
Introduction to the 

Britain tourism 

brand

See Things 
Differently



Our Brand Framework

Long-term 

brand 

foundations 

Brand Objective

Change perceptions so people see Britain as a welcoming, dynamic, diverse and inclusive 

destination alive with spirit that needs to be enjoyed today, not one day

Audience Insight

     Experience seekers want variety when they travel, new & surprising 

experiences, shareable memories and they want to feel welcomed. 

Brand Insight

    A country where hundreds of cultures 

coalesce resulting in fresh perspectives packed 

with dynamic, ever-changing experiences all in 

one place.

Competitor Insight

       Nowhere else has so much dynamism, 

variety and quirk in one compact place; from 

our people to the experience. Individuality and 

inclusivity sit at the heart of the British spirit. 

Brand Pillars; Dynamic, Diverse, Quirky, Real, All in one place, Memorable

The world’s greatest kaleidoscope of experiences (internal brand proposition)

“it’s a place for me” (consumer need state)

See things differently (brand platform)

Experience Buckets

Trails & Adventure, Innovative Tastes, Cultural Powerhouse

Narrative angles

Challenge convention, Thought Provoking, Best In Class, Celebrate Diversity

Multi-year idea behind 

all creative executions 
Creative Platform;  GREAT STORIES START HERE

How we bring the 

creative platform to life 

in a new, exciting way 

with each new wave of 

media spend. 

Creative Executions

Year 1, 2024/25, Starring Great Britain Year 2, 2024/25 TBC Year 3, 2024/25 TBC



Dynamic 

We never stand still. Whether you’re here for a day or a 

month, you’ll find more creativity, energy and diversity than 

you’d ever expect in one place.

Diverse
We are bursting with a kaleidoscope of fresh and exciting 

experiences, which are brought to life by our amazing and 

diverse people.

Quirky 

We’re all about unconventional ideas and refreshing new 

takes. You can’t help but see your world a little differently 

once you’ve experienced ours.

Welcoming 

Just like the warm welcome they’ll get when they arrive in 

Britain, we need that to shine through in our 

communications.

All in one place
At just 874 miles from top to bottom, you can make 

the most of every minute.

Real 
You’ll experience an authentic Britain that goes beyond the 

stereotypes and be warmly welcomed by down-to-earth, 

diverse people. We don’t sell tourism, we excite with real 

people, experiences and stories! 

Memorable 
We’ll challenge everything people think they know about 

Britain with unexpected experiences that they can’t wait to 

share and will stay with them forever .

This is supported by our brand pillars



Brand Narrative
For a small island, we’re a country with many sides. In fact, its our multi-

faceted, multi-cultural nature that makes us who we are. 

Our brand narrative is the high-level story that we can use, in part or in full, 

when introducing Britain:

Britain is always changing; a land that embraces difference and never stands 

still. 

And at just 874 miles from top to bottom, you’ll find more creativity, energy 

and diversity in one place than anywhere else in the world. 

We’re all about unconventional ideas and refreshing new takes. A place 

where cultures coalesce to reimagine what you thought you knew. 

And it’s all made possible by our creative thinkers, daring dreamers, and 

curious explorers – who take our guests to heart but don’t take ourselves 

too seriously. 

Whether you’re here for a day, a month or a year, we’re ready to help you 

make the most of every minute.

You can’t help but see your world a little differently once you’ve 

experienced ours. 

Help yourself to a big dollop of different and an extra slice of surprise. 

Join us and see things differently.

* VB team will work with successful applicants to agree content topics 



Customer Journey Map





Creative development



Our Challenge…
to deliver an exciting, market-specific, fame-driving 

activation that will get people talking about Britain?

We need to encourage our audience to see and feel 

things differently to trigger reappraisal of Britain.

We know that the more surprising and “unexpected” 

side of Britain directly increases consideration. 



What does good look like?

PR-able, people-
based, simple

combined personality & 
place to get a purpose, PR-

able, fun

People-based, simple, 
emotional

Focused on the spirit of the 
destination, the personality, 
the people > makes you feel 

something











Additional Information 

Imagery/video

• VB funding conditions mean that everything carrying a GREAT logo must be pre-approved by No 10, therefore it would be ideal if you 

can use the imagery which has been pre-approved here (in the GREAT/Brand approved folder). 

• We do appreciate though that the images for partner use and those which feature your destination may be limited. Therefore if you 

have a collection of images/video you would like to use, can you share those ASAP and we will aim to seek approval before you move 

to design. Please keep in mind the guidelines when selecting imagery.

Call to Actions 

• Please advise what your CTA/sign off will be? We’re happy for the actual click through /booking to be your commercial partners 

website, but if you have a sign off in mind, please advise. We are in the final stages of creative development of our brand campaign so 

need to think how these might align. 

Logo’s

• The GREAT logo must be included, along with one other logo (partner logo’s can be interchangeable depending on where the creative 

is shown).

• The GREAT logo is available here, section 3.

Pallets /Font

• No need to follow the GREAT colour palette or font.

https://assets.visitbritain.org/
https://indd.adobe.com/view/84bb9ee8-0812-43f8-87ac-9f3b872b0e58


Thank you!
Please contact Brand@visitbritain.org if you have any questions

mailto:Brand@visitbritain.org
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