
The Future of Brands

Presenter
Presentation Notes
Our physical and digital worlds are blending like never before. 
Experiences powered by technology will come to dominate both our work and personal human lives.
So to be successful with any marketing campaign we need to look at the environment in which we play/compete/engage
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everything’s
amazing 
nobody’s happy

Presenter
Presentation Notes
Louis CK.
Our expectations have risen and this will only increase.
This is the start of my point today, stories
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TODAY

1) An always on world

2) Compressed purchase journeys

3) More creative than ever

4) Powerfully enabled by technology

5) Increasingly social (media)

Presenter
Presentation Notes
I am not differentiating between investors, tourists, potential home owners or business.
I asked my 24 year old son today what he was doing on his phone after hearing about the FIFA: tweeting
Because:
Istagram is for images
Facebook is for friends
And Twitter is for well tweets!
But the conversation started on the radio, from the TV news read in depth by the newspaper……




SIMPLE

It was once all about 360°
marketing, having a great 
ad campaign and a robust 
media plan. Consumers 
watched the commercial 
and did what they were told. 

PUSH DRIVEN BRAND ECONOMY

COMMUNICATIONS    EXPERIENCE TECHNOLOGY

Presenter
Presentation Notes
Change is accelerating.
Channels are fragmenting
On line streaming is rapidly advancing




A CONSUMER-DRIVEN EXPERIENCE ECONOMY

COMMUNICATIONS EXPERIENCE        TECHNOLOGY

THE ALWAYS-ON 
EFFECT

Connected consumers have 
changed everything.

They’re a fast-moving target with: 
 always-on technology
 multiple devices
 channel blur
 changed shopping behavior 
 collapsed transaction time
 And total control

15 years in and 
it’s still the early days

Presenter
Presentation Notes
You need an Organizing Idea or to make it relevant to today a story.
More stakeholders tell the same story the more that story gets heard and therefore the more it gets heard the more engagement in the brand or in this case the subject.



WE BELIEVE
STORYTELLING 
MUST EVOLVE

S T O R Y S C A P I N G

Presenter
Presentation Notes
Ok this is the crux of what I am going to suggest is the basis for successful marketing for brands.
Virtual
Emotional
And Physical worlds…….must combine.
Weaving in and out, grazing, menu selection, viewing when and where they want, steaming etc



What’s your Story?

The simple secret behind strategic 
aligned communications 

to attract investment.
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Presenter
Presentation Notes
And who is going to tell that story!



Investors invest in Stories

Presenter
Presentation Notes
Where would you invest your money, Spain or Finland? 
You’d think that Spain is all about siestas and not productive, whereas Finland is all about intelligent design and hard work.
In fact, Spain has a higher productivity rate than Finland.
The issue is not the reality of their productivity, but the Story of their productivity.
Sometimes the Story matches the reality, sometimes it doesn’t, but most investors buy the Story



Some Stories we all know…

Presenter
Presentation Notes
New York tells a story of being big and cosmopolitan - the capital of the world. 
Germany tells a story of quality and strength. 
Japan tells a story of precision and efficiency. 
Milan tells a story of passion and fashion. 
China’s story is about scale and pragmatism. 
They all imply attractive & relevant promises for investors of different kinds.




7 Principles of an effective place-brand 
marketing story

1. Omni-channel Storyscape - All the world’s a stage.

2. Organising Idea - The moral of the story

3. Community engagement and alignment

4. Understanding of audience (s)

5. Acknowledgement of context

6. Awareness of image: Credibility vs Capability

7. Attention



“All the world’s a stage…”

Presenter
Presentation Notes
omnichannel. 
Stories are now experiential and non-linear.
the story shows up in many channels and experiences, and is part of transactions and every other part of the investor relationship, not just advertising or PR.




The moral of the Story

Presenter
Presentation Notes
Good Stories are simple and single-minded. 
The Story makes the key message clear - the lesson to take away with you. 
You need to know what the essence of your story is.
This “golden thread” is the thing that every part of the Story is there to serve.
Your marketing plan should consist of tactics and activities that all serve a single, simple strategy that every stakeholder can support and be supported by. 
We call this the Organizing Idea.




Strategic hierarchy

Organising Idea

Content Pillars

Aligned partners, channels & tactics

Strategy without tactics is the 
slowest route to victory; tactics 
without strategy is the noise before 
defeat.

Clear purpose

Presenter
Presentation Notes
What is the core purpose of the brand (destination).
What is the OI that glues it all together
Content pillars relate to tourist, investors, residents and individual bussiness



Make disciples

Presenter
Presentation Notes
Need Community & stakeholder engagement and collaboration. 
Write the story together, and give everyone a role in the story.
Investment deals will ultimately be closed by local businesses, not on websites.
Build a stage/platform that different players (councils, businesses, residents, etc) can build on. 
if you empower local players to be ambassadors, you have an ongoing, cost effective marketing machine.
Example? 
Christianity spread because the protagonists in the story spread the word. The disciples literally wrote the book, and taught their mates to get it out there effectively.




Understand your audience’s wants 
and weaknesses

Presenter
Presentation Notes
Understand investor needs and investor behavior. 
Tourists are not investors, so a different strategy is required.
Don’t think investors are rational! - know the mental short-cuts that your prospects rely on. Investors are humans, not machines.




Acknowledge Context wisely

Be true to who you are as 
a community and what you have to offer.

Be a lighthouse brand, which can’t be 
capsized by changing conditions.

Presenter
Presentation Notes
Understand the investment context, trends and projections of the day. 
What does “value” look like these days? Build this into the Story.
BUT be true to who you are as a community and what you have to offer.
Fit the current investor fashions into your Story, not the other way around.




See yourself from the outside

Find out how you are seen by 
potential investors, and which traits 
need to be played up and played 
down.

Presenter
Presentation Notes
Credibility vs. Capability - Spain vs. Finland.    
Image makes up a strong, unspoken part of the proposition. 



Attention!

Presenter
Presentation Notes
The Story has to end with some version of “and the investors got great ROI happily ever after.” 
But the rest of the Story needs to be interesting and unique enough to capture their attention.
This is the most important role of marketing. 
“Persuasion” comes later - that’s the role of sales conversations.
Mental availability is your primary goal. 
It comes through having a DISTINCTIVE story with distinctive expression, and through CONSISTENCY (not sameness) across the Storyscape of experiences.  
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Presenter
Presentation Notes
Organizing Idea: Tell authentic stories from paradise
Workshops and stakeholder engagement
Communication platform: One Day in Paradise:
Be true to what the destination is all about.
Get the locals on board:
Year 2; This is my Paradise- locals
Year 3: Paradise through your lens back to consumer






thank you
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