Branding of Spain- Paul Rockower
	Aim of the project. (one sentence)

	To actively brand and reposition Spain’s image in the international arena after years of isolation and backwardness.


	Scenario: The Context in which the activity took place/issue it sought to address (250 words max)

	Nearly three decades ago, Spain was dealing with the after-effects of the Franco regime.  It was remote, backward and associated with little beyond the Spanish Civil War, Franco’s fascist dictatorship and Don Quixote
.  Spain was perceived as Europe’s backwater nation- a poor, isolated country with little real tourist infrastructure and little draw for a forward-looking Europe.

As Spain transformed itself into a strong democracy, with a robust economy, it sought to re-introduce itself to the world by orchestrating a branding campaign that played on multiple facets of cultural society.  

Through a coordinated national campaign of branding that brought together various stakeholders in Spanish civil and cultural society, Spain managed to revitalize its national image.  The Iberian nation sought to refashion its image to that of a progressive and thoroughly modern nation that serves as a hub for tourism, art and culture, chic and fun.  More importantly, it used major international events like the Barcelona Olympics to maximize its branding campaign.


	Programme Activity (500 words): Describe succinctly the PD response to this scenario.

	During the 1990’s, Spain carried out an aggressive branding campaign that highlighted the nation as a progressive, fun and modern location.  The campaign deftly combined culture and arts, sports, business and tourism to revitalize Spain’s image.  It managed to bring together public, private stakeholders with celebrity actors, directors and fashion designers in a concerted effort to showcase Spain’s new image.

Spain unfurled the new banner of a colourful, vibrant sun, designed by the renowned artist Joan Miro, to represent a new direction for the country.  Beyond promoting tourism and establishing a connection to its Mediterranean beach surroundings, the bright sun image broadcasted a new vitality and phoenix-like quality for Spain, and symbolized a rising liveliness.  Moreover, “Joan Miro’s sun is used to graphically unify a myriad of activities, publicity events and ads though the different programmes are driven by both public and private sectors.
”  

Spain carried out a cultural diplomacy push through film and art.  The construction of the Guggenheim in Bilbao, and the restoration that the city experienced simultaneously helped put the forgotten Basque capital on the international museum map.  Meanwhile, an increased focus of the work of Gaudi helped return Barcelona to international distinction.  Moreover, the prominence of the films of director Pedro Almodovar helped associate Spain with international film fame.  Spain’s film fame was increased with the eminence of Spanish actors such as Antonio Banderas and Penelope Cruz.  

Spain also used major international events to draw positive attention to the nation.  First, the 1991 Madrid Peace Conference drew the eyes of the world to Spain as Israel and the Arab world sought to reconcile their differences in the Iberian capital.  The big piece de resistance came with the 1992 Barcelona Summer Olympics, which offered Spain a real platform to both unveil the new Miro logo and unveil the new image of Spain.  The success of the Barcelona Olympics helped cement the new reputation of Spain.  Furthermore, Spain also used other international events like the Seville Expo in 1992 to stay in the international focus.

It was also successful in raising the brand image in the business world, as privatized Spanish multinationals such as Telefonica, Repsol and Union Fenosa branched out into Latin America
.  

Perhaps the most successful realm of branding came in tourism.  Spain highlighted Ibiza as a sun and party capital, and it quickly became the trendy place for summer revelry.   In real terms, today Spain now ranks as the second ranked tourist destination in the world in terms of numbers of visitors
.




	Analysis (250 words max) What does your example demonstrate?

	One realm where Spain’s brand marketing has been most successful has been in Latin America.  Polls taken in Latin America cite Spain as being perceived the most democratic nation in Europe, ranking nearly fifteen points higher than its closet competitor
.  The Spanish brand also outstrips all other European brands in Latin America as Spain is seen as the most representative of Europe, and is considered to be the second-most wealthy nation in Europe
.  The polls show that Spain is viewed (at the very least in Latin America) as democratic, prosperous and central to Europe— literally an inverse perception to what was circulating some three decades prior when the nation was seen as autocratic, poor and isolated.

Spain is often brandished as the template for what a nation’s (re)branding campaign can accomplish; the Spanish example became the oft-imitated, oft-cited case of the successes of branding.  Yet Spain did successful branding because it built on structures that were already in place, and highlighted a reality that truly existed.  

The danger of the Spanish example is that Spain is held up as the poster child of successful branding campaigns—however, Spain’s reality truly had changed over the years.  The problem with branding campaigns is that if it reflects a spurious reality, it comes across as disingenuous (the proverbial “lipstick on a pig”).   Branding is not an image cure-all or panacea, but rather can be successful when it actually reflects a changed reality.  




	Learning point (1-2 sentences) – What can others learn from this case?

	The Spain branding campaign demonstrates that if a nation has truly undergone a transformation, and can successfully coordinate multiple domains of civil society and culture, it can indeed revitalize the brand.  
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