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Keep the message simple and stick to it!

Tone of voice.

Integrated marketing.

Living the brand.





Goal 1: not

Goal 2:

Goal 3:

We have identified three guiding principles: 

Simplify:

Stand Out:

Streamline:



Desmond Morris, The Naked Ape













CHAMPION
ADVOCATE

INTEGRATOR

PEACEMAKER

PROFILE RAISER

GUARDIAN
LEADER

Products:

Postioning:

Perception:

Processes:
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Edinburgh’s success is due to its joined-up
approach. In early 2008 a Task Group
of over 40 individuals concluded that
the city needed a refreshed approach
to destination promotion focused on
a new Destination Promotion Strategy.
Specifically, it needed to unify its then-
fragmented approach, develop clarity of
common purpose, encourage leadership,
and maximise opportunities to cross-sell
among sectors while capitalising on
existing assets.

“There was a consensus on the need for
change,” says Kenneth Wardrop, Project
Director, Destination Edinburgh Marketing
Alliance (DEMA). “The status quo wasn’t
an option – we needed to take action.”

The group investigated Barcelona, Vienna
and Vancouver: high-performing cities that
had successfully organised their destination
assets in new ways. They determined that
promotional bureaus were integral assets
to cities, both as enablers and as problem
solvers. As a result of the work of the Task
Group, the DEMA came into being with
the goal of creating a ‘one-stop marketing
focus’ for Edinburgh’s partners across
tourism, talent and trade.

DEMA’s aims are five-fold:

1. To create a Destination Promotion
Strategy for the city (addressing
product/proposition/promotion).

2. To forge new local, national and
international perceptions of Edinburgh
as a destination.

3. To act as a catalyst for public-private
partnerships by maximising
collaborative opportunities.

4. To create a customer focused “one-stop
shop” that adds value for the customer
and collaborative partners with a strong
focus on comprehensive customer and
market intelligence.

5. To take ownership of the city’s
marketing and promotion functions
through the creation of a dedicated
marketing and promotion function that
will work with the national agencies in
Scotland (VisitScotland and Scottish
Development International).

DEMA is forging a formal alliance between
the public and private sectors which will
be “soft” launched in the spring of 2009.

“The Edinburgh model will be unique,”
says Wardrop. “The competitors who
are getting it right are those who really
understand that marketing messages need
to live up to reality. The visitor’s experience
and the actual reality of the place need
to be in sync with each other. Edinburgh
has to live up to the idea of itself amongst
its customers – that’s a lot to live up to.”

Destination Edinburgh Marketing Alliance:
Speaking with one voice

Talent: Attracting the
‘best-of-the-best’
Edinburgh is renowned as an ideopolis. It has
the highest percentage of professionals in
the UK – more than London. Nearly half the
local population is employed in “knowledge
jobs” – the same proportion holds a degree
or equivalent professional qualification.
Edinburgh has four Universities and over fifty
thousand students. It also boasts ten 5-star
rated research institutes and is increasingly
successful in the commercialisation of this
research excellence.

Edinburgh Science Triangle, for example,
is a best-in-class case of city-wide
collaboration bringing together universities,
centres of research excellence, private business
and public sector groups to promote research
excellence. “The talent side is very, very
important to the makeup of the city,” says
Anderson. “We have to build on our skills
bases and be united in our activity – that
way we’ll get our message across.”

Trade: A united approach
More FTSE 100 companies are based
in Edinburgh than in any area of the UK
(except London). The city’s key strengths
are science and technology (specialising in
the life and animal sciences, optoelectronics
and informatics), finance, and the creative
industries.

Going forward, the City Council will work in
partnership with the private sector to focus
on four significant areas of investment: the
Waterfront, the city centre (String of Pearls),
the international gateway site in West
Edinburgh around the airport (a site
identified as a home for global HQ’s)
and the BioQuarter at Little France in
the south side of the City – an area built
around the New Edinburgh Royal Infirmary
teaching hospital, the University of
Edinburgh’s Centre for Regenerative
Medicine and Alexandria Real Estates
biopark. “Partnership between the public
and private sectors help us to refresh and
reinvent ourselves in a way that harmonises
with our brand,” adds Anderson.

FOUR
PROFILES
CITY CHAPTER 3: EDINBURGH

“We have to build on our skills bases and be united in our activity –
that way we’ll get our message across.”

www.edinburgh-inspiringcapital.com

















‘Greatest English dramatist & poet (1564 – 1616)’













The World is Flat’
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place where
people want to be
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