BRAND LANDS

PRE SHOW: CASA BACARDI!

Attroctions Management quizzes Ian Buxton, manoging partner of The
Edinburgh Consultancy, about o rother exotic project in the pipeline

what is it?

I he ghobal mum granis Bacardi are
developune Cass Bacardil, & new
brand experience centre to be con-
structed at their principal distillery in
San Juan, Poermo Kico.

how are you
involved?

The Edinburgh Consultancy s acnng
AL CreaErve -Ctll.'\l'.'-\_'lllr FIIF |.|'II.' |:|rl.l'i'|.'i.|..
after we undermook the inrial feasital

ity sty and desgn develoganent.

the concept
Srarning in Cuba m 1862, Bacardi
olfcrs a compelling story, wirh che
tounder’s famaly sall involved
direcaly. Visitors vo the new cenrre
will rake an smvalving oamey
through tine and spirit, with every
c_-.;pu:riem'f i11;|i'|.'||:||'..'|'||g.I crstiamsed
through interactive oppostunines.
The centre is around 16,000 fi
amud wall mclude a small wraining cen-
tre for the company’s own rum devel-
apmient progromme. The creation of
Casa Bacardi! marks a new srep in
bailding deeper relationships with
hoh consumer and wade avdicnces in
a pransactional-bassd markening
mindel, 1n lime wath trends in other

global brands,

project status

and players

The: project began in November 20000
with a major feasibiliry smucy. Pring-
pal comtractors were appointed carlier
this vear and inclede Sceme Rote Lid
af York, UK (heritage n-out), The
Larson Company, Tucson, Anzona,
54 (themed environment consiruc-
tisn |, ETLL El !-i-.~=;u|1|.1-:-. California,

USA (AN systems and process control)

and Mirage TV of Edinburgh, UK (AV
preduction|. Archirecrs are Bamas
Bamas of San Juan, Puerio Rico, The
Edinburgh Consultancy wall project
manage this internatsonal team, with a

targel apening of December 2002,

main challenges

S0 far as The FEdinburgh Comsaltancy
s concerned, the principal project
challenge has been the co-ordination
across cultures and time zones
berween the client and the intena-
mional progect tean, 1o say nothing of
the creative balance berween the com-
pany’s hengage and the Bacardi
braed's comecmporary positioning,

market predictions

[ definitely see corporare and brand-
buatldimgg wrrk as being hogely impaor-
tant oo the visitor anracnons msdusery.
We are balding the spaces in which
the ‘Expericnce Economy” acrually
happens, permictimg brands o ge
choser o their consumers and to bmld
susrginable relatiomships.

With radinonal media tragmenting,
and increased importance being
arrached ro Customer Relatonship
Maagement (CRM) principles, the
brand homeplace 15 goimg to be an
1n|.'rt'.ahi|:|;.:|}' j||||:t:'t-||:u|'.[ tol im miar-
keters” armaouries.

O imdhusery can take is museam
and visitor arrracrion experience and
apply 11 m this toegher commerncial
cnvironment. The challenge will be in
combining rruly emgping visinog expo-
reensces with the commercial messayes

af the owner.

more @
ian@edmburgheonsultancy .coim
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