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Nation Branding as a field of practice and study has enjoyed enormous attention 

in the past decade as countries have attempted to burnish their self -presentation 

to the world and jostled to improve their standing in the Anholt -GfK Roper Nation 

Brands Index.  Since 2005, Palgrave Macmillan has published an important journal 

edited by Simon Anholt and entitled Place Branding and Public Diplomacy,  which 

is dedicated to the practice of applying brand strategy to the development of cit-

ies, regions and countries. And websites, social networks and blogs devoted to the 

topic abound (see: The Association for Place Branding and Public Diplomacy, Na-

tion Branding, East West Communications, Brand Horizons).   

 

As part of its PDiN news aggregation service, the USC Center on Public Diplomacy 

collects and tags countless articles and op -eds on nation branding  each week and 

we are pleased to present a closer look at some of these headlines in this issue of 

PDiN Monthly.  Engaging this monthõs theme is Jian ôJayõ Wang who provides a 

concise overview of this ever -evolving field with a particular emphasis on some of 

the breaking stories this month.  Naomi Leight and Paul Rockower pick up on one 

particular strand of Wangõs piece and delve further into Israelõs newly launched 

program of òbrand ambassadors,ó presenting all sides of the argument for this 

controversial move by the Israeli government.  In Katharine Keithõs piece, the 

United Statesõ ostensible negligence of its brand management is addressed. Fi-

nally, our PDiN Extras section focuses on developments in Science Diplomacy dur-

ing the month of February, when at least two dozen relevant stories were tracked 

in our Science Diplomacy Monitor.  

 

Thank you for making PDiN Monthly your one-stop-shop for public diplomacy 

news. As always, we welcome your feedback at cpd@usc.edu.   

 

  With best wishes,  

Sherine Badawi Walton  

Editor-in-Chief, PDiN Monthly 

Deputy Director, USC Center on Public Diplomacy (CPD)  

The View from CPD  

http://www.gfkamerica.com/practice_areas/roper_pam/nbi_index/index.en.html
http://www.gfkamerica.com/practice_areas/roper_pam/nbi_index/index.en.html
http://www.palgrave-journals.com/pb/index.html
http://placebranding.ning.com/
http://nation-branding.info/
http://nation-branding.info/
http://www.eastwestcoms.com/global.htm
http://www.brandhorizons.com/blog/
http://uscpublicdiplomacy.org/index.php/newswire/news_nation_branding/
http://uscpublicdiplomacy.org/index.php/newswire/science_diplomacy_monitor
mailto:cpd@usc.edu
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The term ònation brandingó is much evoked these days by practitio-

ners and researchers of international communication.  There are 

two broad conversations underlying the discussions and debates.  

One, if and what could branding in the commercial sector teach us 

about nation -state image communication in contemporary times?  

The other concerns to what extent multinational brands and coun-

try image are interconnected or interdependent.  For instance, 

does consumer perception of a countryõs policies and actions affect 

companies and brands from the said country, or vice versa?  

In this issue of PDiN Monthly, we are primarily concerned with the 

first question ɧ the relevance of the branding concept to national 

image management practices.  

Needless to say, nations are not and certainly cannot be òbrandsó in 

the sense of a product or service brand; except perhaps in the case 

where they are viewed and presented as tourism destinations.  

Nonetheless, given the competitive global political and economic 

landscape, the enduring significance of national identity, and the 

increasing centrality of emotion in public communication, the con-

cept and practice of branding is not only relevant but also crucial to 

effective communication of country image.  

However, in the context of the nation -state, branding practices 

should be carefully looked into and judiciously applied.  After all, 

even in the corporate sector, branding is but one of the strategic 

options for business development and growth, and may not always 

be a good solution.  At times there does seem to be an optimistic 

bias by eager politicians and practitioners alike towards the value 

Nation Branding: Not Just a Logo  

by Jian ôJayõ Wang 

PDiN Roundup              Nation Branding  
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...the concept and practice of 

branding is not only relevant 

but also crucial to effective 

communication of country 

image.  

 

 

 

 

Nation Brandi ng Headlines 

from PDiN 

Re-branding Nigeria: when enough is 
enough  
Globalcomment  

In March 2009, a campaign was launched 
with the aim of re -branding Nigeriaõs bat-
tered reputation. This was the second at-
tempt at this task. The first came in the era 
of former president, Olusegun Obasanjo; 
needless to mention, millions of dollars were 
wasted.    

Tags : Nation Branding    Africa    

 

Re-Branding Kosovo: A New Image For a 
War -Torn Land  
TIME  
In short, Kosovo may finally be free of its 

former Serbian masters and it may have all 
the symbols of a state ñ its own flag, na-
tional anthem and passports ñ but the 
country still has a massive image problem 
to overcome.    

Tags : Nation Branding    Public Opin-

ion   Eurasia    

 

Rebranding Australia  
ABC Online   
There is another task for Australia which 
deserves to be pretty high up there too. If 
successful, it would subtly help us achieve 

many of our other goals as a nation. It is a 
task that is long overdue: to effectively posi-
tion and brand Australia in the global mar-
ketplace.    

Tags : Nation Branding    Asia Pacific     

 

10 Things Nation Branding Ainõt 
Nation -Branding.info  

Nation branding is many things and could 
be defined in many different ways, but na-
tion branding certainly ainõt the following:It 
ainõt just about tourism. Nation branding is 
about developing an identity encompassing 
tourism but also FDI, public diplomacy, 

exports, culture, sports, migrants, interna-
tional relationséIt ainõt just a logo.    

Tags : Nation Branding    Americas     

http://uscpublicdiplomacy.org/index.php/newswire/world_pd/africa
http://globalcomment.com/2010/re-branding-nigeria-when-enough-is-enough/
http://uscpublicdiplomacy.org/index.php/newswire/news_nation_branding
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/africa
http://www.time.com/time/world/article/0,8599,1964625,00.html
http://uscpublicdiplomacy.org/index.php/newswire/news_nation_branding
http://uscpublicdiplomacy.org/index.php/newswire/news_public_opinion
http://uscpublicdiplomacy.org/index.php/newswire/news_public_opinion
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/europe
http://www.abc.net.au/unleashed/stories/s2810333.htm
http://uscpublicdiplomacy.org/index.php/newswire/news_nation_branding
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/asia_pacific
http://nation-branding.info/2010/02/06/10-things-nation-branding-aint/
http://uscpublicdiplomacy.org/index.php/newswire/news_nation_branding
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/americas
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PDiN Roundup              Nation Branding  

and power of branding in meeting the challenges of national image.  

Yet, the complex nature and processes associated with the nation -

state often limits its application.  

Generally speaking, the idea of branding refers to the process of 

defining, delivering and maintaining the identification of an object, 

be it goods or services, places or people, or issues or organizations, 

to achieve differentiation, uptake and relationship among its target 

audiences.  This enterprise encompasses three main sets of activi-

ties ɧ brand definition, brand engagement, and brand manage-

ment, with brand definition at its core.  

For this discussion, brand definition is the establishment of the 

identity of a place based on functional, symbolic, and/or experien-

tial benefits target audiences seek in it.  Here we ask two funda-

mental questions: òwhat does the country stand for?ó and more 

importantly òwhether what it stands for has any resonance with its 

target audiences?ó  Typical scenarios in òbrand identityó include 

defining or re -defining oneõs brand positioning, updating or refresh-

ing oneõs image, creating and improving awareness among existing 

and/or new audiences.  

In this monthõs PDiN news 

digest, we see examples 

of branding endeavors by 

various countries that 

exemplify these common 

situations.  In the case of 

Brand Israel, much has 

been said about the 

daunting image chal-

lenges facing the country 

as a result of the Israeli -

Palestinian conflict.  Grave as the issue is, the country is certainly 

not just about war and conflict.  The re-branding effort spear-

headed by the Israeli government has aimed to broaden the global 

discourse about the country.  Skeptics question whether it is possi-

ble for Israel to expand its narratives to include other aspects of its 

society without effectively addressing its policies and actions in the 

conflict (see Lost in Explanation in this issue of PDiN Monthly).  

South Korea faces a somewhat different branding problem.  Al-

though its lackluster global image doesnõt encounter the kind of 

entrenched negativity and resistance as does Israel, the country 

feels it deserves more recognition and respect given its remarkable 

economic and political achievements.  So, their task is mainly about 

 

 

 

 

PDiN Round Up: Africa  

Sarkozy Visit Ushers in a New Phase in 
Rwanda -France Relations  
AllAfrica.com  

The planned visit to Rwanda by President Nico-
las Sarkozy on February 26 - the first of its kind 
by a French head of state since the 1994 geno-
cide - is expected to boost ties between the two 
countries whose diplomatic relations have re-
mained unstable for years .  

Tags : Government PD     Africa     Eurasia  

 

African Union picks new leader as Gadhafi 
exits  
CNN 
The African Union has elected a new president, 
ending a bid by Libyan leader Gadhafi to stay 

on as president of the organization for another 
year. Leaders from 53 African countries chose 
Malawian President Bingu wa Mutharika as the 
organization's new leader.              

Tags : Government PD    Africa     

 

SA High Court ruling null and void: Govt  
The Herald  

Zimbabwe will not be influenced by a South 
African High Court ruling seeking to enforce a 
Sadc Tribunal order promoting white former 
farmersõ interests above those of resettled black 
Zimbabweans.    

Tags : Government PD    Africa     

 

South Africa Asks China to Back Inclusion in 
BRIC  
Business Week  
òWe have to be with these guys, because they 

are the biggest markets,ó Saul Molobi, South 
Africaõs chief director of public diplomacy, said 
in a telephone interview... òIf weõre not seen to 
be part of this club, we wonõt have the same 
influence in trade talks.ó   

Tags : Government PD    Africa    Americas    Asia 

Pacific    South Asia    Eurasia     

 

Evidence in Africa: Dance Troupe as Ambas-
sadors  
The New York Times (blog)  
Saturday was the first working day in South 
Africa for members of the Evidence Dance Com-

pany, one of three troupes (Urban Bush Women 
and ODC/Dance are the others) chosen for a 
series of monthlong tours to different conti-
nents, all funded by the State Department.  

Tags : Cultural Diplomacy    Government 

PD   Africa    

http://uscpublicdiplomacy.org/index.php/newswire/news_nation_branding/
http://nation-branding.info/2010/02/24/brand-israel/
http://www.csmonitor.com/World/Middle-East/2010/0222/From-Israel-a-plan-to-win-friends-and-influence-people-by-working-on-its-image
http://www.guardian.co.uk/commentisfree/2010/feb/22/israel-pr-campaign
http://www.koreaherald.co.kr/NEWKHSITE/data/html_dir/2010/02/04/201002040059.asp
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/africa
http://allafrica.com/stories/201002221592.html
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/world_pd/africa
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/europe
http://www.cnn.com/2010/WORLD/africa/02/01/africa.union/index.html?eref=rss_world&utm_source=feedburner&utm_medium=feed&utm_campaign=Feed:+rss/cnn_world+%28RSS:+World%29&utm_content=Google+Reader
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/world_pd/africa
http://www.herald.co.zw/inside.aspx?sectid=15951&cat=1
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/africa
http://www.businessweek.com/news/2010-02-24/south-africa-requests-china-to-back-inclusion-in-bric-group.html
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/africa
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/americas
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/asia_pacific
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/asia_pacific
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/south_asia
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/europe
http://artsbeat.blogs.nytimes.com/2010/02/28/evidence-in-africa-dance-troupe-as-ambassadors/
http://uscpublicdiplomacy.org/index.php/newswire/news_cultural_diplomacy
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/africa
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image upgrading.  It is, according to its president Lee Myung-bak, 

part of the countryõs effort to move òaway from the periphery of 

Asiaó and òinto the center of the world.ó 

The image challenge facing countries like Ghana is to carve out a 

distinct national identity, since in the global imagination, the indi-

vidual countries in Africa are unfortunately subsumed into the 

monolithic narrative concerning the continent.  

The second set of activities in branding is brand engagement, which 

includes two basic aspects of designing an identity system for the 

brand (e.g., name, logo, color scheme, tagline), and delivering 

communication through a variety of platforms and vehicles exter-

nally as well as internally.  

This yearõs two mega global events, the World Cup and the World 

Expo, are major communication platforms for not only the respec-

tive host countries, South Africa and China, but also many of the 

participant countries to showcase their culture and commerce.  As 

the world will be watching, the question remains if South Africa will 

be able to fully leverage the occasion to promote its national im-

age.   

The Expo is a different event from the World Cup or the Olympics.  

Since the vast majority of the expected 70 million visitors to the 

Expo in Shanghai will be from across China over a six-month period, 

it will be a rare opportunity for countries to forge a dialog with the 

Chinese public through their branded pavilions (e.g., New Zealand, 

Sweden).  

          

                 (continued)  

PDiN Roundup              Nation Branding  

©Creative Commons, Flickr, New Zealand Pavillion, Shanghai Expo 2010 

 

 

 

 

 

 

 
 

 

 

 

PDiN Round Up: Americas 

New poll shows Olympics helping to boost 
Canadian pride  
680 News  

A poll conducted by Angus Reid this past week 
shows that three quarters of Canadians are 
feeling pride as a result of the Vancouver 2010 
Games. The poll, which surveyed 504 adult 
residents living in the Vancouver area, showed 
that 74% of people feel the games have been 
run well.    

Tags : Nation Branding    Public Opinion    Ameri-
cas    

 

Twitter Undermines Hugo Chavezõs Media 
Takeover  
Switched  

As we learned last summer in Iran, whenever a 
dictatorial regime senses trouble in Totalitarian-
ville, one of the first things it does is tighten its 
grip on the media. And whenever the thick walls 
of censorship go up, Twitter is there to slip 
through the cracks.    

Tags : New Technology    Non-State PD   Ameri-

cas    

 

Befuddled Haitians subjected to Harperõs 
domestic political prattle  
Winnipeg Free Press  
Canada's military policy has switched from the 

"soft power" of the Liberals to the "hard power" 
of today. "To do soft power, you need hard 
power," as the multi -purpose C -17s are proving 
in Haiti and Afghanistan today.    

Tags : Soft Power    Americas     

 

Obama boosts budget for State  
The Washington Times  

President Obama on Monday proposed a $5 
billion increase in the State Department's 2011 
budget. Diplomatic and consular programs will 
benefit from a significant increase next year. 
Public diplomacy spending will jump, too.    

Tags : Government PD    Americas      

 

Religion: the smartest power of all  
The Washington Post  
Religion can be shown to be a significant aspect 
of both parts of the "smart power" concept, hard 
and soft power. The effectiveness trajectory of 

the concept of smart power, therefore, requires 
that religious analysis be factored in to all cal-
culations.    

Tags : Government PD    Soft Power    Americas     

 

http://www.newsweek.com/id/232786/page/2
http://news.myjoyonline.com/business/201002/41407.asp
http://www.usatoday.com/travel/destinations/2010-02-18-south-africa-world-cup_N.htm
http://en.expo2010.cn/
http://en.expo2010.cn/
http://allafrica.com/stories/201002160659.html
http://www.tradingmarkets.com/news/stock-alert/ericy_volvy_new-branding-concept-promotes-swedish-firms-803903.html
http://www.sr.se/cgi-bin/International/nyhetssidor/artikel.asp?ProgramID=2054&format=1&artikel=3420775
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/americas
http://www.680news.com/news/national/article/30775--new-poll-shows-olympics-helping-to-boost-canadian-pride
http://uscpublicdiplomacy.org/index.php/newswire/news_nation_branding
http://uscpublicdiplomacy.org/index.php/newswire/news_public_opinion
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/americas
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/americas
http://www.switched.com/2010/02/04/twitter-undermines-hugo-chavezs-media-takeover/
http://uscpublicdiplomacy.org/index.php/newswire/news_new_technology
http://uscpublicdiplomacy.org/index.php/newswire/news_non_state_pd
http://uscpublicdiplomacy.org/index.php/world_pd/americas
http://uscpublicdiplomacy.org/index.php/world_pd/americas
http://www.winnipegfreepress.com/local/befuddled-haitians-subjected-to-harpers-domestic-political-prattle-tombits-in-a-nutshell-84838267.html
http://uscpublicdiplomacy.org/index.php/newswire/news_soft_power
http://uscpublicdiplomacy.org/index.php/world_pd/americas
http://washingtontimes.com/news/2010/feb/02/obama-boosts-budget-for-state/
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/world_pd/americas
http://newsweek.washingtonpost.com/onfaith/panelists/susan_brooks_thistlethwaite/2010/02/get_religion_or_go_home.html
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/newswire/news_soft_power
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/americas
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Branding is often misunderstood as solely about communicative de-

vices such as logo, tagline, or color scheme.  On the other hand, 

these elements are indeed indispensable vehicles for crystallizing 

differentiation and achieving communication efficiency.  For in-

stance, Sweden is using the òSpirit of Innovationó theme to capture 

the essence of its nation brand at the Expo.                       

Perhaps, the most significant part of brand engagement is gaining 

buy-in from domestic constituents.  This is not that different from 

what we have observed in corporate branding, with a growing em-

phasis on internal audience.  As the worldõs information environ-

ment becomes transparent and interactive, it is critical to align 

communication designed for the international audience with con-

cerns of the domestic public.  However, the interests and agendas 

of these two groups can be widely divergent.  Israel, for instance, 

recently launched a program to engage its citizens as òbrand am-

bassadorsó or òcitizen diplomatsó in combating its negative interna-

tional image.  

PDiN Roundup              Nation Branding  

ò 
ó 

Branding is often misunderstood 

as solely about communicative 

devices such as logo, tagline, or 

color scheme.   

The third aspect of branding is brand management.  This is about 

focus and coordination among the various brands of an organiza-

tion.  In the corporate sector, companies need to not only deter-

mine an effective and efficient mix of products and brands in their 

portfolio and the relationship structure among the brands, but also 

put in place the structure, process and resources for brand protec-

tion, promotion, and growth.  In nation branding, decisions need to 

be made concerning the relationship among the òsub-entitiesó 

within a country and their structural arrangements with the overall 

national image.  Should Swedish corporate brands help drive the 

nation brand of Sweden?  How should the òKorea Be Inspiredó tour-

ism campaign be coordinated with the overall Brand Korea?  Is it 

better to let a locality within a country drive the overall national 

image among overseas stakeholders, or vice versa?  The Caribbean 

 
 

 

 

 

PDiN Round Up: Asia Pacific  

Japan apologizes for colonial rule of Korea  
CNN             Read related CPD Blog  
Japanese Foreign Minister Katsuya Okada on 

Thursday apologized to South Korea for the 
more than three decades when Japan ruled over 
Korea, calling the time a "tragic incident." "I 
believe it was a tragic incident for Koreans when 
they were deprived of their nation and their 
identity," Okada said.  

Tags : Government PD    Asia Pacific  

 

Radio Taiwan International starts daily web-
cast  
Media Network  
The webcast will include news analysis (a pro-
gram called Think Tank), the editorial Taiwan 

Perspectives and features on prominent topical 
figures in Newmakers. In addition, there are two 
new feature programs: Soft Power and In Mysti-
cal Taiwan.    

Tags : Media & PD    Asia Pacific     

 

Silent diplomacy between New Zealand and 
Fiji is working says academic  

Radio New Zealand International  
A Fiji academic says the announcement of dip-
lomatic appointments to Wellington and Suva 
are a sign that New Zealandõs strategy of silent 
diplomacy is working.                

Tags : Government PD    Asia Pacific     

 

Japanese Manga Diplomacy  
ISN Blog  
First, there was the article in Le monde diplo-
matiqueõs Atlas. In òJapanõs innocent facesó 
Namihei Odaira argues that the governmentõs 

efforts in promoting anime and manga abroad 
have contributed to Japan being perceived fa-
vorably in the yearly BBC global attitudes sur-
vey.   

Tags : Cultural Diplomacy    Asia Pacific    

 

Chinese artists perform in Vietnam  

VOV News  
A traditional martial art and calligraphy troupe 
from Guangxi, China, arrived in HCM City on 
February 25 for a cultural exchange programme 
as part of activities to mark 65 years of diplo-
macy between Vietnam and China. Chinese 

artists will give a performance and conduct an 
exchange with local calligraphers, and take part 
in a traditional martial art festival in Kien Giang 
province.    

Tags : Cultural Diplomacy    Asia Pacific     

 

http://www.sr.se/cgi-bin/International/nyhetssidor/artikel.asp?ProgramID=2054&format=1&artikel=3420775
http://www.ynetnews.com/articles/0,7340,L-3850693,00.html
http://www.tradingmarkets.com/news/stock-alert/ericy_volvy_new-branding-concept-promotes-swedish-firms-803903.html
http://www.koreatimes.co.kr/www/news/nation/2010/02/113_60112.html
http://www.caribbeanworldnews.com/middle_top_news_detail.php?mid=3145
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/asia_pacific
http://www.cnn.com/2010/WORLD/asiapcf/02/11/japan.korea.apology/index.html?eref=rss_world&utm_source=feedburner&utm_medium=feed&utm_campaign=Feed:+rss/cnn_world+%28RSS:+World%29&utm_content=Google+Reader
http://uscpublicdiplomacy.org/index.php/newswire/cpdblog_detail/japan_and_the_art_of_apology/
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/world_pd/asia_pacific
http://blogs.rnw.nl/medianetwork/radio-taiwan-international-starts-daily-webcast
http://uscpublicdiplomacy.org/index.php/newswire/news_media_pd
http://uscpublicdiplomacy.org/index.php/world_pd/asia_pacific
http://www.rnzi.com/pages/news.php?op=read&id=52074
http://uscpublicdiplomacy.org/index.php/newswire/news_government_pd
http://uscpublicdiplomacy.org/index.php/world_pd/asia_pacific
http://isnblog.ethz.ch/culture/japanese-manga-diplomacy/comment-page-1#comment-1886
http://uscpublicdiplomacy.org/index.php/newswire/news_cultural_diplomacy
http://uscpublicdiplomacy.org/index.php/newswire/world_pd/asia_pacific
http://english.vovnews.vn/Home/Chinese-artists-perform-in-Vietnam/20102/112940.vov
http://uscpublicdiplomacy.org/index.php/newswire/news_cultural_diplomacy
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tourism example in the digest embodies a pan -region approach that 

transcends individual localities.                                      _   

In managing national 

image, multiple par-

ties, often with di-

vergent and compet-

ing interests, are 

involved and af-

fected.  This is par-

ticularly true for 

more democratic 

countries.   

Some countr ies 

(e .g . ,  F in land , 

Ghana, Israel, and South Korea) have set up government agencies or 

offices to oversee and coordinate various efforts.  But one thing is 

certain: there is far less organizational control over messaging, de-

livery strategies or managing òcontact pointsó than what we have 

seen in the private sector.  In short, branding is not a panacea for 

country image crisis.  From the communications perspective, nation 

branding is about telling and sharing a compelling story about a 

country.  Yet, perceptions of other countries are invariably also a 

function of oneõs self-image.  Some image drivers are situational, 

while others are dispositional.  Without clearly identifying and un-

derstanding the sources of national image, any effort in nation 

brand positioning, communication and management would likely be 

misguided and ineffectual.  
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PDiN Round Up: Eurasia 

What Russia needs most: Civil society en-
gagement, not appeasement  
The Christian Science Monitor  

The Obama administrationõs Russian òreset 
buttonó continues to malfunction. The latest 
ignominy was a meeting last month between 
Russia and the United States designed by presi-
dents of both countries to reset relations and 
explore new opportunities for partnership.   

Tags : Government PD    Americas    Eurasia     

 

Ashton calls for the EUõs soft power to be 
smart power too  
New Europe  
Already on the hot seat little more than a month 
into the job, the European Unionõs new de facto 

Foreign Minister said she believes the EU canõt 
rely on its vaunted òsoft poweró strategy of ne-
gotiation, but must be hard at times when deal-
ing with affairs both foreign and domestic.    
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Why Germanyõs giving Russia a bear-hug  
The Christian Science Monitor  

As Europe debates how to handle a restless 
Russia on its eastern flank, one country contin-
ues to strengthen its ties to the east: Germany. 
Not all of Germany's neighbors are thrilled 
about Germany's partnership with the large 

bear that has more than once threatened gas 
supplies to the chilly continent.    
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EUõs Hedegaard to embark on climate diplo-
macy tour  
Reuters India  

The European Union's new climate chief, Con-
nie Hedegaard, will soon embark on a climate 
diplomacy tour to reinvigorate global negotia-
tions after the weak outcome of talks in Copen-
hagen in December.    
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Romania - 130th anniversary of diplomatic 
relations with the French, Germany and UK  
ISRIA  
Romania is celebrating today the 130th anni-
versary of diplomatic relations with the French 
Republic, the Federal Republic of Germany and 

the United Kingdom of Great Britain and North-
ern Ireland. Romaniaõs diplomatic missions will 
run public diplomacy actions in the three coun-
tries to mark this anniversary.               

Tags : Cultural Diplomacy    Government 
PD   Eurasia   
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