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A brand is a concrete reputation established through all the touchpoints and activities
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Abrand is a living business asset
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7S5V REEHTS7L—L : Brand Definition Model (7S5 REHZBETIL)
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POSITIONING, PERSONALITY
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PEOPLE AND INSIGHT, BENEFITS (OR DRIVERS)
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Destination Branding

Nation Branding

City Branding

Region Branding

Tourism Branding
Investment Branding
Landmark Branding
Flagship Branding
Country-of-Origin Branding
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1 Understand (FRT1#—>a>»7 5071 2V ICEATIERZFD D)
2 Challenge (FRT4%—2aYT 5051 VI bl 3 HAEERT3)
3 Change (RFNLEFHLSEEDFEEZEZS)

*kk

1.Understand (FRF 1 %—=2a>»7 S50 2 JICEAT 3B 8% FH D)

BETARATAR—=23YT 50T VIV ERDOD ?

* Where do you transfer money to without hestitation?
* Which product do you trust?

* Which team is more creative?

* Where would you move with your children?
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#1. Compete (FFIRIRF)

Interbrand Japan, Inc.

9F Hiroo Plaza T + 81 (0)3 5448 1200
5-6-6 Hiroo, Shibuya-ku F + 81 (0)3 5448 1052
Tokyo 150-0012 Japan www.interbrandjapan.com



Interbrand

#2. Focus (BAREZ A X—2)
#3.Onboard all (EZAH)
#4. Create rumour (&%)

#1. Compete
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* For Investors

* For Residents

* For Tourists

#2. Focus
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#3. Onboard all
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Products don't have a opinion about the communication

Why do destinations need a brand?

#4. Create rumour
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#1.Alogo (O3)

#2. First-hand experiences ({4ER)

#3. Aclear location (i)

* What image do you have of Silicon Valley?
* High tech, Nerds and lots of ideas and money
* Do you know the Logoof Silicon Valley?

Observation 1
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Aniconicstory (RBHHBXk—1—)
that everybody can buy into and allows for co-creation; sending a clear signal.
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Opportunity
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3.Change (AfFMLEADSELZDFEEZEZS)
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