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Pastoral scenes — sheep grazing on green hills, the sort of New Zealand marketing images
that were common pre-1999 — bored the living daylights out of visitors. But when visitors

came to New Zealand they found the place exhilarating and exciting. The challenge for the
new campaign was to portray a ‘new’ New Zealand, that didn’t ignore its spectacular
scenery and portrayed an experience that was less passive and more invigorating.

The research it commissioned showed that people came to New Zealand primarily because
of the country’s scenic beauty and landscapes. Not a big surprise — landscapes had always
featured heavily in tourism advertising. However, this time research showed that travellers

were looking for more - they were looking for stunning landscapes but also experiences of

adventure, people and culture.
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NEW ZEALAND

NEW ZEALAND
100%% PURE

A New Zealand holiday experience
is like no other. Its spectacular
beauty is unique as is the huge

range of fun and varied activities on
offer.
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NEW ZEALAND
TRADE & ENTERPRISE

New Zealand has a vibrant business
culture, notable for its innovation

and world-class products and
services.
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Kansas City has a legacy of artistic and entrepreneurial
iInnovation spanning more than 125 years. Itis a
mashup of new ideas and American creativity — an
intersection of arts, culture, innovation and imagination.
Welcome to Kansas City: America’s Creative
Crossroads.

Driven by the thriving arts, food and entertainment
community...KC is the only destination with a distinct
cosmopolitan energy that is anchored in fun, friendly,
Midwestern hospitality. KC is America’s Creative
Crossorads.
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A deep dive into your brand, the industry, the
g@ competition and the audience.

o —— -

On-boarding

Secondary Research

Primary Research

gust-November)




R Mission, Vision and Values Brand Promise

* Positioning Statement Brand Architecture

(November-February)
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The creative execution of your brand.

* Naming Logo & Brand Mark Visual and
O 3 Verbal Identity Brand Guidelines Activation
1~ ’ Plan

DEVELOPMENT * Concept Testing

(February-May)




Who Are We Talking To?

Internal Stakeholders
External Stakeholders
Meeting Planners
Domestic Travelers

In-State Residents




