibian. Those who
marketed Namibia, and particularly tourism operators, were encouraged to
use a particular tone of voice, pictures and colours that reflected Namibia’s
brand values.

“The quiet that surrounds you lets you look inside yourself somehow” V

“When you look at the Namibian landscape, you can see the hand of God.”

“It’s all about the vastness and what it does to you as a person”

Three years later (2007) Namibia experienced a worldwide growth of +11%.
But, perhaps more significantly, it received +17% growth from Europe, which
dramatically outperformed the 2.3% growth rate of its high performing
neighbour, South Africa.
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Conclusion — Namibia

¢ Qualitative consumer research is the best way to establish what
people think of a destination.

e Evidence from consumer research is the most effective tool for
changing stakeholders’ perceptions of their own country’s appeals.

e |tis important to interview both previous visitors and non-visitors
when undertaking research into consumer perceptions of a destination.

e NTOs must have the courage to change their marketing on the basis
of consumer research findings.

Case study 17: Place-branding: uniting partners to compete on an
international stage — Lyon

The idea of a place brand for Lyon came from two reviews carried out during

2004, highlighting the following areas of concern:

e a lack of renown and awareness of Lyon as a major city, mainly among
international investors.

e low appreciation internationally of the key sectors and main assets of the
City of Lyon due to a proliferation of stakeholders and inappropriate
communication.

A benchmarking study was commissioned in 2006 by Lyon’s main economic
partners in order to identify the city’s position among European major cities.
This confirmed Lyon'’s varied assets as:

e quality of life;

a critical size;

good access to market;

a qualified and extensive labour force;

affordable real estate.

But the study also underlined the vagueness of the global economic image of
Lyon.

The decision was taken to launch a destination logo to promote Lyon’s
economic assets. The "ONLYLYON" logo was created in January 2007. More
than an anagrammatic word pairing, this logo acted as a rallying point for
stakeholders in that it symbolised Lyon’s ambitions, as well as the brand
philosophy and objectives. The targets were to increase the number of
investors, companies, and economic stakeholders.

From January 2007, a strategic plan guided activity centred on the four
‘pillars’ of communication and marketing, press work, events and an
ambassadors’ network. A dedicated team set up in February 2008 was
responsible for developing these activities. The brand was widely adopted by
local and international stakeholders.
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Even though the brand was initially aimed at communicating Lyon’s image
abroad and was targeted at business stakeholders, it was soon discovered
that this needed to be amended. Since the brand was found to need local
buy-in in order to develop its image and scope internationally, the branding
therefore also had to be promoted locally.

Work was needed to establish Lyon’s brand values. Lyon wanted to
emphasise its culture, ‘savoir-vivre’ and not merely its business assets and
started to address individuals as well as businesses. These were primarily
values that applied to tourists, but it became apparent that they were equally
important as appeals for attracting businesses to Lyon.

The brand is considered by stakeholders to be successful and well-liked, and
other cities have copied the initiative and process.

The brand is perceived to be a tool that allows Lyon’s different stakeholders to
work together on new and innovative activities to.promote the city. Lyon has a

reputation for its cohesion among stakeholders and stakeholders feel that the
brand now permits them to collaborate on an international scale.

ONLYLYON -
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Conclusion — Lyon

e Sometimes the symbol of the brand, in the form of a logo, can be
significant in uniting partners, particularly across different sectors,
behind a place brand.

e Brand values that at first glance would seem to be more relevant to
visitors (e.g. culture, ‘savoir-vivre’, quality of life) can be equally
appealing to businesses, as long as the ‘rational’ factors that
businesses require (e.g. critical size, good access to market, a qualified
and extensive labour force, affordable real estate etc.) are in place.
They can often make the difference between people’s perception of a
place as merely offering adequate business opportunities to it being
perceived as a great place to do business as well as visit.

e Understanding how brand values transcend different sectors can enable
synergy between different sectors in branding a place for tourism and
inward investment.

e A dedicated team is required to drive the branding of a place.

¢ Internal marketing to local stakeholders is important to enable the
brand to grow roots in the destination. This will be critical to its impact,

as the more stakeholders support it, the more impact it will have.

e Brand ambassadors can help secure buy-in from local stakeholders.
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7 Conclusions and Recommendations

7.1 Introduction

This section highlights some of the most important issues to be remembered
when branding a destination. These are presented in the form of practical
recommendations for practitioners in NTOs. It is particularly aimed at the
brand manager/ guardian, or whoever is charged with this function whatever it
may be called, within the NTO.

Even if the NTO has no officially appointed brand manager, it is important to
recognise that these functions are critical to the destination’s success. They
should be the starting point that underpins the NTO’s strategic approach to
marketing the destination. If the NTO embarks on marketing the destination
without first establishing its brand, then it is unlikely to be successful, and
possibly doomed to failure.

7.2 At the Beginning: Understanding the Brand and Its Role

e Make sure you understand what a destination brand is and that you
can communicate this clearly to stakeholders (i.e. The essence (DNA) of
the destination, not a logo or a product).

e Understand that you will be establishing a brand for the long-term.
This is not to say that it can not change. Of course it can — and must as
time progresses. But the brand underpins the NTOs’ marketing over the
long-term. It does not change with marketing campaigns. However,
marketing campaigns may change to communicate the brand more
effectively.

e A brand cannot be created by clever marketing communication. It must be
based on real substance — what visitors can experience in the
destination and the way it will make them feel. Marketing communication
merely brings the brand to the attention of potential visitors; it doesn’t
manipulate their perceptions: it presents a credible and deliverable image
of the destination based on fact.

e Branding is for everyone. A small budget is not an excuse for failing to
establish a clear brand for your destination. This is because the brand
should guide, and the brand essence should ooze from, every act of
communication between the destination and visitors, whether face-to-face
or in marketing communications. Imagining that it is not possible to brand
a destination on a small budget is as ridiculous as suggesting that only rich
people can afford personalities. It is that simple ...and that powerful.

e Understand that the brand represents a dynamic relationship between
the core assets of your destination and the way in which people
perceive them. Ultimately the brand exists in the eye of the beholder. It
depends on visitors experiencing the destination in a way that reinforces
the brand values, as well as on the way in which you and your destination
stakeholders project the brand in marketing communications.
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Recognise the importance of your stakeholders — not just those in the
tourism industry (e.g. include government, business, arts, sporting and
cultural organisations and residents’ groups). Identify those with whom you
will need to work, and the way in which you will involve and communicate
with them as you begin to develop the brand with them.

7.3 Developing the Brand — Main Steps

1

Identify your main segments in core markets. These will drive the
development of your brand. Even though, ultimately, your brand
represents the enduring essence of your destination across all segments,
it is important to identify the way in which your destination makes your
core segments feel. When marketing to different segments, you can then
dial up or down different brand values for different segments. This is about
establishing a set of core brand values, which represent the essence of
your destination, and then emphasising those that resonate most with
each different segment in your marketing to those segments.

Involve your destination’s key stakeholders from the outset, so that
they will buy into the brand that you are developing on their behalf, which
represents their home country (or region or city). Treat them as active
participants in the development of the brand, not as objective bystanders.

This means identifying a core group of leaders form different sectors in
business, arts, culture, media, sports and the community, who will actively
help you develop the brand. Establish a regular means of involving and
communicating with them. Some of these people might be on the Brand
Steering Group.

Establish a way of communicating with a wider group of stakeholders
(e.g. businesses, residents and other organisations), so that you can both
involve them in obtaining their feedback at critical stages of the brand
development process (e.g. via the media, public workshops, etc.) as well
as communicate new developments to them whenever necessary.

Undertake a destination audit through consultation with stakeholders,
to establish how they perceive the destination. (N.B. This should not
supersede visitor perspectives of the destination, as your potential visitors
are your most important focus. They are your potential customers, so you
need to ensure that you address any misperceptions they might have and
develop your brand so that it appeals to them; otherwise they will not
come.)

Sometimes, no matter how much they are confronted with potential
visitors’ perceptions, residents may not agree with the way in which
the destination needs to present itself to visitors in order to attract
them. (E.g where potential visitors admire the destination’s heritage, but
residents are only interested in the destination’s future and in presenting a
modern image). This can be a major problem, as it can lead to a
disconnect between the destination’s marketing and the way in which
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5

visitors experience the destination through visitors’ behaviour when they
arrive. More likely, though, is that a failure to work together to present a
coherent brand by the NTO and other stakeholders will result in less
marketing impact on potential visitors.

The best way to avoid this disconnect is to work with stakeholders from the
outset, ensuring that they understand both the role of a destination brand
and the importance of using the destination’s strongest assets to appeal to
potential visitors.

Undertake qualitative consumer research to establish what people in
your core segments, and potential segments, think of your destination.
This is the most effective way to really understand their underlying
motivation for travel and how your destination matches — or fails to deliver
— against these motivations.

You must dig deep to establish this motivation; otherwise your research
will be useless. Do not settle for a mere list of ‘likes” and ‘dislikes’. This
means selecting a research agency with care. You must satisfy yourself
that they both understand the need to dig this deep and have sufficient
experience to do it. Otherwise you may end up with a quantitative analysis
of which things visitors liked best, and which they liked least, about your
destination, which will not move you forward in developing your brand.

Qualitative consumer research should be undertaken amongst both
previous visitors and non-visitors in your key target segments. Their
views can be very different and highly enlightening.

Qualitative consumer research should aim to answer the following
guestions on behalf of potential visitors:

e What are the main things | like about the destination?

What sort of place is it?

How does it make me feel?

How would | describe it in one sentence?

What makes it different from all other destinations?

Undertake a SWOT analysis and a competitor analysis for each main
segment and then use these to inform the development of your brand
personality, brand essence, values and positioning statement. Make sure
that these are not just an undifferentiated list of strengths, weaknesses,
etc.; they should be relevant strengths, weaknesses, opportunities and
threats that have a real, or significant potential, impact on your
destination’s competitiveness; and they should be prioritised where
possible.

Choose a brand-building model to help you build up the brand (e.g. from
rational attributes, through emotional benefits to brand personality,
positioning statement to brand essence and values). There are many
different models and it does not matter which one you choose as long as it
works. Choose whichever model you find easiest to use and are most
comfortable with.
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7 Establish a steering group to support you in developing the brand, and
later in maintaining and driving it forward. Ideally this should consist of no
more than 6 to 8 people, with a senior representative from the NTO
marketing team (who will have to implement the brand), influential
representatives from the inbound industry, government/tourism ministry
and other relevant organisations. A senior representative from business
with branding/marketing expertise from beyond the travel industry can also
be useful, if such a person exists who can command sufficient respect
externally.

This should be chaired by the brand manager/guardian. It might be chaired
in the beginning by the NTO Chief Executive, until it is established, in
order to send a signal within the NTO and externally about the importance
of the brand to the destination.

8 It is useful to appoint a branding agency, or expert, to help you develop
the brand. This person (or agency) can provide independent advice,
ideally based on considerable experience elsewhere, which can help you
negotiate the potential pitfalls involved .in developing a brand. They can
add value by contributing to your own knowledge and often be useful in
communicating a much-needed  external, and therefore credible,
perspective to stakeholders and politicians, which is not always the easiest
thing for an NTO to achieve.

Before appointing a branding agency or expert, you should identify what
you want this expert to do. In other words, it is most cost-effective to do
what you can yourself and then recruit an external expert to fill the gaps
that you cannot effectively fill yourself.

It is important too, to clarify with the expert that the outcome must be a
practical result (e.g. a brand essence, set of brand values and positioning
statement) and that you are able to understand how this can be
incorporated in your future marketing communications. Unless you specify
this, a branding agency may only deliver a theoretical brand (e.g. a set of
values) without articulating how these should be applied, leaving the NTO
with an impressive PowerPoint presentation but no idea how to implement
the result.

7. 4 Implementing the Brand

To be successful, the brand must run through everything the destination
does. This means identifying the destination’s essence and encouraging
brand-compliant behaviour in all who meet, deal or communicate with visitors:
from airport immigration on arrival through every contact with tourism
providers and ordinary residents in the destination to departure.

It also means projecting the brand’s essence in all marketing communications
that emanate from the NTO and, ideally from destination stakeholders. For a
small NTO this might just be in a couple of web pages or the way in which
visiting journalists are exposed to the destination; or it could extend to a multi-
million dollar TV advertising campaign, depending on the NTO’s budget. It is
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important to dispel the myth that a brand can only be communicated through
(expensive) advertising.

The important message is that, however the destination communicates with
visitors, it should base its communications on its brand values, which must run
through all these communications like blood in its veins. Without this
character-giving blood coursing through its communications veins, the
destination will appear as a mere collection of undifferentiated, characterless
products.

Stakeholders include sub-national destination brands. In developing a
national brand architecture, it is important that sub-national destination
brands are able to breathe through having their own distinctive marketing
identity. But they must also have a demonstrable link, at the level of some
shared values with the national brand, which makes them all appear related
and emanating from the same country.

Often the best opportunities for sub-national brands to reach their potential
markets lies within national brand marketing materials, such as websites and
brochures. This allows sub-national brands to take advantage of the market
penetration and distribution achieved by the national brand. They can then
present their own distinctive brands to a targeted audience at a point where
they are likely to be most receptive, which they could otherwise not afford to
do.

You cannot, and should not, change your brand overnight. Its value
comes from the image and equity that it builds up in the eyes of previous and
potential visitors.

If, however, your brand has grown tired, visitor tastes have changed or your
destination non longer appeals to visitors, then it may be time to consider
refreshing the brand. But first consider whether it is really the brand that has
lost resonance with your visitor base, or whether it is the way you present the
brand in your marketing that needs changed. Often it is the creative
execution, rather than the brand itself that has lost impact and needs to be
refreshed.

The brand manager/brand guardian should consider refreshing the brand, or
even possibly rebranding the destination completely, when there is evidence
from brand-monitoring studies that the brand has become ‘comfortably
familiar’.

When refreshing or rebranding the destination, a cost benefit analysis (in
consumer perception, not monetary, terms) should be undertaken to establish
whether there might be any elements of the existing brand that are worth
retaining. This will avoid losing any valuable equity associated with the
existing brand.
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7.5 Managing and Monitoring the Brand

The brand steering group should now oversee the further development,
implementation and, where necessary, refreshing of the brand.

Brand champions and advocates should be appointed to help embed the
brand throughout the nation (or region or city) and in their own sectors and
organisations. They will be important in ensuring that the brand is seen as
valuable and important and in its adoption by other stakeholders.

Brand champions perform a wider role, as respected ambassadors for the
brand across several communities and organisations at a national (or
regional, or city) level, whereas brand advocates are people who occupy
senior positions within an organisation and are charged with ensuring that
their organisation adopts the brand (e.g. in its marketing communications).

A brand toolkit should be produced to explain to both NTO staff and
stakeholders how to apply the brand .in- their own marketing
communications.This should contain a motivational section explaining what
the brand is (i.e. essence, values, etc.), how important it is, and how to apply
the brand essence in marketing communications. It should also contain
technical guidelines on how to use the brand identity (if this is available to
stakeholders for use in their own marketing communications), along with any
licensing issues.

The most important part is the explanation as to how the brand essence can
be communicated in marketing communications. The more organisations that
do this, the greater visibility, and therefore greater impact, the brand will have.
This should be published in electronic format on the NTO website, with a
contact point for further information.

The brand’s impact and its health (i.e. the esteem in which the destination is
held by potential visitors) must be monitored. There are various methods for
doing this. However, it is important to recognise that changes in people’s
perceptions of the destination are unlikely to be detectable immediately,
unless a particularly damaging incident occurs. Brand-tracking should
therefore be undertaken no more frequently than every 2 to 3 years, as it will
be unlikely to yield useful results that could inform change.

An internal marketing programme should be developed for NTO staff and
key stakeholders to enable them to understand and apply the brand. The
toolkit is a useful resource for this.

Brand champions and brand advocates need to be trained, so that they
understand what the brand is all about and how to articulate its value when
they attempt to convince others to adopt it.

Residents also need to be sensitised and made aware of the role and value
of the brand, so that they can understand, and ideally feel pride in, the way
their country (or region or city) is being represented. This can be done through
the media and, subject to budget, public discussion groups and presentations.
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7.6 Critical Success Factors and the Future

Critical success factors in developing a successful brand are:

A good understanding of the destination’s core market segments.

Qualitative consumer research to understand people’s deep motivation
for travel and their feelings and attitudes towards the destination, not just
their likes and dislikes.

A clear understanding of the destination’s competitive position, its
relative strengths and weaknesses.

Leadership and support for the brand from the very top (e.g. NTO CEO
and ideally from government as well — tourism minister, prime minister or
president), that is both enthusiastic and highly visible.

A robust brand management system that includes an energetic brand
manager/guardian, influential brand champions and committed brand
advocates.

An internal brand communications programme that inspires
commitment to the brand amongst NTO staff.

Destination stakeholders’ buy-in to the brand through their involvement
in developing the brand from the outset.

Ongoing communication with stakeholders as involved participants,
not as external observers.

Adoption of the brand by commercial and other destination stakeholders
in their own marketing communications — thereby stretching the brand’s
impact.

Constant monitoring of the brand’s impact and relevance amongst key
target segments.

An understanding throughout the NTO that everyone is responsible for
applying the brand in marketing communications and behaviour, not just
the brand manager.

Long-term commitment to enable sufficient brand equity to be built up for
the brand to gain traction in the marketplace.

A mindset within the NTO that positions the brand at the centre of all
marketing communications.

Living the brand: A brand is not just about marketing communications;
behaviour is critical — by the NTO and its staff, by stakeholders, and by
residents (i.e. everyone with whom the visitor comes into contact, whether
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face-to-face or as a recipient of information, service or products provided
by anyone in the destination). Behaviour — as in the way that visitors
experience a destination through the people they encounter — has always
been the most important element of a destination brand. In the Web 2.0
environment, where people can ‘Twitter’ and exchange immediate views
on both good and bad destination experiences, brand-compliant
behaviour, or at least behaviour that reinforces rather then contradicts the
core brand essence, will become even more critical.

Place branding will become increasingly important, and valuable.
Destinations will have to develop partnerships with other sectors to project
an overall, holistic brand, as part of an overall national, regional or city
effort. But they will still need to apply their own distinctive destination
brand when talking directly to potential visitors.

NTOs need to find ways of remaining relevant and useful to potential
visitors in the digital era. The Web 2.0 environment requires a change of
mindset in the ways NTOs approach their marketing communications. But
the role of the brand — as a consistent representation of the destination’s
brand essence — remains the same. It is, if anything more important,
amongst the welter of ungraded information available online from limitless
sources.

Destination branding success requires a particular set of skills and
attitude in an NTO - ideally in the brand manager/guardian. The brand
manager/guardian needs to persistently seek opportunities to improve the
destination’s competitiveness; be aware of competitors’ activity; clearly
understand the role of a brand and the difference between branding and
marketing; adopt an unwavering commitment to the branding project once
it has begun; possess the skills to persuade stakeholders to get on board;
understand the market environment; inspire staff and stakeholders; and
ensure that the brand is projected in an impactful way through clever
creative execution.
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Annex 1

Current NTO Branding Practice (NTO Branding Survey)

1 Executive Summary
1.1  Purpose

This annex summarises current branding practice amongst ETC/UNWTO
member NTOs, who responded to a questionnaire emailed in July and August
2008.

The questionnaire covered 3 distinct areas of questioning relating to
respondents’ current approach to destination branding:

e Perception of the nature of a destination brand;
e current branding practice of their destination;
¢ willingness to share best practice in destination branding.

The following sections outline the key findings.

1.2 Overview

Most respondents had a clear view on the role of destination branding and
exhibited a very professional approach. Almost all have an official brand
strategy, which they developed with stakeholders and/or sub-national
destinations. Most have a toolkit explaining how to apply the brand.
Reassuringly, a large number of stakeholders use the destination brand in
their own marketing communications. Worryingly however, the average life of
a destination brand appears to be around 5 years, which hardly allows time
for the brand to take root amongst its key audiences. Countries are
increasingly developing nation/place — rather than just destination — brands.
New Zealand is widely admired for its approach to branding, followed by India,
Spain and then Australia.

1.3 Definition of a Destination Brand
Most respondents defined a destination brand as:
e A set of values (18%);

e a competitive identity (17%);
e adestination essence (17%).
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1.4

15

Branding Practice

82% of DMOs have an official brand strategy.

91% declared that they developed this strategy in collaboration with
private and public sector stakeholders and regional tourist boards.

59% of destinations stated that they had been influenced by the need
to represent/include various regional destinations and products when
developing their national tourism brand.

All respondents felt that it was very important or of the highest
importance that stakeholders understood and supported the brand.
Most DMOs believe that their stakeholders use the destination brand in
their own marketing communications very often or most of the time.
The median length of use of a current brand is just over 5 years.

Just under 29% of respondents declare to have used their brand for 10
years or over; almost 12% of brands have been in use for less than a
year or are being redesigned currently.

58% of brands are used for tourism promotion only, but there is an
increasing tendency to consider developing a national brand that
extends beyond the tourism sector.

37% of DMOs are involved in cooperative branding with other
destinations.

80% of NTOs have established a set of brand values for their
destination.

74.2% of DMOs declare to have developed unique positioning
statements for their destinations.

62.8% do not employ a dedicated brand manager for their destination.
62.8% of respondents measure the impact of their brand.

Over 79% of respondents have a brand toolkit with a majority of kits
featuring explanations of both technical elements as well as brand
values.

Good Practice

Respondents were asked which destinations they considered to be good at
destination branding. The destinations that gathered most ‘votes’ were:

Noohkhwdh =

New Zealand (10)
India (7)

Spain (7)
Australia (5)
Dubai (3)

Ireland (3)
Malaysia (3)

22 respondents shared branding experience in order to highlight aims and
objectives and lessons learnt.
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2 Methodology

Following consultation with the ETC Market Intelligence Group, the ETC
secretariat and the UNWTQO’s Market Trends, Competitiveness and Trade in
Tourism Services section, it was decided that primary research would be
carried out among all ETC and UNWTO Member NTOs.

Yellow Railroad, consultants to the project, designed an 8 page questionnaire,
which was subsequently revised following 2 rounds of comments by members
of the ETC Market Intelligence Group and the UNWTO. The ETC Market
Intelligence Group brings together the Research Directors of the NTO
members of ETC.

The questionnaire combines both closed and open questions as well as
allowing respondents to rate some responses on relevant Likert scales. It
comprises 3 distinct areas of questioning relating to the respondents’ current
approach to destination branding:

e perception of the nature of a destination brand;
e current branding practice of their destination;
¢ willingness to share best practice in destination branding.

The final version of the questionnaire was emailed to 165 NTOs on 2 July
2008 and a reminder was sent out on 19 August 2008.

43 filled in questionnaires were received, a response rate of 26.06%.
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3 Research Findings

3.1What is a Brand?

Respondents were asked what they considered a brand to be. They were
presented with 9 alternative meanings and asked to rate these from least to
most relevant on a Likert scale ranging from 1 to 9 respectively.

The graph below illustrates the distribution of all responses on the high end of
the scale (from 7 to 9). It becomes apparent that the majority of respondents

believed a destination brand to be:

e A set of values (18%)
e A competitive identity (17%)
e A destination essence (17%)

Figure 1.1 What is a brand?
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01 A set of values (18%)
B 2 A competitive identity

(17%)
13 A destination essence

(17%)
4 An image (13%)
W5 Alogo (9%)
@6 A product (7%)
B 7 A design style (7%)

08 Atone (6%)

W9 A marketing campaian

Respondents also availed themselves of the opportunity to give additional
input, under a section entitled ‘Other’. The following are quotes taken from this

section:

e “In my opinion, a brand is more than just a logo, or a design style, or a
particular look and feel, it is the sum of this that creates a lasting
impression and perception in the minds of the consumer.”

e “Arelevant value which can be identified through the six senses.”

e “[A] destination brand is [...] how [the consumers] feel when they arrive
at the destination’s website or experience other communication, and it
is what they expect when they select one place over another based on

all the elements that interact with the brand.”
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3.2 The Current Branding Practice of the Destination
3.2.1 Stakeholder Involvement

This part of the questionnaire dealt with the development and current usage of
the respondent’s destination branding, particularly in relation to private and
public stakeholders and regional destinations.

While 82% of DMO professed themselves to have an official brand strategy,
only 9% declared that they developed this strategy on their own (see figure
[.2). The vast majority collaborated with private and public sector stakeholders
and (a) regional tourist board(s).

23 DMOs gave multiple answers, the most popular combination bringing
together all parties suggested in the question.

Figure 1.2: Involvement from private sector or public sector stakeholders in the
development of the official destination brand strategy

9%

@EWith private sector (35%)

35%

25% B With public sector (31%)

OWith (a) regional tourist
board(s) (25%)

OAlone (9%)

31%

Respondents also mentioned branding and advertising agencies as well as
specialist consultants as having supported the strategy development

Consultation with stakeholders

Asked how they consulted with stakeholders, respondents referred to focus
groups, workshops, working groups, online and personal questionnaires,
seminars, and ‘numerous meetings’ as their most frequent tools for
communication.

Consumer research/ feedback and pre-tests using the infrastructure of
overseas offices where possible also played a part.

Many respondents cited the use of expert advisory boards, which bring
together a mixture of key stakeholders from the tourism industry and beyond,
including, in one instance, non-tourism partners such as Sony and EMI. One
country had identified both tourism and business as top economic contributors
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and its government gathered stakeholders from both sectors into an
international marketing council tasked with the development of an integrated
positive image for the destination.

Using the words of the respondents, the picture that emerges is one of
“continuous” communication, incorporating “regular workshops held at each
stage of the branding process”.

Co-ordination with regional destinations and products
59% of destinations stated that they had been influenced by the need to
represent/include various regional destinations and products when developing

their national tourism brand (see figure 1.3).

Figure 1.3 Influenced by need to represent/include regional destinations and
products

1%

OYes
ENo

59%

Asked how the national brand communicated this need, DMOs stated that:

e “We have put together promises that are valid in the entire country.”

e “We focus on [... ] experiences that can be found in any of our
regions.”

e “We work and develop the brand supports in a dialogue involving the
main destinations.”

e “By adapting the regional and cultural uniqueness”.

e “The destination brand platform under development has an in built
working process which automatically involves destinations and
commercial partners.”

e ‘It [the national brand] reflects the diversity of [...] tourist products and
unique experience which enhance other destinations and products sub
brands.”

e “In all the joint actions appears the logo of [the country brand] with the
logo of the region.”

Asked later to explain how the national brand is co-ordinated with regional
and local brands in the destination, DMOs’ replies covered the spectrum from
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“regional and local authorities are obliged to use the destination brand identity
elements” to “we provide guidance and direction; a series of seminars are
planned”.

The national brand is referred to as an ‘umbrella brand’ and one respondent
pointed out that, for them, there is no need for co-ordination overseas as only
the national brand would be used in that case.

One destination outlines a highly systematic approach to coordination
between the national and regional brands. Following an evaluation of the
behaviour of the source markets, bilateral meetings are held between the
national DMO and the regions discussing the participation of the regions in
the implementation of the strategic plan. An extranet records the proposals
resulting from these meetings and finally the national DMO signs agreements
with the regions on the major joint actions and the financing of the plan. In
advertising, the visuals are adapted according to the regional destination and
the relevant products.

Some DMOs refer to the possibility of regional brands and products to use
“parts and elements of the national brand communication profile in their own
communication”, a reply that relates to the later question on the use of a
brand tool kit (see 3.2.6 Brand Toolkit).

Answers to two subsequent questions underlined the importance that DMOs
attach to the continued involvement by private and public sector stakeholders
in the understanding and use of the brand:

e All respondents felt that it was very important or of the highest
importance that stakeholders understood and supported the brand

e Most DMOs believe that their stakeholders use the destination brand in
their communication very often or most of the time (figure 1.4)

Figure l.4 Extent of use of brand by stakeholders in their communication
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3.2.2 Use of the Brand

Destination brands appear to have a limited longevity: the answers to the
question as to how long their current brand had been in use, pointed to a
median ‘age’ of just over five years, with fewer than 29% of respondents
declaring to have used their brand for ten years or over. Almost 12% of
brands have been in use for less than a year or are being redesigned
currently.

Branding is a relatively new business too for many: The reply to the
question as to whether the current brand replaced an earlier one, were almost
split down the middle (see figure 1.5).

Figure 1.5 Did your current brand replace an earlier one?

47% OYes
ENo

53%

Most respondents’ brands are used just for tourism promotion (58%) but
36% proclaim it to be part of a bigger nation brand.

62.8% of DMOs are NOT involved in cooperative branding with other
destinations.

3.2.3 Brand Values

An overwhelming 80% of NTOs have established a set of brand values for
their destination.

Some brand value examples are:

“creative, credible, contrasting, cool”;

“passion, people, culture, destinations”;

“‘indulgent, charming, abundant, vibrant”;

“‘welcome, quality, freedom, authenticity, sensuality”;
‘rugged, natural, soulful, liberating”;

‘real-ness, fusion, can-do ness’;

“open, innovative, authentic, caring”.

219



In addition, over 74% of DMOs declared to have developed unique positioning
statements for their destination.

Some examples are:

“small world — big experience”;

“the island of unique character and characters”;

“‘beyond expectations — within your reach”;

“the heritage destination”;

“freshness and experiences in pure and stunning nature”;

3.2.4 Brand Management

While nearly 37% of DMOs employ a dedicated brand manager for their
destination, the majority entrust the branding responsibility to executives in
existing departments. Prominent among these are:

Marketing Manager;

PR Manager;

Director General or CEO;
Chairman and Board of Directors.

3.2.5 Brand Measurement
Almost 63% of respondents measure the impact of their brand.

The most commonly mentioned tools were quantitative and qualitative market
research and impact studies in target markets as well as monitoring of arrival
statistics.

Other methods include image and consumer surveys, post campaign testing
and exit polls at airports, as well as buying into or analysing the GfK Nation
Brands Index.

The most frequently cited mechanisms were (from 22 responses):

Market research (10 = 45%);

brand tracking studies (6 = 27%);

visitor arrival statistics (2 = 9%);

evaluation of effectiveness of promotional activities (2 = 9%);
feedback from stakeholders (2 = 9%).
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3.2.6 Brand Toolkit

Over 79% of respondents have a brand toolkit with a majority of kits featuring
explanations of both technical elements as well as brand values (figure 1.6).

Figure 1.6 Toolkit explanations
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60%

OBoth technical elements and
brand values (60%)

W Technical design elements
(31%)

OBrand values (9%)

Linked to the high level of communication between the DMOs and their
stakeholders, the use of the toolkit appears to be widely spread among
stakeholders (figure 1.7). It is important to note that many respondents ticked
more than one choice, most commonly joining the sub-national and trade

partner usages.

Figure 1.7 Who uses the toolkit
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4 Good Practice in Destination Branding
4.1 Destination Exemplars

Asked which destinations they considered to be good at destination branding,
respondents gave multiple responses (38 responses total). The destinations
that gathered most ‘votes’ were:

New Zealand (10 = 26%)
India (7 = 18%)

Spain (7 = 18%)
Australia (5 = 13%)
Dubai (3 = 8%)

Ireland (3 = 8%)
Malaysia (3 = 8%)

Noobkwh =

New Zealand

Among the reasons for the perceived success of the New Zealand brand
respondents quoted the consistency and credibility. of the message, the strong
imagery, the use of an instantly recognised symbol (the fern, said to give a
“clear proposition” to the brand) and a strong positioning statement (“100%
Pure”).

In addition, the DMOs felt that the brand was successful in going beyond
tourism and had “managed to pull together stakeholders from all sectors
under a unified brand”.

In particular, respondents praised New Zealand for its courage in addressing
their “far-off geographical location as being at ‘the edge of the world’ and
[turning] their isolation into a positive. The brand leveraged the success of the
3-year production of Lord of the Rings to reinforce its openness and natural
beauty.”

In line with respondents’ wish to explore expanding their brand into a country
brand, New Zealand is recognised for having “developed a brand beyond
tourism”. One DMO believes that “this has been further enforced by their
image globally, their foreign policy and the fact that it has become a preferred
country to emigrate to”.

India

In contrast, “Incredible India” is said to capture the “spiritual side and
destinations available within such a diverse country”. Respondents emphasise
the “mystical positioning” of the brand, presenting “a powerful kaleidoscope of
the destination and experiences on offer’ in a coherent way through
‘extraordinary, sensual” imagery.
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Spain

Another favourite, Spain, was praised for its “graphic strength” and described
as a “very positive and optimistic brand”. Respondents felt that it was able to
bring together “regional and local partners under one umbrella brand” and that
it “managed to change its image, away from cheap beach destination to a
more upper-class cultural destination.”

Australia

Commended for its appropriate tone of voice, the Australian brand is
perceived as managing to “portray the carefree but high-quality lifestyle of Oz
in their brand strategy and communications”, using the “famous Aussie sense
of humour [to] stand out amongst the clutter”.

Respondents also felt that there was a wide spread involvement and
commitment from “politicians, export business, trade unions [and] citizens” in
the success of the brand.

Malaysia

The “Malaysia Truly Asia” branding is highlighted for its “simplicity to convey
attributes of an exciting and complex destination”. One respondent believed
that the tag line “works well with every product whether it is a festival, a
shopping expedition, dining experience that is being promoted, needing as
little a change as just the colour of the font to suit what is being promoted.”

4.2  Other Insights

22 respondents availed themselves of the opportunity to highlight additional
experience.

Aims and objectives

Aims and objectives for undertaking branding ranged from the general wish to
“strengthen the attractivity [sic] and competitivity [sic] of [the destination], give
a more up to date image of the destination, federate the [...] trade under a
common umbrella” and to “get the name of the country spread out widely” to
the more specific need for increasing tourism value and volume and regional
and geographical spread.

One DMO points out that there is a need to “analyse the brand architecture as

we have a lot of regional, subregional and product brands. We want to know
how is [sic] their influence on the [country] brand.”

223



Lessons learnt

Asked about the lessons learnt, for themselves and other destinations, DMOs
offered practical advice, stressing “the importance of market research and
monitoring tools, integrated marketing communication (IMC) in both tools
used and messages delivered”.

Most underlined the need to have a close relationship and continuous
communication with stakeholders, both in the tourism field and beyond. In
the words of one respondent:

“It is important that the brand is close to the people — the residents of the
country and users of the brand, because they implement the brand and in that
way the brand is not just a symbol but is alive with the people”.

And, while pointing out that “branding is a painful exercise and takes time —
patience is the word”, respondents also maintain that “every destination is
much more than its main attractive [sic]” and that “harmony can exist between
conflicting elements!”
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Annex 2

Glossary of Terms

This glossary explains how specific brand-related terms are used in this
Handbook. These meanings are given as they are generally understood by
branding practitioners, with an emphasis on destination branding practitioners.
Some meanings may not correspond directly to, or provide as much detail as,
academic interpretations of these terms. Where this is the case, they have
been simplified for the sake of clarity and comprehension.

Attack brand: The dominant brand, usually in a sub-national, regional
context, which leads in marketing communications promoting the area. It is
usually defined in relation to slipstream brands, on whose behalf it leads the
‘attack’. See Slipstream brand.

Brand: The terms brand and competitive identity are used synonymously in
this Handbook. Brand refers to the collection of perceptions that a person has
of a product (or destination) based on the product's (or destination’s)
observable characteristics, which differentiate it from all other products (or
destinations), thereby endowing it with a competitive advantage over other
similar products (or destinations).

Brand advocate: Someone who champions the cause of the brand within
his/her own organisation or sphere of influence. They are generally people
who have executive authority for deciding whether or not to use the brand in
their own organisation’s marketing communications. They are usually
recruited by the NTO brand manager/guardian. They operate at a less senior,
less public level than brand champions. See Brand champion and Brand
ambassador.

Brand ambassador: A generic term, covering brand champions and brand
advocates, to describe people (usually destination stakeholders) who have
been officially appointed or asked to promote awareness and adoption of the
brand amongst organisations in their sectors of influence. The term is
sometimes also more loosely used to refer to the way in which people’s
behaviour reflects, or doesn’t reflect brand values (e.g. “That sort of behaviour
does not make him a great ambassador for the brand”). See Brand advocate
and Brand champion.

Brand architecture: This refers to the way in which different brands within a
destination (i.e. national and sub-national) are structured: how they relate to
each other and how they are differentiated from each other. The relationship
between them is based on the principle that they should all look as if they
come from the same ‘family’ (i.e. country), but should still be individually
distinctive within this framework of similarity.

Brand assets template: An inventory of products and experiences available
in a destination, which correspond to particular brand values. This is usually
used in conjunction with a brand-building model, such as the brand pyramid.
Its purpose is to help NTOs and stakeholders identify which destination
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products and experiences might be used in marketing communications to
reflect particular destination brand values.

Brand attributes: These are ‘rational’ attributes of a destination — the things
that visitors like to do and see (e.g. Eiffel Tower, majestic scenery, etc.). They
are objectively identifiable and not endowed with any emotional connotation
(as opposed to ‘emotional benefits’, which describe visitors’ feelings about a
destination); but they tend to be attributes that contribute towards the
destination’s distinctiveness. They are usually identified through a destination
audit.

Brand audit: An assessment of the way in which the brand is perceived
amongst key target markets. This will usually include an analysis of the
destination’s products and experiences as well as people’s attitudes towards
the destination. It will also look at the current brand position, and the way in
which the brand has performed to date.

Brand awareness: This refers to people’s awareness of the brand in key
target markets. It is about the extent to which people are aware of the brand,
not the esteem in which the brand is held.

Brand benefits: The benefits that people perceive they will obtain if they buy
the brand/visit the destination. See also Brand promise.

Brand-building model: A useful technique that helps NTOs to develop a
destination brand. There are several brand-building models, of which the
brand pyramid and brand wheel are explained in detail in this Handbook. See
Brand pyramid and Brand wheel.

Brand Champion: Someone who commands widespread respect within a
broad community (e.g. across sectors and communities at national, regional
or city level), who has been appointed (by the NTO steering group or
government) to passionately champion the cause of the brand at the highest
level in public. See also Brand advocate and Brand ambassador.

Brand compliance: The extent to which stakeholders reflect the brand in
their marketing communications and behaviour. Brand-compliant behaviour is
behaviour that reflects the brand values appropriately; non-brand-compliant
marketing would be marketing communications that fail to reflect the
destination’s brand values adequately.

Brand equity: The value that a brand has endowed upon a destination (in
terms of established perceptions of the destination in key target markets)
compared to the value that would have accrued (again in terms of
perceptions) if the brand had not existed.

Brand essence: The core essence of the destination that defines the brand;
the main characteristics that underpin the destination’s competitive identity.
This usually comprises 3 to 4 core defining values.

Brand experience: The experience that visitors can expect to have when
they visit the destination.
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Brand extension: While this normally refers in consumer product branding to
the launch of new products under the same brand name, it is used here to
refer to the way in which destination stakeholders adopt the destination brand
values in their own marketing communications, thereby extending the impact
of the destination brand.

Brand identity: This is synonymous with the term logo. It is a visual design
mark, which is used consistently on all destination marketing communications
as a symbol of the destination. Its value comes from its consistent application
over time, which encourages recognition of it as emanating from, and
representing, that particular destination.

Brand integrity: This refers to the way in which the brand is perceived, or
might be perceived. Maintaining a brand’s integrity — in terms of a positive
perception of the destination — is important. Allowing unsuitable companies,
whose values do not reflect the destination’s brand values, to associate
themselves with the destination can damage the brand’s integrity. So too can
incidents, such as conflict or consistently poor service, which negatively affect
people’s perceptions of the destination.

Brand personality: The summation ‘of the destination’s character, which
describes the way the destination is perceived and reflects people’s attitudes
towards it.

Brand position/positioning: The position that the brand occupies, or wishes
to occupy, in people’s minds in relation to its competitors.

Brand promise: The expectations that visitors have of the likely destination
experience, as a result of the destination’s marketing communications. See
also Brand benefits.

Brand pyramid: A brand building model (one of several), which is a useful
technique that helps NTOs to develop a destination brand. This incorporates
the following elements sequentially to build up the brand: rational attributes,
emotional benefits, brand  personality, positioning statement, brand
essence/brand values.

Brand values: Values that define the brand essence. The brand essence
usually comprises 3 to 4 core defining values.

Brand wheel: Another brand building model (one of several), which is a
useful technique that helps NTOs to develop a destination brand.

Brand strategy: The entire strategic approach to developing and marketing a
brand. This involves questions such as: Why do it? What does it look like?
Who is it for? What are our objectives?

Branding: The process of building a competitive identity, or brand, for a
destination (or a place): the process of developing and implementing a brand
strategy.

Competitive identity: The terms brand and competitive identity are used
synonymously throughout this Handbook. They refer to a summation of a
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destination’s (or place’s) characteristics that make it different and distinctive in
the eyes of its potential visitors (or customers). This gives it a competitive
edge, which makes it stand out from its competitors. See also Brand.

Competitive advantage: The advantage a destination has over its
competitors as a result of its core brand characteristics, which make it
distinctive and endow it with a competitive identity. Competitive advantage
and competitive edge are used synonymously throughout this Handbook. See
also Competitive edge.

Competitive edge: Competitive edge and competitive advantage are used
synonymously throughout this Handbook. They refer to the elements that
differentiate one destination from another and help them stand out positively
above their competitors in the eyes of their main target markets. See also
Competitive advantage.

Competitor analysis: The process of assessing a destination’s competitive
position in relation to its nearest competitors. This usually involves defining
the destination’s core appeals and then measuring its performance in terms of
its actual product delivery, as well as people’s perceptions, against each of
these core appeals in relation to its competitors.

Country: The geographical entity, defined by national boundaries. It is not
used with any specific brand-related connotation.

Country brand: Used synonymously with nation brand. Refers to a country’s
overall political, cultural and business image. This also includes a tourism
dimension. See Nation brand.

Customer touchpoints: Critical points at which visitors interact with the
destination (e.g. immigration, hotel reception, taxi drivers, guides, etc.), which
have significant potential to influence their perceptions of the destination —
positively or negatively. Also referred to as Moments of truth.

Creative execution: The way in which the brand is incorporated into
marketing communications and the destination’s core messages conveyed to
the audience. This is usually the role of a specialist marketing agency, with
considerable experience in interpreting core brand messages in a way that
creates impact and makes them memorable amongst the target audience.

Destination: Refers to a country, region or city specifically as a tourism
destination: a place that people wish to visit.

Destination product audit: An analysis of the destination’s main products
that contribute towards its distinctiveness. These are generally physical
products (e.g. Eiffel Tower) and experiences (e.g. wildlife safari). They are
objectively identifiable and not endowed with any emotional connotation (as
opposed to ‘emotional benefits’, which describe visitors’ feelings about a
destination); but they tend to be attributes that contribute towards the
destination’s distinctiveness.

Destination brand: A destination brand refers to the collection of perceptions
that a person has of a destination based on the destination’s observable
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characteristics, which differentiate it from all other destinations. It is also
referred to as the destination’s DNA — its core defining characteristics. See
also Brand.

Emotional benefits: The way in which visitors feel, or can expect to feel,
about a destination; otherwise described as ‘emotional take-out’.

Geographic brands: Destination brands that are defined by their geographic
boundaries (e.g. countries, regions, cities).

Leverage: The advantage gained by associating your product (or destination)
with another product (or a destination) that already has a strong market
position or brand image, whereby some of the benefits associated with the
original product (or destination) will accrue to your product (or your
destination). For example, a sub-national brand can leverage value from a
national brand in terms of associated perceptions by being included in the
national brand’s website. This can also provide the sub-national brand with
leverage in terms of market penetration and distribution that it would
otherwise be unable to attain.

Logo: This is synonymous with the term brand identity. It is a visual design
mark, which is used consistently on all destination marketing communications
as a symbol of the destination. Its value comes from its consistent application
over time, which encourages recognition of it as emanating from, and
representing, that particular destination.

Market: A group of potential customers who have been identified as
potentially interested in a particular product (or destination). Market is most
frequently used in this Handbook to refer to countries, although not
exclusively; whereas market segment is used more frequently to define a
group of potential customers who have been identified as potentially
interested in a particular destination.

Marketing: This covers the entire process of developing a product and
promoting it to refining and redeveloping it, from initial consumer research
through promotional campaigns to monitoring customer attitudes and sales. It
is often misused to mean just promotion, which is just one element of the
marketing process.

Marketing communications: Primarily used to refer to communications used
to promote products (and destinations) and bring them to the attention of
potential markets (e.g. advertising, PR, e-marketing, etc.). Mostly refers to
promotion. See Promotion.

Moments of truth: See Customer touchpoints.

Nation the sum of a country’s economic, social and political activity. It is
mostly used in this Handbook in relation to nation-branding. Nation-branding
embraces the way a country projects itself in terms of its overall political,
cultural and business image. This includes a tourism dimension.

Pan-regional brand: A destination brand that transcends national boundaries
and encompasses several countries within a defined supra-national region,
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where there is perceived to be a reasonable degree of coherence between
the component parts (or countries) (e.g. Southern Africa, Baltic States). See
also Supra-national brand.

Promotion: The process of communicating a destination’s (or place’s) brand
or competitive edge to potential visitors (or customers) through marketing
communications. Promotion is just one element of marketing. See Marketing.

Place: is used mostly in the same way as nation, although it can refer to a
nation, region or city: in a holistic way that encompasses a country’s, a
region’s or a city’s overall political, cultural and business image. This also
includes a tourism dimension. Where it is used in this way place is usually
associated with the terms place-branding or place-marketing.

e Otherwise place is used with its regular, lay meaning to describe
somewhere (e.g. a country, region or city) without any brand-related or
other specific connotation.

e The different uses of the term place should be clear from the context.

Place-branding: The process of branding a place (see Place) in a holistic
way that encompasses a country’s, a region’s or a city’s overall political,
cultural and business image. This also includes a tourism dimension.

Rational attributes: The objectively identifiable assets of a destination. See
Brand attributes.

Segment: A group of potential customers who share certain characteristics,
which makes them more likely to buy a certain product (or visit a particular
destination). Generally these shared characteristics provide the reason for a
destination to target them in its marketing. See also Market.

Sense of place: The overall ‘feel’ of a place (whether a city, region or
country), which reflects its core brand values. This mostly associated with: its
physical appearance and cultural heritage — from its built and natural
environment to the way that it manages and presents its public realm and the
type of events it puts on; the products it makes or is associated with; and the
way its citizens behave.

Slipstream brand: A brand, usually at a sub-regional level, which has
insufficient recognition to achieve market penetration on its own; it therefore
leverages value through association with an ‘attack’ brand (e.g. in websites,
brochures and marketing materials). See also Attack brand.

Slogan: A word, or more usually set of words, attached to a logo to describe
a product (or destination). Slogans usually attempt, but often fail, to convey a
destination’s characteristics succinctly and uniquely. Synonymous with
strapline and pay-off line.

Strapline: See slogan.
Supra-national brand: A destination brand that transcends national

boundaries and encompasses several countries within a large area or
continent. Similar to a pan-regional brand, but usually larger, including more
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countries within a recognised entity, such as a continent (e.g. Europe). See
also Pan-regional brand.

SWOT analysis: Analysis of a destination’ strengths, weaknesses,
opportunities and threats — but only those strengths and opportunities that
endow the destination with actual or potential competitive advantage; and only
those weaknesses and threats that significantly affect the destination’s
competitiveness.

Thematic brand: A brand structured around a theme. A theme consists of a
collection of related experiences that are usually grouped together because
they appeal to a particular market segment, or enable a destination to present
itself more coherently, and in a way that has more market appeal and impact,
than would otherwise be possible. (e.g. coastal trails, adventure activities,
gourmet destinations). Themes can transcend geographic boundaries,
particularly at a sub-national level and endow sub-national regional
destinations, which might otherwise be relatively.geographically non-descript,
to establish a brand on the basis of known customer appeal.

Umbrella brand: An overarching brand, such as.a country or nation brand,
which is the main, high-level brand within a destination’s brand architecture.
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