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Definitions

Destination Marketing
“'...destination marketing covers all the activities and processes to bring 

buyers and sellers together; focuses on responding to consumer 
demands and competitive positioning; is a continuous coordinated
set of activities associated with efficient distribution of products to 
high potential markets; and involves making decisions about the 
product, branding, price, market segmentation, promotion and 
distribution'.” WTO (2004: 10)

Destination Branding
„Geographic locations, like organisations or products, can also be 

branded and the goal of such branding is to make people aware of 
the location and then link desirable associations to create a 
favourable image to entice visits and businesses.“ (Keller, 2003)
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Introduction

Think about it:

• Where would you spend your holiday if you could choose any place 
on earth? Why?
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Introduction

Think about it:

• Where would you spend your holiday if you could choose any place 
on earth? Why?

• Which country of origin do you prefer for the products (watches, 
pharmaceuticals, etc.) you buy? Why?

• If country brands would be traded in stock exchange markets, which 
country shares would you buy? Why?
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Product/Company and Country Brands
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Product/Company Brands Country Brands



Anholt GMI Nation Brands Index 2007
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• How the World sees Switzerland

„Switzerland turns out to have one of the most powerful 
nation brands in the world. It is associated with purity, 
integrity, trustworthiness and competence.“

*The Anholt-GMI Nation Brands Index 2007



Nation Brand Hexagon
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Nation Brand Hexagon: Exports
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• Exports 
In this point of the hexagon, we ask consumers about their tendency 
to actively seek out or actively avoid products from each country, 
what marketers call the country of origin effect: the power of the 
“Made In…” label to add value to products and services. We also 
ask what kinds of products people would expect to be produced in
each country, and whether they think the country has particular 
strengths in science and technology.

Whether we like it or not, commercial brands are increasingly 
performing the role of transmitting national culture: they have 
become one of the primary vectors of national image, and are more 
and more often the means by which people form their views about 
national identity.





The Brand Switzerland
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Former Swiss President Kaspar Villiger

„A country certainly shows characteristics of a brand. The notion
„Switzerland“ ist also a brand and in any case still a very well-
known one. A clever combination of political independence 
and world economic open-mindedness. (…) Switzerland 
became, so to speak, the corporate brand, which embodied a 
lot of important core values: quality, stability, constancy, 
reliability, integrity.“
4. November 2004



Associations with Switzerland
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Actual Knowledge (April 2006) of people in China about Switzerland

N =  2‘000 persons
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More than one answer 
was allowed to be given

Source: Präsenz Schweiz Study on the Image Perception of Switzerland in Asia



‚Swiss made‘



Recent Swiss tourism 

nature campaign



Recent Swiss tourism nature campaign

www.google.ch
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Destination Branding

•Destination branding aims to measure, build and manage the 
reputation of countries, regions, cities, places.

•It applies some approaches from commercial brand management 
practice to destinations, in an effort to build, strengthen, protect, or 
change reputation towards various stakeholders.

•Destination branding is a process used to develop a specific identity 
and personality based on authentic elements.

•Destination branding is selecting a consistent brand personality
identifying and distinguishing the specific destination.
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Differences Between Commercial and Destination 
Brands

• Commercial brands can be altered, re-launched, renamed, 
replaced or withdrawn from the market, whereas destinations can 
not.

• Successful destination brands are those who are granted a big trust 
in advance from their stakeholders. Why? Because for taking a 
concrete decision (e.g. investing money in this region or booking the 
vacation) the stakeholder has to rely on the promises of the specific 
destination brand.

• In the first instance immaterial experiences are central with the 
experience of destination brands (e.g., recreation, romance, etc.). 
However, the memory also depends on material elements (e.g., 
quality of weaves when surfing in Hawaii, catch when deep sea 
fishing in Florida, snow quality in the Swiss Alps, etc.).
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Differences Between Commercial and Destination 
Brands

• Differentiation is more challenging for destination brands due to the  
complexity of the wide variety of stakeholders, stakeholder touch 
points and political processes.

• Commercial brands have a single owner with legal rights, whereas a 
destination brand can be used by various organisations –
commercial ones as well as NGOs and NPOs – which choose to co-
brand with the destination brand.

25



Stakeholder of a Nation Brand

Definition Stakeholder
Person, group, or organization that has direct or indirect stake in 

an organization because it can affect or be affected by the
organization's actions, objectives, and policies.  Businessdictionary.com
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Stakeholder of a Nation Brand
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Stakeholder Touch Points of a Nation Brand

28

Product 
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Strategies to Reach the Goals

Six generic strategies are suggested to reach the goals of 
Destination Branding:

• Attracting tourist and business visitors

• Attracting businesses from elsewhere

• Retaining and expanding existing businesses

• Promoting small business expansion and fostering new 
business start-ups

• Expanding exports and outside investments

• Expanding the population or changing the mix of residents
(Kotler et al., 1993: 18)
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Nation Branding: Situation Today
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Country Brand Index 2008, 
Future Brand



Strategic Brand Options for Destinations
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Separate branding Endorsed
branding

House 
branding

One brand

Hawaii

USA
USA

USA

USA

autonomous integrated

Las Vegas
Malibu
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Broadway
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Nation Brand Personality – Examples
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The Mediterranean As It Once Was

The travel destination
Simply inspiring

Turkey welcomes you
I dream of Turkey

Get natural

Come “walkabout”

… a promise to our stakeholders
… a specific stakeholder experience

… a guideline for employee behaviour



Example: Best Practice Product Placement

Australia
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Australia – The Movie
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Australia
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Australia
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Use of the movie for tourism advertising in different countries



Australia
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„Top-of-the- -Strategy“



Australia
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Destination Brand Rankings
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Destination Brand Rankings
A choice of the most important ones
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Country Brand Index – FutureBrand

Countries are ranked across 30 distinct categories providing a rich perspective 
on strengths, weaknesses and opportunities. The rankings speak to qualities 
that compel consideration and assets that shape country reputations, 
perceptions and experiences.

Criteria: Authenticity, History, Art & Culture, Resort & Lodging Options, Ease Of Travel, Safety, Rest & Relaxation, Natural 
Beauty, Beach, Nightlife, Shopping, Fine Dining, Outdoor Activities & Sports, Friendly Locals, Families, Value For Money, 
Rising Star, Standard Of Living, Ideal For Business, Easiest To Do Business In, New Country For Business, Conferences, 

Extend A Business Trip, Political Freedom, Most Like To Live In, Quality Products, Desire To Visit / Visit Again, 
Advanced Technology, Environmentalism, Most Impressive Last Year

Methodology: qualitativ and quantitativ
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Detailed Ranking
Country Brand Index 2008, FutureBrand



Detailed Ranking
Country Brand Index 2008, FutureBrand



Detailed Ranking
Country Brand Index 2008, FutureBrand



Visit vs. Live in a Country
Country Brand Index 2008, FutureBrand



BBC World Service Poll

Criteria: Positive or negative influence of a nation on the world. 
Methodology: qualitative
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The Global Competitiveness Report - WEF

The GCI is based on 12 pillars of competitiveness, providing a comprehensive 
picture of the competitiveness landscape in countries around the world at all 
stages of development. 

Criteria: Institutions, Infrastructure, Macroeconomic Stability, Health and Primary Education, Higher Education and Training, Goods 
Market Efficiency, Labour Market Efficiency, Financial Market Sophistication, Technological Readiness, Market Size, 
Business Sophistication, Innovation

Methodology: quantitative and qualitative
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World Competitiveness Scoreboard – IMD

The IMD World Competitiveness Yearbook is 
the most reputable and comprehensive 
report on the competitiveness of nations 
published since 1989. It provides several 
customized  rankings, whether by size, by 
wealth, by regions, etc. as well as country 
competitiveness profiles and analysis. The 
Overall Competitiveness Scoreboard is 
calculated by combining four factors of 
competitiveness.

Criteria: Economic Performance, Government Efficiency, Business 
Efficiency, Infrastructure.

Methodology: quantitative and qualitative
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The World Map of Happiness – University of Leicester

Meta-Analysis
Methodology: quantitative
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