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Costa Rica developed the touristic 
brand “Costa Rica No Artificial 
Ingredients” in the 1990’s. For 

17 years the Costa Rican tourism board 
invested millions of dollars in advertising 
and promotion, building a solid reputation 
related to eco–tourism and natural beauty, 
and it was awarded several recognitions. 
However with the country’s transformation 
to a diversified economy, focused on added 
value, that previous focus on tourism fell 
short for everything Costa Rica wanted to 
show the world the country’s authorities 
represented by a Country Brand Committee, 
composed of a key public-private alliance of 5 
organisations, decided it was the right time to 
develop the new country brand, recognising 
the importance of evolving from the positive 
image the tourism brand had leveraged.  
essential COSTA RICA, the first country 
brand, effectively evolved from the tourism 
branding platform, incorporating the human 
talent and skills that were equally useful for 
the exporting and investment sectors. It is 
a modern brand and has been identified as 
forward-looking, keeping the green reputation 
and incorporating an innovative take on 
excellence and quality. The purpose of this 
unique new brand was, and still is, to show 
the world that like an essence, Costa Rica is 
small, concentrated and full of unique value, 
mainly generated by its people.

In order to narrow down the Costa Rican 
Brand scope, its objectives were defined as 
follows:

a) To position Costa Rica as an FDI 
destination in strategic sectors such as hi-tec 
manufacturing, life sciences, and services. 
b) To promote exports of high value added 
Costa Rican products (technology, sustainable 
products, niche products, etc.) which are 
appreciated for their international quality 
standards and exclusivity. 
c) To promote the attraction of international 
tourists to Costa Rica, coming from markets of 
interest, through an ample array of products. 
d) To promote the involvement of the internal 
audiences in 3 levels (information, persuasion, 
and decision) to achieve the adoption of 
the country brand in the domestic territory, 
through the auto discovery and integration of 
different social groups.

COSTA RICA speaks differently. It is 
rational, however it shows its human trait, it 
is modern and futuristic. www.cinde.org site 
is constantly being updated with relevant 
information for potential investors about CR 
as an investment destination. Also several 
marketing initiatives through social media 
targeting potential investors have been 
carried out, as well as participation in several 
specialised forums and shows worldwide.

We launched a new website under the 
country brand, and had an active presence at 
33 international shows and 10 commercial / 
trade missions.

We ran campaigns including “Save the 
Americas”, targeting North America, and “The 
Happiest Goal Keeper in the World”, with 
Keylor Navas as their campaign star targeting 
Spain.

We participated in 20+ tourism fairs, even 
being awarded with the best booth during 
the ITB Berlin Trade Show 2016, the world’s 
leading travel trade show

62 Costa Rican embassies are currently 
branded and their ambassadors receive 
full immersion in the brand as part of their 
induction process.  

A national campaign focusing on the pride 
of being Costa Rican, combining it with 
highlighting the values that make us the key 
element and core of our successful history, all 
aligned with the objectives, was launched in 
two stages: 
•  An informative social media explaining what 

a country brand is. 
•  A second stage with an ATL –BTL media 

mix that included a commercial and several 
social media activations to engage the 
population.  
Also efforts have been made to license 

more companies, which includes going 
through a certification process that 
guarantees that those authorised to use 
the brand, operate aligned to the values of 
essential COSTA RICA: Excellence, Social 
Progress, Sustainability, Innovation and 
Origin, so that there is conjunction of what 
is promoted with the brand, and the actual 
culture of the country.
A total of 39 new projects were attracted to 
Costa Rica during 2015, 7 of these came from 

a lead generated directly from the website, 
and with a generation of 12.000 new direct 
jobs for the Costa Rican.  

In terms of social media strategies, Twitter 
followers went from 85 in February 2015 
to 802 in September 2016, and LinkedIn 
followers went from 4,303 in September 2015 
to 5.933 in September 2016.  

In terms of tourism, 2015 was an 
exceptional year in the history of tourism in the 
country, 2.6M tourists arrived in Costa Rica, 
spending $US2.8 Billion in the country, which 
represents 5.4% of Costa Rica’s GDP. It grew 
9% compared to 2014.  

Social media engagement locally has been 
outstanding, FB has gained 36.786 followers, 
and has reached 50% the CR population on 
FB with an average 1M impressions per week, 
Instagram has 3.199 followers, as per data 
mining, the #1 Instagram account with an 
organic growth, and Snapchat has gained, all 
this since June 3rd, when the campaign was 
launched. 

The population has engaged with the 
brand, to the point of using photos provided 
by the country brand as their profile pictures, 
identifying themselves with different Costa 
Rican personas or insight backgrounds and 
adopting the hashtag #SoyCostaRica in 
their publications.  Due to the efforts made 
domestically with the national campaign, 
there are a total of 131 companies licensed, 
52 of these obtained their license during 2015 
and 36 companies so far in 2016. For a 4.5 
million population, and a programme that was 
launched in 2014, these numbers are quite 
positive. l
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