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The GREAT Britain campaign 
(GREAT) launched in 2012 as 
the Government’s international 
promotional campaign to inspire 

the world to think differently about Britain 
in order to encourage more people to visit, 
study, invest in and do business with the UK.  
Bringing together the international objectives 
of 21 UK government departments and 
ALBs to deliver the campaign, including the 
Department for International Trade (formerly 
UKTI), the Department for Culture, Media & 
Sport, the Foreign & Commonwealth Office, 
VisitBritain and the British Council - The 
campaign supports the Government’s growth 
agenda and is directed and co-ordinated from 
No10/Cabinet office.    

The campaign is used in over 144 countries 
around the world. It is supported by 98 
cultural organisations, 313 businesses and 
228 individuals – from the Royal Family to Tim 
Peake and David Beckham.  The campaign 
has secured confirmed economic returns 
of £2.1bn for the UK, a return of 20:1 on 
investment. 

The overarching strategic objective for 
the GREAT Britain campaign is “to deliver 
increased levels of trade, investment, tourism 
and high-quality students, leading to a 
measurable economic impact of £1.5bn and 
the creation of over 10,000 direct jobs for the 
UK economy.”  Given the range of public/
private sector organisations involved and 
the scope of activities delivered globally, the 
campaign requires a tightly targeted and fully 
integrated strategy with a phased approach. 

Implementation included the integration of 
all Government marketing efforts, the sharing 

of financial resources and centralising of 
media planning/buying. 

Existing Government brands and marketing 
initiatives are subsumed for the benefit of the 
whole, creating a single powerful, high-quality 
and flexible platform to promote the UK. This 
ensures consistent messages at every stage 
of the customer journey – for tourists, students 
and investors.

Efforts are focused on 15 key markets 
capable of delivering the highest return 
on investment. campaign around ten 
GREAT message ‘pillars’, which research 
demonstrates are areas of real strength for the 
UK. These pillars include ‘heritage’, ‘culture’, 
‘countryside’, ‘sport’ (tourism), ‘knowledge’ 
(education), ‘creativity’, ‘innovation’ and 
‘entrepreneurship’ (trade and investment). 

We try to engage credible non-government 
partners to maximise impact (including high 
profile business figures and iconic British 
brands/celebrities who resonate in target 
markets).

To date, over 500 businesses and high-
profile individuals have backed the brand with 
joint funding, sponsored activity and active 
support. GREAT consists of a fully-integrated 
programme of PR, business to business, 
consumer and educational marketing 
and advertising, digital and social media, 
experiential and ‘guerrilla’ marketing activity, 
and public diplomacy in major target markets. 
The campaign uses a wide range of media 
channels including digital, television, radio, 
cinema, print and billboard advertising. 

GREAT capitalises on major UK and global 
events such as the Rio 2016 Olympics and 
Paralympic Games, 400th anniversary of 

William Shakespeare’s death (2016), the 2015 
Rugby World Cup, and annual events such 
as British Fashion Week in London and the 
Oscars ceremony in Los Angeles.

A number of companies have generously 
created bespoke objects for the GREAT 
campaign; including Aston Martin who 
designed a unique version of their Rapide S. 
Aston Martin changed their badge to reflect 
the campaign for the first time in their history. 
Sales of the car doubled for 3 months in Japan 
when it was photographed alongside HRH 
Duke of Cambridge.  

GREAT has generated a return to the UK 
economy of £2.1bn. A further £2.2bn is being 
independently audited.  Over 500 businesses 
and high-profile individuals are backing the 
brand. £94.5m of value in cash and kind has 
been generated to date.  An independent 
assessment by experts Brand Finance showed 
that GREAT has a current value of £217m, with 
the potential to be worth £2.1bn and be ranked 
within the UK’s top 50 brands.   

Results include:
•  GREAT international tourism marketing 

activities between 2012-15 have generated 
£626m of tourism expenditure 

•  £618 million generated from GREAT 
campaigns encouraging British tourists to 
take a domestic holiday. 

•  Over 40,000 companies have responded to 
‘E xporting is GREAT’. 

•  Overseas audiences that have seen the 
GREAT brand are 12-15% more likely to 
consider British goods and services. l
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