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Views from the Experts

WEB DECLARED MOST IMPORTANT CHANNEL THE NEW WORD OF MOUTH
“The Internet is the single most powerful and efficient marketing channel “Social networks now have the same influence as word of mouth—
for the travel and tourism industry.” not only introducing new ways for consumers to learn about destinations
and products, but enabling country brands and destinations to position
“Marketers will continue to shift their budgets toward emerging digital themselves in a more dynamic way.”
technologies—these are low cost, have global reach and have the greatest
impact on sales.” “While social media will not eliminate traditional channels altogether,
marketers will need to spend an increasing proportion of their time and
“Online marketing offers more of a targeted approach than traditional media, resources incorporating them into their strategies and campaigns.”

delivering a better return on investment.”

“In the spirit of transparency, social networking forums offer important

“The Internet is already a major tourism supplier and will replace the spaces for people to access and share information, news and personal
traditional travel agent as the preferred choice for booking flights and opinion—also enabling travel and tourism professionals to manage and
hotel rooms.” shape messages rather than control them.”

COUNTRIES THAT MARKET THEMSELVES THE BEST:
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Views from the Experts continued

THE NEXT BIG THING

“Niche travel will continue to grow in variety and influence, with segments
like eco-travel, medical tourism, senior citizen-friendly experiences,
and healthy or sustainable living becoming important.”

“Consumers’ discretionary spending is shifting—from the developed to the
developing nations, and from younger to older audiences—the industry
must evolve to accommodate the needs of these new travelers.”

“We are seeing shifts in travel demographics: the new middle classes are
emerging from China and India, and while tourism development and
industry is a major priority for mature countries, emerging economies
are catching up quickly.”

COUNTRIES THAT DO NOT PROMOTE THEMSELVES AS WELL AS THEY COULD:

THE PRICE OF FAME

“It is important to recognize the potential value of nontraditional
promotional outlets such as film, television or literature when trying to
increase the familiarity of a particular destination.”

“Blockbuster movies are just about the best marketing tool you can utilize
for a city or country; what The Lord of the Rings did for New Zealand
or the way the film Australia tied in with the country’s latest tourism
campaign is invaluable.”

“When destinations are the setting for movies, reality TV, televised or
streamed sporting events and festivals, potential visitors get a feel for the
personality of the place in a more realistic way compared to the pages of
a tourism brochure.”
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THE YEAR OF THE DEAL

“After several years of rising prices, 2009 will be remembered for the
emergence of ‘value travel.” While this concept is by no means a new one,
rarely have we seen such dramatic cuts across the board, with pricing
dropping significantly over the past 12 months and incredible value added
to hotels, packages and tours.”

“More passengers than ever are relying on loyalty points earned to purchase
flights and pay for hotel rooms.”

“Staying closer to home will be favored over long-haul travel. Last-minute
decisions and late bookings are expected to increase. And as price becomes
the key issue, countries with favorable exchange rates and value for money
will benefit.”

UNDERRATED COUNTRIES ON THE RISE:

THE NEW SIGNIFICANCE

“Travelers are tending to select destinations that offer cultural, historical
and natural attractions—people no longer just want to see places and
landscapes but understand who the people are who live in the places
they visit.”

“Travel is no longer about getting heads on pillows; it is about facilitating
the acquisition of knowledge; an exploration of nature, history and culture;
and the sense of discovering the true spirit of the destination.”

“People are looking for significance in their experiences (both financial and
emotional), authenticity and, perhaps more than ever before, an opportunity
to connect with the local people and culture of the destination.”
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Views from the Experts continued

COUNTRY BRANDING 2.0

“Branding is not a question of importance, it is a necessity—it is the
most powerful way to communicate a country’s story, set expectations
and drive visitation.”

“Competition among destinations is increasing along with the quality of
their branding and marketing efforts. Countries that do not continue to lift
their game will fall behind.”

“Brand affects much more than tourism. It can have a hugely positive
impact on the business sector, specifically the country’s potential for
foreign investment and trade.”

“Brand plays a big part in the decision-making process and destination
branding has a big impact on where travelers choose to go.”

MOST IMPRESSIVE COUNTRIES GIVEN THE CURRENT ECONOMIC CLIMATE:

THE DOWNWARD SPIRAL?

“The industry has in general always been resilient. Following an upturn
in the economy, the tourism industry will continue to grow, but there will
be destinations that will grow much faster, like China, South America,
Southeast Asia, and Central and Eastern Europe.”

“We are very optimistic about the prospects for the travel industry over the
next five years and beyond. Strong markets such as Australia and Canada
will get stronger, but Eastern European countries and African nations will
slowly emerge as viable players.”

“With the economy’s decline and slow recovery anticipated, the focus
will be on the budget traveler and the reliable luxury crowd but little
in between.”
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Beyond Tourism:

The Political and Economic Sides of Country Branding

Globalization is redefining the way a country brand is established and
maintained. A country’s reputation is defined not just by its attractiveness
as a travel destination or the efforts of its tourism marketing but also by
its governance, its economic policies, its role in global diplomacy and the
quality of its export products.

Twenty years ago, countries with the “right” political systems or economic
policies enjoyed the best reputations for business and diplomacy. But political
and economic reforms in Latin America, Eastern Europe and East Asia
in the 1990s resulted in new countries emerging on the global stage.
International trade and investment expanded, creating new wealth and
middle-income societies. Singapore is one such country. With a global
economy that has grown an average of 6.7% per year over the last 20 years!®
and a GDP per capita that ranks in the Top 10 in the world,'® Singapore is
now seen as a leading business destination, ranked in the Top 5 in the
2009 Country Brand Index for Ideal for Business, Easiest to Do Business
In and New Country for Business.

Political leaders began to recognize that it was no longer enough simply
to adopt free market economic and development policies—they also had
to aggressively market the competitiveness of their nations through the
tools of modern communications. Many countries developed sophisticated
branding strategies and invested heavily in export promotion and inward
investment marketing. The result has been increased global competition
for business, with high stakes for economic growth, national wealth

and employment. “Business Friendly Bahrain” is an excellent example

of a brand that has focused on establishing its country as a business

destination. In a short period of time, this small country, with a population
of 727,785,%° has broken into the Top 20 brands for Ideal for Business,
Easiest to Do Business In and Advanced Technology.

Country reputation can also be defined by the role a nation’s leaders
play in advancing international diplomacy and addressing shared global
problems such as climate change, poverty, nuclear proliferation, disease,
peace and security. Countries such as the US, Germany, France and the UK
are expected to contribute to global solutions. But today, many nations—
including European Union member states and emerging markets such
as Brazil, Mexico, South Africa, India and China—are more visible and
engaged in global diplomacy. Because no one country or society has
the resources to address today’s global challenges on its own, greater
participation from the developing world’s political leadership and civil
societies is needed and welcomed.

Countries seeking to expand their exports or attract inward investment
today need to be concerned about a variety of reputational factors
beyond geographic location and the quality and cost of their labor
forces. These include adopting acceptable labor standards and the rule
of law, supporting sound environmental practices, tackling corruption
and transnational crime, protecting intellectual property, promoting open
trade regimes, and offering transparency and sound political governance.
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Beyond Tourism: The Political and Economic Sides of Country Branding continued

A country’s export products also contribute to its brand among both
business and consumer audiences: think German automobiles, Italian
fashion, Japanese electronics, Indian call centers, American computer
software and Swiss watches.

A positive nation brand can also help political leaders attract high-profile
world events, such as international summit meetings, the Olympic Games,
global conferences and expositions. These can add prestige to a country’s
diplomacy brand and reinforce the country as an attractive destination.
As we will discuss in more detail, the 2008 Beijing Olympics, staged as
a massive “coming out party” for Brand China, had a dramatic impact
on the country’s visibility and stature internationally.

In an increasingly global and interconnected world, the quality of a
country’s political, diplomatic and business leadership is an integral
component of its reputation and image on the world stage. Building a
true country brand requires more than a focus on tourism. Effectively
addressing the political and economic infrastructures will build a brand
platform that enhances a nation’s ability to project a positive image,
resulting in heightened political power, diplomatic clout, economic
prosperity...and tourist arrivals. Interestingly, the Country Brand Index
data shows that beyond factors like Authenticity, Natural Beauty and

Gresn Byltein ] j -l + |
g 1| - | : Lt e 1 - = -4 Friendly Locals, perceptions of a country along such characteristics as

Political Freedom, Standard of Living and Quality Products also affect
the desirability of the country as a tourist destination.
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A New Focus on Value

Economic and financial concerns are cited by approximately 75% of frequent travelers who say they will decrease their leisure
travel in 2009 and 2010—more than eight times those who named the next most popular reason, health concerns and pandemics.
In response to this, several countries—particularly those for which tourism is a large percentage of GDP—have changed the way
they market and, in some cases, the very focus of their country brand. The promise to “provide value” appears to be one that
many nations are striving to convey. From actually revising their brand identities to adopting aggressive public relations strategies

and relying heavily on promotions, we have seen a variety of countries utilize a multitude of marketing approaches.

REVISING THE BRAND VALUE CAMPAIGNS

Thailand, a country that is ranked #3 in Value for Money—and spent the Targeted campaigns, imbuing country brands with clear associations of
prior three years at #1—has decided to leverage this quality overtly. In 2009, added value, have become more popular. In a widely run print ad, Greece
Thailand more forcefully promoted its price advantages by revising its tagline pronounced itself “a masterpiece you can afford.” VisitBritain, the UK’s
from “Amazing Thailand” to “Amazing Thailand, Amazing Value” and national tourism agency, spread the important news that the British pound
affixing that line to the country brand logo. In updated marketing materials, had fallen against the dollar and euro in the US and Europe via a £1.8
the new brand identity communicates the value concept alongside million public relations effort.?! New Zealand, which has also benefited
complementary messaging like “amazing experiences at amazing value” from changes in exchange rates, employed this same approach as part of
and “super deals.” No other country appears to integrate value with its a multifaceted PR campaign aimed at spiking travel during its summer
core identity to this degree. season in January and February.??
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A New Focus on Value continued

Some destinations have put themselves on sale during the economic
downturn. This tactic may leave a country brand’s essence intact, but it
becomes one of the connections travelers have with the destination and
thus has the potential to alter their long-term impressions of the brand.
Running online ads with lines such as “Relaxing in paradise is no reason
not to get the most out of your vacation dollars,” the Bahamas offered
reduced pricing on hotels and all-inclusive packages. In conjunction with
its 400th anniversary, Bermuda ran a broad-based series of promotions,
including a four-day sale, offers with partners such as JetBlue and a
giveaway of 400 plane tickets. Lastly, as part of a comprehensive $92
million PR program to stimulate travel to and within the country, Mexico
launched a new website, ofertasvivemexico.com, to aggregate the
plethora of available discounts in one place.?

Many country brands have chosen not to incorporate a value angle into
their tourism marketing, focusing instead on their brand fundamentals.
Canada’s “Keep Exploring” television commercials, Panama’s “It Will
Never Leave You” print ads and Turkey’s “Unlimited” outdoor advertising
are examples. Affluent destinations have also declined to overtly incorporate
the notion of value in order to preserve their upscale images. Small countries
such as Monaco, the Maldives and St. Bart’s fit into this category.

While value is one answer to the very real challenges country brands are facing,
only a select few have chosen to aggressively address this on a national
level. For many of these, the choice was a matter of survival—tourism
receipts comprise a large portion of the national economy. While desperate
circumstances call for desperate measures, it will be interesting to see how
these short-term approaches affect the country brands in the long term:
creating new fans or leaving these nations with affordable, downscale images.
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Country Brand Index Full Report

To read the complete Country Brand Index, including Regional and Detailed Rankings, and an extensive array of features on

Themes in Nation Building and Issues in Country Brand Marketing, please visit futurebrand.com/cbi

Hndll

- ) o= e ; A = . -
BES BEE <EE EEE RS




COUNTRY BRAND INDEX 2009

22

For more information about the Country Brand Index, marketing seminars,
FutureBrand'’s services, or to purchase customized data, please contact:

Rina Plapler
rplapler@futurebrand.com
+1 212 931 6443

FutureBrand has developed a three-tiered system for examining and ranking
country brands. The Country Brand Index incorporates global quantitative research,
expert opinions, and relevant secondary sources for statistics that link brand equity
to assets, growth and expansion. The result is a unique evaluation system that
provides the basis of our rankings and insights about the complexities and dynamics
of country brands. The 2009 survey tracks the perceptions of approximately 3,000
international business and leisure travelers from nine countries—the US, the UK,
China, Australia, Japan, Brazil, the UAE, Germany and Russia. This sample has a
margin of error of £+1.8% at the 95% confidence level. Participants were screened
to include frequent international travelers (who travel internationally more than once
a year) between the ages of 21 and 65, with a balanced split between men and
women. Respondent perceptions of 102 country brands were quantified through
questions about behavior around destination selection; country associations across
an array of 29 image attributes; and overall awareness, familiarity, past visits,
intent to visit, and willingness to recommend destinations to others. Survey results

were aggregated and weighted in proportion to regional volume of travel consumption.

This was done in order to minimize potential bias around preferred locations from
respondents from regions that may have been over-represented in the sample.
Our 2009 expert panel consists of 47 tourism, development, policy and academic
professionals who are not associated with one specific destination.

©2009 FutureBrand. All rights reserved.
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