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Dundee ςOne city, Many Discoveries



Context

At its simplest, a destination is a place where people want to be. 

Destinations have always driven the flow of people, capital and 
trade. But there is no winning post in the destination race ς
destinations must undergo constant renewal and 
refreshment. 

The power of destinations : why it matters to be different



Why bother?

ÅCompetition

ÅCreate a brand experience for the city

ïAssociated values/perceptions

ïCreating what comes to mind when people think about 
Dundee

ïChange any outdated perceptions

ïLet others know Dundee exists

ïBring together the city wide stakeholders

ïSum of the parts greater than the whole



What makes a city great
All great cities are comprised of three elements:-

-Offer :
The facilities available, culture, healthcare, retail, catering , housing etc

-Environment : the buildings, geography, infrastructure, open spaces, 
location

- Experience : what you feel about the place  



Anytown Anywhere

Jack Trout, the originator of the positioning concept: 
ά/ƻƳǇŜǘƛǘƛƻƴ ƛǎ ƴƻǘ ŀ ōŀǘǘƭŜ ƻŦ ǇǊƻŘǳŎǘǎ ƻǊ ǎŜǊǾƛŎŜǎΣ ƛǘ ƛǎ ŀ 
ōŀǘǘƭŜ ƻŦ ǇŜǊŎŜǇǘƛƻƴǎ ƛƴ ǘƘŜ ŎƻǎǘǳƳŜǊϥǎ ƳƛƴŘέΦ 5Ŝǎǘƛƴŀǘƛƻƴ 
may offer the best products and experiences, but unless it is 
able to create the perception in the minds of potential 
travellers that it offers something different, better and more 
appealing than other destinations it may not be in a position 
to convince travellers to visit.



Background

ÅPost industrial city

ÅNegative image within Scotland

ÅNot much international profile

ÅReturn of the RRS Discovery  (late 1980s)

ÅIst Campaign City of Discovery

ÅFocus on cultural regeneration



City of Discovery Campaign

Å20 year campign  

ÅMedia  and PR led 

ÅFunding available to attract events

ÅFelt to be relatively successful but not 
everyone on board (impact mostly within 
Scotland or very niche)



Campaign Review

Å2009 review ςcity of discovery and logo too 
restrictive , focus groups ςassociation with 
the RRS Discovery and that was it.

ÅNew refreshed campaign.  Based on the 3  Es 

ÅExcel, Enjoy, Enrich and the spark

ÅStrong narrative around the many discoveries 
to be made about Dundee 

ÅFirst time strong visual imagery used



Creative activity
ÅDifferentiation  - UNESCO status, V&A Dundee,

river setting, young population 

ÅDistinctiveness ςlocation, city + offer  
sunshine hrs, independent food 
producers/restauranteurs

ÅAssociation  - works for food loving 
culturalists/curious travellers , 

ÅAffiliation ςcreate narratives/promotional 
actions  that chime with them. 



REBRANDING













Types of promotion
Tactics 

Social Media/ Digital platforms

Promotional competitions

Public relations ςendorsements/editorials

Published itineraries

Sponsorship

FAM trips ςjournalists/tour operators/bloggers

Events



ÅThe Wall street journal article lists 
Dundee in Top 10 hottest destination 
for 2018

Å1 page guide to Dundee in the world 

renowned National Geographic 

Åhosted at least one digital influencer 

blogger/vlogger each month in the city .



Destination Marketing ςevents are strategically 
important.


