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Q2 2004
• “Collective Depression”

• Konsum-Verweigerung

• Record Unemployment

• Euro 2004 Crash

• Match-Fixing

• No-Go Zone 

• Klinsi-Grinsi

Q3/2006
• Nation Brand Index (NBI)

• Consumers’ Confidence

• Investors’ Confidence

• Tourism Bookings

• Record Exports 

• Team Germany 

• World Cup 2007





Nation Branding 
Formula

Build The 
Guiding 
Team

Get the 
Vision right

Communicate for Buy-In

Empower 
Action

Creating 
Wins

Don’t  let up

Make Change 
Stick

Increase 
Urgency







• 43% First Time Visitors
• 63% Sightseeing
• 54% Shopping
• 51% Hotels, 18%Relatives, 12% Camping
• 73% under Age 39

Tourism 2006
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Attitudes of 
indifference displayed 

by some employee

68%
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