RY BRANDING




RAND
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THE PRACTICE OF 'BRANDING' HAS
INFLUENCED ALL ASPECTS OF PRIVATE,
SOCIAL AND EVEN POLITICAL LIFE.

CITIES, REGIONS AND STATES ARE

ADOPTING BRANDING TECHNIQUES
SIMILAR TO THOSE USED BY BIG BRANDS.




COUNTRIES WANT TO DIFFERENTIATE
THEIR IDENTITIES AND TO HIGHLIGHT
THEIR UNIQUENESS AIMING TO ACHIEVE
ECONOMIC AND POLITICAL BENEFITS.




COUNTRY BRAND IS AIMED TO
CREATE ATTRACTIVE
CONDITIONS FOR FOREIGN
DIRECT INVESTMENT, TOURISM,

TRADE AND POLITICAL
RELATIONS WITH OTHER STATES.




Nation brand index 2011

‘Rank Country NBI 20111%]
L == United States |
2 BN Germany

;3 [ﬁ!ﬂlJnﬂedlﬁngdon;
4 B J France
:'5 | ® Japan |
6 §+j Canada

7 ] Bray

8 | Australia

9 Switzerland

10 mmm Seden

NATION BRAND HEXAGON

Tourism

NATION

BRAND

. Governance

Investment
and Immigration

THE CONCEPT OF MEASURING GLOBAL
PERCEPTIONS OF COUNTRIES ACROSS SEVERAL
DEVELOPED BY SIMON ANHOLT
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NATION BRANDS

ARE THE MIX OF AGE-OLD
CLICHES AND MEDIA-DRIVEN
STEREOTYPES.

>i§+v&’ia\
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Imagine
Italy
without
fashion

GUCCI
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Imagine Germany ]“]
without tf% utomobil
In ustry




Imagine
Japan
without
gadgets and

sushi (3 e

N
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Y
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KISAI SENSAI WATCH. THE RED
LEDS SHOW THE MINUTES, THE
GREEN ONES SHOW GROUPS

OF 5 MINUTES AND THE YELLOW
ONES SHOW SINGLE MINUTES.



COUNTRIES EVOKE PICTURES,
EMOTIONS AND ASSOCIATIONS IN
OUR HEADS, EVEN IF WE HAVE
NEVER BEEN THERE.







Nation branding

“Nation Branding: Israel, Asia, Europe and Brazil” webinar delivered by Professor David Reibstein.

To drive the point of nation branding, more than 100 webinar participants were asked to participate on
instant polls to confirm the idea of branding. Web participants were asked the following 2 questions:

1. What images do you think of when you hear products from the following countries?

‘ ‘Military Milk |Cheap |Fake |Fashion |Precision Elegan; huality lﬂ
|1ta|-,f % t79% t 0w 11% | fe%
+(orea 0% 5% | 0% 9%
|China 1% 2% | 0% 2%
Fra nce 220L 106 55% 2%
|Sweden — — — — — 2 7%
|15rael 56% 1% 0% 0% 0% 2% 0% 1%
Fiermany_l_m_u_'_ﬂﬂﬁ_'_ﬂﬂg_'_??% 0% 11%
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Nation branding

2. What country do you think of when you hear the f

hoes

lectronics

BoBE N

locks

iamonds

7

-

rs

0%
2%
5%

0%

USA

3%
4%
| 0%
1%

18%

D
(4%

0%
0%

0%

2%

(&)

0%
0%

0%

0%
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1%

1%

1%

0%

ollowing products?
|
R
\/"

| Japan

0%
86%
1%

0%

27%

lChina
2% |
7% |
1% |
0%

1% |




BRAND IS ABOUT AUTHENTICITY

WHILE CREATING THEIR OWN BRAND
NATIONS HAVE TO BE TRUE TO
THEMSELVES AND TELL TRUE

STORIES!




BRANDS MUST BE TRUSTWORTHY




GLOBAL CONSUMER BRANDS
DEPEND ON NATIONAL REPUTATION

WHEN THE REPUTATION IS CLEAR
AND POSITIVE, PRODUCTS MADE IN

THAT COUNTRY CARRY A SPECIAL
AURA.
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SYNERGY:

COUNTRY’S LEADING BRANDS THAT
BECAME GLOBAL

ARE COUNTRY REPRESENTATIVES.




SMART STRATEGY IS TO PROMOTE
BRANDS THAT PEOPLE LIKE AND CAN
ASSOCIATE TO THE COUNTRY.

THEY WILL PAY BACK!




I .[ b Creating and managing
I]. er ran brand value™ ABOUT USs OUR WORK KNOWLEDGE BEST GLOBAL BRANDE MEWS ROD

BEST 2011 Ranking of the Top 100 Brands
GLOBAL

BRANDS — Cnarge in
201 1 [  Rank Rank Brand Region/Couniry Sactor Brand Value (§m) Srand Vel
LAUNCHED 1 1 (fosfale  United States Beverages 71,881 2%
OCTOBER 4TH, 2011 R
2 2 Ei= Uniled Stales Business Services 9,905 B%
3 3 Microsofit Unfed Siaes Computer Scitwars 59,087 3%
Top 100 Brands
Interactive Charts [+ 4 4 G()\_‘bgl.e United Siates Infernst Services 55 317 2%
Methedology 5 5 United States Diversified 42 18 0%
Top Brand Interviews Y
o B 6 _r j l Unitad States Restaurants 35,593 5%
Articles
= 7 7 (intel' United States Elzctronics 35217 10%
DRGSR scnu P
FOR UPDATES ] 17 ' United States Electronics a5 482 8%
2011 REPORT: _
Read Online | g g .%qg Uniled States Madia 29018 1%
Download
For iPad 10 10 @ united States Elzeironics 2B ATY 5%
Top 100 Poster
11 14 L}—Lj Japan Autormodive 27754 8%
12 12 ,.-'.,:!I Garmany Automotive 2T 445 8%
L
PREVIOUS YEARS o
2011 ranking @ 13 14 l::|l Is':'.ll:'ll Uniled States Business Services 25,309 9%
2010 ranking .
2009 ranking : ;
o ET 8  MNDKIA Finland Electronics 25,071 15%
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MADE i GLASS anta HALF ﬂEREM IRISH MILK
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Kind of gives you goosebumps, doesn’t it?

vr Heineken’




TR

i

"I
«

I 1"I","'| ’

L

. —

*oﬂ Country reputation and local brands by Anna Lukanina



NATIONAL BRANDS = TRUE STORY

COMMERCIAL BRANDS SHOULD BASE
THEIR ATTRIBUTES OR VALUES ON

NATIONAL AUTHENTITY.

SUCCESS STORIES:




SWITZERLAND
AND THE

HELVETICA-CROSS
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Victorinox

—
\\— =

N
\
\

“Douceurs
des cimes




FAUSTRALIA
MAGIC WORLD




m

;yellow tail]

CHAR

[yellow tail]

SHIRAZ
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YELLOW TAIL WINE WAS INTRODUCED TO THE MARKET IN 2000 AND IS PRODUCED
INATOWN WITH POPULATION OF 1000 PEOPLE. AT THE MOMENT, IT IS
CONSIDERED TO BE THE BEST-SELLING BRAND OF AUSTRALIA

Choose your country

Select your country v|

SHIRAZ

"J [yellow tail]




FRANCE
L’ART DE VIVRE e

- .
e —




o 72 THE BIGGEST STRENGTH OF
" #& ™ FRANCE IS IN HERITAGE AND
*1 . CULTURE, AND IT MAKES

—! GREAT USE OF THAT IN
/& EXPORTING SOME OF THE
{ WORLD’S MOST FAMOUS
% BRANDS — FROM CHANEL TO
LVMH GROUP — ALL OF
/8383 \WHICH CONTINUALLY

s«*%, REINFORCE ITS AUTHENTIC
~ HISTORY, CULTURE AND

/) ‘- STYLE.

!

=

SOURCE: FUTUREBRAND COUNTRY BRAND INDEX 2010




CONSUMER NEEDS

s e d




o rfalicle

ouge >
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FRENCH BRANDS SUCH AS
CARREFOUR, DANONE,
L’OREAL, EVIAN AND
RENAULT REINFORCE A
MORE POPULIST ASPECT
TO FRENCH CULTURE AND
SPECIALIZATION IN RETAIL,
COSMETICS AND DAIRY
PRODUCTS.

L s



| I
$qﬂ Country reputation and local brands by Anna Lukanina




| PROVENANCE SUCH
............ ST AS BURBERRY, M&sS,
- : M GSK, DIAGEO, BRITISH

FOR BRAND UK’S
INTERNATIONAL

IMAGE

SOURCE: FUTUREBRAND
COly\lTRY BRAND IND
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SWEDEN
AUTHENTIC STORY




Mmmm. I wish I had
those shoes [rom
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“sometimes gou have
to move back (o be
able (0 move forward™

swedish

hasbeens

spring 2009




| Karta | Sawert | Hyoria |

ol + < 1Pl =

Manhattan, New York
Every green dot indicates a person who

has bought a pair of Hasbeens from the webshop.




| Karta | Sawert | Hyoria |

‘ ] Manhattan, New York
Every green dot indicates a person who
has bought a pair of Hasbeens from the webshop.
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Swedish Hasbeens
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Swedish Hasbeens in different media
No money has been spent on advertising.




approxima

« 2077 more than FO0 trend

anproximately 30 countries
approdimately |




ANNA LUKANINA

E-mail: ALukanina@depotwpf.ru
Tel. +7 (495) 363-2288

Mob. +7 903 144 41 77

E-Mail: alukanina@depotwpf.ru
www.depotwpf.ru
www.pda-europe.com




