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Branding Britain

e Why are we developing the Brand
e What the consumersaid
e How are we taking this forward
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WHY

Branding Britain

e To enhance the position of Britain in an
increasingly competfitive world.

e To build core values for Britain
highlighting the regional diversity of the
destination brands.

e To create a dynamic, forward thinking
destination brand that will engage the
cons umer.
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Why - Emotional Engagement
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Building on what already exists in the minds of the consumer

WHAT
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Overall perceptions of Britain & .
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England, Scotland and Wales are places
while Britain is more an idea

Current unders tanding of Britain

o S tability

o integrity
osubstance
O composure
o structure

osafety

e Britain is often viewed as having a powerful cultural and
socio-political position of influence-making it more deep
rooted than merely justa place.

‘Distinctly Britain’
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Authentic &Traditional

COMPELLING 4
IDEAS PITFALL?
e recognisable Britain, tradition e exclusive:
e classic, correctness, civil - incomprehensible rules
e rhythm of life ( eg tea time) - class ridden, formal
e eccentricity g Rmapsve
e indulgent, pampered, premium © Stat"?' the past g
e food important in holiday ® nctthlng new, clichés - dull
® golf appeafing ( esp. USA, Jap) e reinforces stereotypes
= fascinating =
unwelcoming
(esp Japan, China; less France) (esp W.Europe)
The stereotype

Ins piring - Lands capes to literature

'COMPELLING
IDEAS

PITFALLS

e genuine, raw essence: e isolation, loneliness

- ancient culture e dull, not enough for a holiday

- beautiful landscape e Above all it has to say Britain
&
@

- timeless not for families
e literary tradition: wisdom, overclaim (esp France)
depth

e very relaxing: calm, peaceful,
rejuvenation, personal

= freedom & fuifiiment = limiting

(esp Japan fem, Germany older) (esp France, Germany younger)

Sense of nation more than holiday
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INSPIRING
- landscape

- mystery

AUTHENTIC & CONFI

TRADITIONAL

DENCE

— class system
- rules

Engaging with people is what they wanted

The potendal cus tomer.......
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Brand Expression
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Brand Expression

e The brand isn’t just delivering the
product, it's how you express it.

e To achieve emotional engagement.

Product Expression

Brand Expression

His tory & — > o |The people behind
Heritage i the castle.

: » o [Events, village pubs
Countryside L people who shape
and Coast work and preserve
Sports & » @ |Unscripted Theatre-

‘‘‘‘‘ passionate and
St o atmos pheric
e » @ behind the scenes -
Culture - vibrant music,
theatre,film &events
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