
Brand Israel:
From Vision to Reality
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A Successful Place Branding Concept Has to be 
Able to Contain the ‘Good’ and the ‘Bad’:

What happens here stays here…



The Goal: Creating an Attractive ‘Persona’ 
for a Place





In Their Own Words…
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Brand Partnership
Who are the Brand’s Stakeholders?
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Israel’s Relative Advantages
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Brand Israel’s 

Proposed Priorities:

1. The Environment (water, bio-diversity & 
migration, desert, solar)

2. Life-style (health, fashion, food, wine, 
architecture, design, leisure & recreation, 
sport & extreme sport)

3. The people (youth, ethnicities, gender)

4. Technology and science (hi-tech, bio-med, 
clean-tech)

5. Culture & the arts (Film, literature, theater, 
dance, visual arts, etc.)

6. International aid programs (MASHAV, 
NGO’s)
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Thank you!


