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‘Made In’ report

We set out to establish:
* What ‘Made In’ means
* Country of Origin as a consumer driver

» The strongest countries of origin



‘Made In’ methodology

1. 2.

Consumer Insights Legal Insights

Quantitative research Hogan Lovells

3.

Academic Insights

Interviews with academics

4,

Market Insights

Brand managers

.

Brand Insights
Focus groups /

#futuremadein




The top 20 in the ‘Made In’ report
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Ranking from the ‘Made In’ report — by category
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Key findings:
Origin is a driver of consumer choice.
The definition of ‘country of origin’is getting sharper.

The strongest ‘countries of origin’ are clear in
consumers’ minds.

A country of origin’s reputation is stronger when it excels
in multiple categories.

Country brand strength does not equal ‘made in’ strength.

Successful brands contribute to ‘made in’ strength.



What 1s the
relationship between
consumer brands
and country

brand strength?
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Country Brand Index

Research methodology:
* Qualitative

* Quantitative \/

« Expert Insight
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HIERARCHICAL
DECISION MODEL (HDM)

FutureBrand's proprietary model for determining
how key audiences percei country's brand

AWARENESS
How well do people know the country and
its offerings?

FAMILIARITY
What qualities come to mind when
people think of the country?

PREFERENCE

Is the country considered for a visit?
What about for investment, to acquire or
consume its products?

CONSIDERATION
To what extent do people follow through

and visit the country or establish a
commercial relationship?

DECISION/VISITATION
Do visit: mmend the country
friends and colleagues?

VALUE
SYSTEM

Political
freedom

Environmental

standards

Tolerance

STATUS

QUALITY
@RIEEE

Health &
education

Standard
of living

Safety &
security

Would like to
live/study there

BUSINESS
POTENTIAL

Good for
business

Advanced
technology

Good
infrastructure

HERITAGE
& CULTURE

Association dimensions

EXPERIENCE

TOURISM

MADE IN

ical points f§ V

mo

Range
of attractions

Make products
of high quality

ucCts
in that
country



Overall ranking
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Japan

Switzerland

Germany

Canada

Norway

United
States

Australia

Denmark

Austria

New Zealand

United
Kingdom

Finland

Singapore

Iceland

Overall
Ranking

1

Netherlands

France

Italy

United Arab
Emirates

South Korea

Ireland

Belgium

Spain

Quatar

Fiji

Portugal

China

Czech
Republic

Greece

Overall
Ranking

Russia 31

Bahrain 32

Puerto Rico 33
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Estonia

Malaysia

Jamaica

Uruguay

Turkey

Egypt

Mexico

Hungary

Morocco

Jordan

Slovakia

Sri Lanka

=d

HiviEE THEN

Lebanon

Romania

Colombia

Vietnam

Kenya

Indonesia

Bulgaria

Cambodia

Zimbabwe

Bangladesh

Pakistan

Ukraine

Nigeria

Overall
Ranking
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Which countries are
‘country brands'?

Average purpose score
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Iceland — Summary of perceptions

What are the key associations with Iceland? How does Iceland perform by dimension?

Political freedom  gpnyironmental

focd friendliness

Would like to vi 70;/; N Value system

for a holiday Tolerance

Resort and N Health and education
lodging option:

Range of attractions Standard of living Tourism - AN Quality of life

Value for money Safety and security

Natural beauty Would like to live in
/study there

Heritage, art
and culture Good for business

i i i - Heritage and culture Business potential
Historical points Advanced technology
ofinterest  Gox astructure

It’s unique, thinks
independently and
although “independent”

What words do people use to describe Iceland?
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What are the key associations with Iceland?

Political freedom Environmental
80% friendliness

Would like to visit

Tol
foraholiday - - olerance

Resort and S S X
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. . _ Health and education

Range of attractions Standard of living

Value for money Safety and security

Natural beauty ) /" Would like to live in
/study there
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What words do people use to describe Iceland?
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What words do people use to describe Iceland?
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What words do people use to describe Norway?
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What is Iceland most expert at?

Country Transportation

expertise -

average Technology
Retail

Personal & Household Care
Media

Luxury

Internet Services
Household Appliances
Food & Beverage

Financial Services

Fashion

Energy

Consumer Electronics
Automotive
Alcohol

11%

18%

22%

o

What brands do people associate with Iceland?
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Key findings:
Awareness alone does not make a strong country brand.

Country brand strength is connected to how many brands
you are known for.

Strong country brands are seen to have expertise across
multiple categories.

Country brands have most momentum in technology,
innovation and sustainability.

When people rate a country as a "brand"” they are also

more likely to visit, recommend and do business with it
than the other countries in the ranking, demonstrating
that being seen as a country brand provides a tangible
competitive advantage.
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Where are the opportunities?

Iceland is a country brand. It makes sense to

leverage this asset in brand building across
all industries.

Country brands have most momentum in
technology, innovation and sustainability.



Strongest Country Brand Index associations

2012-13 2014-15
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Natural Beauty

Environmental Friendliness
Tolerance

Safety & Security

Political Freedom

Would Like to Visit for a Holiday
Standard of Living

Health & Education

Would Like to Live in, Study There
Advanced Technology

Range of Attractions

Good for Business

Food

Heritage, Art & Culture

Resort & Lodging

Historical Points of Interest
Value for Money



Where are the opportunities?

Iceland is a country brand. It makes sense to

leverage this asset in brand building across
all industries.

Country brands have most momentum in
technology, innovation and sustainability.

We know which associations are strong and
strengthening for Iceland and these can be

leveraged in brand building and
communications.






