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What do we mean by Brand?

BRAND = REPUTATION

“Brand”

What do we mean by Umbrella Brand?

UMBRELLA  BRAND = COLLECTIVE REPUTATION
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The Essence of Ireland‟s Nation Brand Image

natural scenic beauty incorporating rugged wild 

geographic features and a characteristic „green‟ 

landscape

friendly, charming, hospitable and convivial people

Nation Brand Defined

the unique multi-dimensional blend of elements that provide the nation with 

culturally grounded differentiation and relevance for all its target audiences.
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Brand Landscape

Island of Character 
and Characters

The Food 
Island

U2, Enya, 
Riverdance...

Where 
Innovation 

Comes 
Naturally

Where 

Inspiration 

Flows

Tourism

Food

Culture

Foreign 

Direct 

Investment

Vibrant 

Ambition

Go Where 

Ireland 

Takes You



Growing the success of Irish food & horticulture

Reputation Matters

“Whether a cola, a company or a country if you're not in 

mind you're not in business”

Ries and Trout – Positioning the Battle for Your Mind
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What is our Brand right now

“Brand” - Now
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We think -

“Ireland is at an enviable starting point in the 

race to produce exactly the type of food that a 

growing number of consumers are demanding. It 

is universally associated with the colour green 

and its land evokes natural”

Pathways for Growth – Harvard Report
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“You‟re Green and Natural and Now You Must Prove it”

We Know

PWC Trade Research December 2008
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Food Brand Ireland 

Research

Distilled Results
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Communications to accentuate the 

strengths of Ireland‟s food brand 

reputation whilst closing the perception 

gaps that exist will make the marketing 

and sales of Irish food easier and 

potentially more profitable through 

premiumisation. 
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Food Brand Ireland 
Brand Proposition

Presentation to SMT

July 25 2011
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Food Brand Ireland 
Visual Identity

Presentation to SMT

July 25 2011
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Visual identity brief

Should work across all food and drink sectors – an umbrella brand.

Reflects personality of Food Brand Ireland – more than an industry: 

a culture

Should be uniquely Irish – not mistaken as English or British.

Needs to work graphically across a broad range of media and at 

different scales.

Cannot use national emblems – EU regulations
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A broad range of creative directions were explored.

We've edited down to relevant only, for purposes of this 

presentation.
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The difference between explicit Assurance brands and Country of Origin.

Our brand will be a country of origin brand.

Country of origin Accreditation

Food
Brand
Ireland



Growing the success of Irish food & horticulture

Don’t forget,  food from Ireland is...

Remarkable
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Using Map as Identifier
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Identity development
Creating a distinct, Irish identity that evokes the concept of 

‘Remarkability’

We started with creating the island of Ireland 

out of the place names of Ireland. This gives us 

a textured unique evocation of Ireland and 

speaks to the idea of local distinction. The type 

‘Food from Ireland’ is hand rendered to give us 

the personal humanistic quality that was liked 

from the initial exploration. 

The speech bubble device allows us to hold the 

icon in a strong simple shape. It allows us to 

bring through the ‘Remarkable’ aspect, food 

worth talking about. The Ireland icon has been 

hand rendered and the language moves from 

place names to words and language that we 

find in our Brand Story and Brand Model, 

words that evoke the distinctive qualities of 

Ireland, Irish food and Irish producers.

We moved the font to a strong simple typeface 

as this allows a suitable contrast with the hand 

drawn Ireland icon. It will also allow clear 

legibility at smaller scales.  ‘Food from Ireland’

has been evolved from a static geographical 

description into ‘Taste Ireland’, which acts as a 

broader umbrella statement, being action 

orientated, emotive and with a strong cultural 

aspect which is a key brand ingredient.
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Proposed identity
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Proposed identity
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Reputation Matters

Of course what matters here is not the 

development of a visual identity what really 

matters here is the vision and strategy for this 

brand and a vision and strategy which the Irish 

public, the food industry and partners see a 

benefit in activating
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Revisiting Pathways for Growth for a Few Moments
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What Do We Want Food Brand 

Ireland to be about?
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In Its Crudest Form:

Irish Food Platform to 

Make the Sale

Retailer/Foodservice 

Op/Further Processor

Food from Everywhere 

Vs Food from Ireland

Starting 

Point
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It its Aspirational form

One step removed from the jobs piece – food 

represents the natural qualities of the country –

creative, innovative

Green Untainted Fresh – food as a positioner for 

Ireland Inc. 

Food is Relevant, Important, Vital

Food is unique to Ireland

Food is not just another thing that we Make and Sell
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Irish 

Public
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Next Steps
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Over to You
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