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globalisation
  As part of the benchmarking process and  

	 to see where our regions sit in the  
	 globalised world of today we need to take  
	  into account the following
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perception sources
	 Indexes
	 League tables
	 Brand barometers
	 Magazines  

	 Monocle, Conde Naste Traveller, Lonely planet Guides etc

	 Social media
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League Tables / Indexes
	 Why are they important?
	 How do we sort the most useful ?
	 How can they benefit a place/city ?
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Simon Anholt 
	 Leading place 			    

	 practitioner
	 Received Nobel prize  

	 for economics 
	 First to measure 

	 ‘Good Place’
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Good Country  
Index
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Overall rankings 
	 Health & Wellbeing
	 Science & Technology
	 Culture
	 International Peace & Security
	 World Order
	 Planet & Climate
	 Prosperity & Equality
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‘Not about being the 
Best or Bestest but  
the Goodest!!’
And the winners are….
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HEALTH & WELLBEING
	 No.1 Spain (IBRAVE Country)
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Science & Technology
	 No.1 United Kingdom (IBRAVE Country)
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Culture
	 No.1 Belgium (IBRAVE Country)
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Int’l Peace & Security
	 No.1 Egypt
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World Order
	 No.1 Germany
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Planet & Climate
	 No.1 Iceland
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Prosperity & Equality
	 No.1 Ireland
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Overall ranking
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Country Brand index…  
2014-15  Futurebrand

	 The first time the ‘Country Brand’ has  
	 been defined in an index... as some  
	 countries are NOT brands apparently

	 The importance of ‘made in place’
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Saffron Barometers
	 Who is Saffron?
	 A leading international brand agency
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city brand barometers
	 Europe City Brands
	 World City Brands
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Measurement criteria
Brand Utilisation  

	 Top 4
	 Challengers
	 Ones to Watch
	 Underperformers
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The analysis is based on 
two components:
 
1 City Asset Strength
2 City Brand Strength
A combination of both - Brand Utilisation
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1  City Asset Strength
(Asset Score)

 	Cultural: Sightseeing & historical attractions 
	 Cuisine and restaurants
	 Good shopping
	 Amenity
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2  City Brand Strength
(Buzz Score)
City Brand Strength

	 Pictorially recognised
	 Quantity/strength of positive/ 

	 attractive qualities
	 Conversational value
	 Media recognition
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did anyone know there 
is a world city mayor 
on a monthly basis?
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Current mayor of the 
month April 2015
Daniel Termont
Ghent, Belgium
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Mayor of the month 
JUNE 2014
Daniel Termont
Ghent, Belgium
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How places have 
used the perceptions 
knowledge to their 
advantage



Perceptions & Benchmarking 

‘GREAT names for  
GREAT Britain’ campaign

	 Visit Britain spent £1.6m  
	 (2.2m Euros, 16.4 m DKK, 20.6 SEK,  
	 16.6m HRK, 9.75m RON)
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visa policy
	 Small policy changes make all the  

	 difference 
	 To help the Chinese visitors the UK  

	 created a new visa policy to allow  
	 quick tourist visits.
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Reasons for the campaign
	 The Chinese on average spend four times  

	 more (£2400 per head) than that of other  
	 tourists (about £600 per head)

	 For every ‘22’ Chinese tourists supports a   
	 job is created in the local economy

	 Increase Chinese spend from  
	 £500 million to £1 Billion by 2020



knightsbridge

‘street of the rich’



CARNABY STREET

‘Remembering the Old  
Days Street’ 



shoreditch

‘novelty-seeker area’ 



saville row 

‘Tall, Rich, Handsome 
Street’



The shard 

‘The London Cone’
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Exesios findings
	 There is no ‘one size fits all’ solution 
	 Fantastic diversity 
	 It is not ‘good practise’ to try and directly  

	 copy a project or use a ‘template’ approach 
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The French...  
Chinese success

	 The Tiens company 20yr celebration holiday
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A huge undertaking
	 141 groups of 46 people (6486 people)

	 84 flights to France
	 79 hotels (4 and 5 star) reserved between 		   

	 Cannes and Monaco, or  
	 4,760 rooms booked for 2-5 nights, and 
	 146 buses and vehicles for transportation
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A huge convention
	 A huge convention was held at the Nikaia  

	 with 10 giant screens
	 70 vehicles 
	 40 boats
	 5 aircrafts

	 The visitors spent over £14m euros during their stay… 
	 on top of the actual cost of everything else.
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using perceptions  
instead of reality

Stockholm
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Julian stubbs
Brand consultant leading  
the Stockholm rebranding 
process
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Idea of perceptions
	 ‘Stockholm Capital of Scandinavia’
	 ‘Bold, simple and a little provocative’
	 In the past the region was thought of as  

	 the ‘Venice of the North’ although Stubbs 
 	 didn’t like the idea of being a
     “second” class anything 
	 let alone a city!!
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other venices  
of the north

	 Amsterdam
	 Bruges
	 Copenhagen
	 Giethoorn
	 Hamburg

	 Henningsvær
	 Manchester
	 ‘s-Hertogenbosch
	 Saint Petersburg
	 Stockholm
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venice image
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The Difference 
between  
perceptions  
and reality… 
can lead to a ...... 
‘Brand Gap’
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ENGLISH eat only 
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english=Rostbiffs!!!
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french=Frogs/frogslegs
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It is the job of place brand 
practitioners to close 
this gap by making sure 
communications show 
the reality and not just a 
‘fairy tale’
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When the place  
and destination  
brand fight 

	 The Fehmarnbelt case 
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The Fehmarnbelt case 
	 Due to no cohesive communications/ 

	 strategy different stakeholders had varying  
	 views of the project

	 The Danes’ interest was tourism and nature
	 The Germans and Swedes associated the  

	 region with cross-border cooperation  
	 and connection 
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The Fehmarnbelt case 
	 Initial perception conflicted with reality
	 After the consultation process all parties  

	 associated the tunnel with connection
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The Fehmarnbelt case 
This illustrates the gap in perceptions of the 
three countries concerned and the need for 
understanding before a project take place so 
that a ‘core’ understanding is formed from the 
outset.
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Conclusion

For a successful 
brand process 	 
perceptions have to 
match reality




