


The process of brand definition  
Methodology 

SELF ANALYSIS 
STAKEHOLDER 

ANALYSIS 
COMPETITOR ANALYSIS 

• Field work including 

individual and group 

meetings with 

stakeholders in all 

regions and city 

administrations 

 

• 5 workshops in Addis 

Ababa at different 

stages of the work with 

public and private 

stakeholders (public 

and private, federal and 

regional) 

• Tourists in Ethiopia 

interviewed during the 

field trip 

• Two online trade 

surveys: International 

outbound tour operators 

and incoming operators 

in Ethiopia 

• Two focus groups  in 

South Africa (had been 

in Ethiopia and had not 

been in Ethiopia) 

• Focus group in UK 

with potential tourists 

to Ethiopia 

• Analysis of brands of 

competing destinations  

• Questions included in 

focus groups 



• Ethiopia‟s tourism market situation was compared with other destinations in the 

region and elsewhere, including detailed benchmarking of the marketing and 

branding strategies of selected destinations that aim at similar „experiential‟ 

travelers, are in the developing stages of tourism development, offer a similar 

product mix of cultural/heritage/soft nature tourism, have developed and rolled out 

successful brand and marketing strategies and are within 6-14 hours flying time 

from key markets in Europe, USA and Asia.  

  

• The destinations selected are:  

 Branding and marketing strategy benchmarking: India, Tanzania, Vietnam, Peru, Nepal, 

South Africa 

 Branding only: Turkey, Egypt, Morocco, New Zealand (as an example of brand 

excellence) 

 Meeting, Incentives, Conventions and Exhibitions (MICE) destinations: Kenya and 

Rwanda 

 

Brand definition 
Competitor Analysis 



Brand definition  
The themes that emerged from consultation 



Brand definition  
Distilling a brand promise and brand essence 

Self-analysis Stakeholder analysis Competitive analysis 

The origin of so much, from humankind, 
to civilization, from tolerance of diversity 
to the strength of unity, in a place of 
warmth and dramatic beauty – all 
supported by the regions that substantiate 
this claim. 

Ethiopia is the origin of so much: a 
history that is a mysterious mixture of 
fact, myth and legend; a culture that is 
vibrantly alive that finds its proud roots in 
the history; and a dramatic landscape 
that is primal in its extremes.   

Ethiopia is an adventure in which 
Ethiopians will welcome your 
participation, involving you in their 
rich past and inspiring you with a future 
full of potential. 

Summary 

Ethiopia invites you on an adventure in which you will discover the origin 
of so much: history that is a mysterious mix of myth, legend and fact; 
culture that is vibrant and alive and shared; and a landscape that is 

dramatic; primal and teeming with life.   

Ethiopia invites you on an adventure in which you will discover the origin of 
so much: history that is a mysterious mix of myth, legend and fact; culture 

that is vibrant, creative, alive and shared; and a landscape that is warm, 
dramatic, primal and teeming with life.   

Brand promise Brand promise 

Ethiopia invites you to discover why it is the 
origin of so much history and culture, vibrantly 
alive in a warm landscape of dramatic beauty.  

Essence 

LAND OF ORIGINS 



The brand promise is summarized in the slogan “land of origins” that will 

be the basis to develop the promotional communication  

 

• Ethiopia is the cradle of humanity, where our ancestors first walked on 

two legs.  

• It is also the source of the mighty Blue Nile  

• and the origin of coffee, one of life‟s best pleasures and our gift to the 

world.   

• This land is also the origin of great athletes, a unique alphabet, unique 

cuisine, and many other original things found in Ethiopia only.  

 

All these themes will be developed in the promotional materials that 

together with appealing images will help to build the desired image in the 

minds of the potential tourists.  

The slogan Land of Origins 



 

• It had to be original and bold to show the uniqueness of Ethiopia as a 

country and as a tourism destination, different from other African 

destinations 

• It had to represent/distil the whole country 

• It had to include the slogan: “land of origins” 

 

The logo will “sign” all promotional communication about Ethiopia as a 

tourism destination. 

It particularly targets the international market although it can also be 

used for domestic campaigns.  

 

The logo/graphic representation of the brand 



Brand architecture  
The logo  

The trunk represents the unity 

and strength of the nation. 

The branches represent abundance 

– our growth into the future. 

 

Inspired by the ancient Geez 

alphabet, the typeface is 

unique and reflects the 

originality of Ethiopia‟s 

culture and history. 

The slogan summarises the brand promise. 

The tree -depicting the colors 

of the national flag- is rooted 

in our origins: our people, 

our history and our land. 

 

The blue circle reminds us of the blue 

skies that can be enjoyed in Ethiopia 

most of the year. 



Brand architecture  
Graphics  



 

Make time to explore Ethiopia and you will be put in touch with your own origins  

 

As you travel across her great heights and explore her deep places you will experience 

breath-taking beauty and astounding achievements. 

 

For this is a land of origins. It is the cradle of humanity, where we first walked on two 

legs. It is also the source of the Blue Nile, the great river whose power and fertility 

nurtured the origin of civilization itself. And it is the origin of one of life’s best pleasures 

– coffee, our gift to the world. 

 

So come to Ethiopia and take the time to be enchanted by her extraordinary past and 

to share in her dynamic present.  

 

Come and you will discover why Ethiopia is original in many ways. 

Brand expression 
Example of brand communication in a brochure 






