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“Made in”
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“Now look at your Merchandise 
Marks Act! It didn’t do what was 
meant… You passed it to protect 
your industries, but in fact, it has 

protected ours, for …
it showed the traders of the world 

where the goods were really made”.



Country of origin 

Beyond the label towards 
an operating system for 
global trust

MARKETING
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The Relevance of Origin Today

Why the world 
still buys stories 
of place —  
but expects more 
proof than ever
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Origin alone 
doesn’t move 
markets 
— 
fit does.

Grant Thomas
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Andéhn et al. (2015)









Iceland’s Strategic Imperative

Think of category fit the 
way Switzerland is known 
for watch-making, but 
owns precision more 
broadly as a position.
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The Power of Fit

People don’t 
buy a country; 

they buy what that 
country means        

Andéhn et al.

in acategory
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TheStrategic Imperative

Switzerland defines precision. 
France defines taste. 

Iceland defines integrity?
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Made 
in 

Iceland
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CHARLOTTA MARÍA HAUKSDÓTTIR



Yang et al. (2015)

Origin isn’t a 
slogan — it’s a 
structure that 
holds your brand 
together

1. Brand loyalty
2. Awareness
3. Association
4. Perceived quality
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Made in Iceland isn’t 
just about where the fish
or seafood is from

From declaration → demonstration (transparency)

From symbolic heritage → operational credibility (practice, not a one off)

From storytelling → story-keeping (always growing story)

TBWA\ /2025



Category Advantage: Specialty Goods

Fish and seafood isn’t 
just food — 

it’s cultural luxury. 
a k a . 

seafood behaves more 
like wine than water.

Rancati & D’Agata (2019)
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The New Marketing Context

Origin stories 
can’t be static. 

TBWA\ /2025

They must a
as fast as the 

oceans change.

d a p
t

Nordin and Ravald (2023) 
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Film by jadenlmhaynes



Trust activationCategory fit 

Origin = Japan
(nr 1 Nation Brands Index, Ipsos, 2023) 
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Agility

Lifestyle

Technology

“Quietly detailed”

Homeware

+ +

Country-as-credibility
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The origin equation

Origin = 
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category fit + trust activation + agility
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IS WHAT YOU
STAND FOR

Origin
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legacy. 

opportunity.

Origin
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