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Press release

European Brand Survey highlights big gap
between consumer perception and reality for
Spain.

Embargoed to 00.01am FRIDAY October 21ST .
http://www.qualityofspain.co.uk
http://www.qualityofspain.co.uk/survey
The European Brand Survey (EBS) revealed today how British shoppers
see European countries as brands - a key insight for our European partners,
who are hoping to trade out of the recession and with the UK.
The national origin of products can play an important part in consumer
decision making and retailing pricing in the UK’s highly competitive market.
The survey revealed that Spain has one of the worst gaps between
reality and perception and needs to address this if it wants to strengthen its
trading position with the UK consumer.
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The survey was conducted to evaluate the brand perception of Spain, and
ties in with the launch of a new website www.qualityofspain.co.uk.
The survey (results below) investigated several areas, covering the questions:
• Which country do you most trust with your money?
• Which country makes the best wine, lager and olive oil?
• Which country has the best package holidays and most history to offer?
• Which country leads in green technologies?
• Which country is the most fashionable?
Given Spain’s current economic challenges and the variety of quality goods
and services on offer, many observers think that trading is one of the best
ways Spain can strengthen its economy in the future (although the latest news
that Moody’s downgraded their rating is not good for confidence.)
“A strong country brand image can give your products a crucial marketing
edge in what is a very competitive market.” commented Victoria Gallardo,
director of Anglo Spanish company, Creative Orchestra, who conducted the
survey, adding “Spain has great potential with so many quality products,
produce and services to export but needs to market itself better to close the
gap between consumer perception and the reality.”
Gallardo, who is Spanish but has been working in the UK marketing industry
for the last 10 years, further added. “Consumers buy emotionally and brand is
the key element in emotional engagement with consumers. Get it right and
you also command more for your products, which is good news if you need to
boost the value of your exports.”
Creative Orchestra is the UK’s only Anglo Spanish advertising & brand
marketing agency. The survey was carried out across 10 UK cities with over
1,200 shoppers in street interviews.
Germany, Italy, France and Spain were the main countries researched, along
with Greece, Turkey and Holland.
Britain was excluded to test only perception of our European neighbours. Control
comparisons were also made against the US, the Czech Republic and Japan.

……………………………………………………………………………………
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New website launches off back of survey to champion
Spain - Quality of Spain.co.uk

Spain performed the worst in almost all categories except package holidays.
“This shows the biggest gap between consumer perception and reality”
commented Victoria Gallardo. “Spain has amazing quality products, services
and technologies to offer but have failed to convey this.”

As a response, a new website has launched, Quality of Spain [Calidad de
Espana] (http://www.qualityofspain.co.uk) championing Spanish brands and
intended to educate people about its many qualities. (See footnotes below)

Chris Arnold, a fellow director of Creative Orchestra (and a former director of
both Saatchi & Saatchi and Europe’s largest trade marketing body, the DMA)
added,
“The problem for Spain is two fold, the first being a failure to market
themselves and educate consumers about the high quality of what they have
to sell. This is combined with most consumers experience of anything
Spanish is a cheap packaged holiday, so why would they think Spain has
quality products to offer?”

next page… results…
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The results - which European countries did best
and who didn’t?
An infographic version of the results is available on
http://www.qualityofspain.co.uk/survey/

WINE: France (no surprises) came out top with 43% of votes, followed by Italy
with 20%. Spain only got 8% of the votes, despite being the 3rd biggest
producer & exporter of wines.
FACT: • Spain is the world’s 3rd ranked wine producer and exporter.

BEER: Germany came top (30%) followed by Belgium (18%) but Italy came
bottom (7%) just below Spain (8%).

OLIVE OIL: Italy had a clear lead (54%) followed by Greece (21%). Bad news
for Spain as they actually produce much of the olive oil Italy trades and more
than any other country in the EU. “Italy has always been aware of the
importance of image, just look at their fashion industry. They are naturally
good salesmen,” commented Gallardo.
France (6%) came just above Turkey.
FACT: • Spain is the world’s No 1 olive oil producer and exporter (41.2% of total world
production – with an annual export market of 630,000 tonnes). The highest number of olive
trees - more than 300 million – with 80% concentrated in the Andalusia region.

BANKING: Germany (46%) was the most trusted for saving with Spain and
Italy the least. Second was France with just 11%.
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HOLIDAYS: Spain comes out best for packaged holidays (39%) but bottom
for historic ones (4%) despite it having the second most UNESCO World
Heritage sites in the world, 42 in all.
The other popular package holiday destinations were Turkey (22%) with
Greece (17%).
But Italy came top for historic & cultural offerings (50%) followed by Greece
(27%) and France a poor third (11%) with Germany 4th (5%).
FACT: • After the US, Spain is the second most popular tourist destination worldwide (60
million tourists/year).

FASHION: Despite Spanish brands like Zara, Desigual, Mango and many
others taking over UK high streets it seems their national origins don’t register
with consumers – only 2% rated Spanish fashion as ‘contemporary’, with Italy
topping the chart (33%) followed by France (20%).
FACT: • Spain is the 3rd ranking footwear producer and exporter worldwide.

GREEN TECHNOLOGY: Most shoppers were less aware of this area naming
Holland (44%) and Germany (29%) as the most likely to be leaders in green
technology. Spain, despite being the World’s No 1 wind energy production
(and one of the most advanced countries in photovoltaic solar energy) got just
2% (Italy got 1%).
FACT: • Spain is the World’s No 1 wind energy producer and one of the most advanced
countries in photovoltaic solar energy.
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EXPORT: When asked, few consumers were really aware of what Spain’s
main exports were, naming food as top (41%) followed by wine (18%). “Don’t
know” got 30% of votes.
FACT:
• 6th largest international investor.
• 6th largest exporter of Commercial Services.
• 8th ranked economy of OECD countries.
• 8th largest GDP worldwide.

SUMMARY:
Spain’s brand image is falling far short of its merits. As a major European
country leading in many areas (see fact sheet below) it has not managed to
market itself well. The quality of many of its products, produce and services
gives it a strong position to trade but is let down by a poor brand image.
It needs to educate the UK consumer about what it offers and the quality of its
products and services. It also needs to promote the brand of Spain before it
promotes the regions. It needs a major investment in marketing.
Given its current economic position, Spain has enormous potential to trade
itself up through exports, but its brand image is holding it back and is a
potential barrier for Spanish brands looking to enter the lucrative UK market.
Those that have done well haven’t been flaunting their Spanish association.
NOTE:
Economic, social and business reports on all the sections above can be found
on the Quality of Spain site:
http://www.qualityofspain.co.uk/focus/
………………………………………………………………………………………..

Contact
Chris Arnold m: 07778 05 66 86
chris@creativeo.plus.com
www.creativeorchestra.plus.com
Next pages …facts
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A few facts about Spain:
(social, economic & business)
http://www.qualityofspain.co.uk/a-few-surprising-facts-about-spain/
• World’s No 1 olive oil producer and exporter (41.2% of total world production – with an
annual export market of 630,000 tonnes). The highest number of olive trees - more than 300
million – with 80% concentrated in the Andalusia region.
• World’s No 1 sparkling wine (méthode champenoise) producer
• World’s No 1 wind energy producer and one of the most advanced countries in photovoltaic
solar energy.
• 2nd most popular tourist destination worldwide (60 million tourists/year), after the US
exporter worldwide.
nd
• 2 most UNESCO World Heritage sites in the world, possessing 42 of them.
• 2nd largest investor in Latin America, after the US.
• Ranked 2nd in life expectancy, behind Japan.
• 3rd largest vehicle manufacturer in Europe, after Germany and France (Mercedes, GM ,
Citroën, Ford and Seat).
nd
• 3rd ranking wine producer & exporter worldwide (2 biggest exporter – with an export
market of 16.9 million hectolitres).
• 3rd ranking footwear producer and exporter worldwide.
• 4th-ranked exporter of books.
• The economy of Spain is the twelfth-largest economy in the world and the fifth-largest
in Europe (based on nominal GDP comparisons).
• 5th safest OECD country, after Iceland, Luxembourg, Japan and the UK.
• 6th largest international investor.
• 6th largest exporter of Commercial Services.
• 8th ranked economy of OECD countries.
• 8th largest GDP worldwide.
• 16th-ranked exporter of goods.

Also:
• Leadership in the fields of air traffic control, telecommunications antennae, armed forces
and airline simulators, automatic maintenance systems, election results control, etc. is
particularly noteworthy.
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