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The View from CPD

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

PDIiN Monthly. Engaging this monthds theme is Jizé
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 Wangds piece and del ve
program of oOobrand ambassadors, 6 presenting
controversial move by the | sraeld. gover nmer
United Statesd ostensible negligence of it s
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,

Q&ULJW-\Q Slkﬂl (@ .

Sherine Badawi Walton
Editor-in-Chief, PDiN Monthly
Deputy Director, USC Center on Public Diplomacy (CPD)
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Nation Branding: Not Just a Logo Nation Brandi ng Headlines
from PDIN

by Jian 6Jayd Wang

The term onation brandingd6 is mu
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 co
companies and brands from the said country, or vice versa?

ction:

In this issue of PDIN Monthly, we are primarily concerned with the
first question h the relevance o
image management practices.

Needl ess to say, nations are not
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

\

...the concept and practice of 5t jus
branding is not only relevant
but also crucial to effective
communication of country
image.
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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. Sarkozy Visit Ushers in a New Phase in
Rwanda -France Relations

Generally speaking, the idea of branding refers to the process of AllAfrica.com

i var I ; P ; The planned visit to Rwanda by President Nico-
defl-nlng, dellvenng.and maintaining the |dentff|cat|on of an opjec.t, o6 Sy ARSI o (e (el i
be it goods or services, places or people, or issues or organizations, by a French head of state since the 1994 geno-
to achieve differentiation, uptake and relationship among its target cide - is expected to boost ties between the two

di Thi t . th . ts of activi countries whose diplomatic relations have re-
audiences. is enterprise encompasses three main sets of activi- mained unstable for years .

ties BH brand definition, brand 1ana
ment, with brand definition at its core.
African Union picks new leader as Gadhafi

For this discussion, brand definition is the establishment of the ((EZXl\iltlfl
identity of a place based on functional, symbolic, and/or experien- The African Union has elected a new president,
tial benefits target audiences seek in it. Here we ask two funda- ending a bid by Libyan leader Gadhafi to stay
. . | on as president of the organization for another
_me ntal quest ' ons. owhat d O_ es the year. Leaders from 53 African countries chose nd r
i mportantly owhether what it st ar Malawian President Binguwa Mutharika as the e w
target audiences?d Typical scen oOrganization's new leader. y 6
definingorre-def i ning oneds brand posit resh
' ng One_os I mage, creating and im SA High Court ruling null and void: Govt exi
and/or new audiences. The Herald
Zimbabwe will not be influenced by a South
I'n thi s PDidnavis African High Court ruling seeking to enforce a
) - Sadc Tribunal order promoting white former
digest, we see examples farmersod interests above thos

of branding endeavors by Zimbabweans.

various countries that
exemplify these common
situations. In the case of
Brand Israel, much has

South Africa Asks China to Back Inclusion in
BRIC
Business Week

been said about the OWe have to be with these guy
are the biggest markets, 6 Sau
daunting image chal- Africads chief director of pu
lenges facing the country in a telephone interview... 0
. be part of this club, we wono

as a result of the Israeli - influence in trade talks. 6

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- Evidence in Africa: Dance Troupe as Ambas-

sadors
ble for Israel to expand its narratives to include other aspects of its The New York Times (blog)
society without effectively addressing its policies and actions in the Saturday was the first working day in South
) . . . . . Africa for members of the Evidence Dance Com-
conflict (see Lost in Explanation in this issue of PDIN Monthly). pany, one of three troupes (Urban Bush Women
and ODC/Dance are the others) chosen for a
South Korea faces a somewhat different branding problem. Al- series of monthlong tours to different conti-

. . nents, all funded by the State Department.
though its | ackluster gl obal i ma 1e Kk
entrenched negativity and resistance as does lIsrael, the country Africa
feels it deserves more recognition and respect given its remarkable
economic and political achievements. So, their task is mainly about
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image upgrading. It is, according to its president
part of the countryds
Asi a6 and o0into the center

Lee Myungbak,
effort to

of the

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 yeards two megWorlgCGupdna the \Wovice n
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).

ML,
\What isa “better %

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

(continued)
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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.

Twitter Under mi Chave
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.

nes Hugo

Befuddl ed Haitians
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.

subjected

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.

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.

February 2010
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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, Swedeni s using the oO0Spirit of |
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 audi ence. As
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 | aunched a program to e
bassadorso6é6 or ocitizen diplomat s
tional image.

N\

Branding is often misunderstood
as solely about communicative
devices such as logo, tagline, or
color scheme.

The third aspect of branding is brand management. T
focus and coordination among the various brands of a
tion. In the corporate sector, companies need to not on
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 mad e concerning t he r eleattiian
within a country and their structural arrangements with the overall
national image. Should Swedish corporate brands help drive the
nation brand of Swederf? How s hlidowreh Be Insgired Ot o
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? TheCaribbean
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Japan apologizes for colonial rule of Korea
CNN Read related CPD Blog

Japanese Foreign Minister Katsuya Okada on ture

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.

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

i ; s )b
figures in Newmakers. In addition, there are two )
new feature programs: Soft Power and In Mysti- |
cal Taiwan.

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

rartl
vV e

are a sign that New Zeal and®s

diplomacy is working.

Japanese Manga Diplomacy
ISN Blog
First, there was the article in Le monde diplo-

mati queds Atl as. In o0Japands i

Nami hei Odaira argues that
efforts in promoting anime and manga abroad

have contributed to Japan being perceived fa-

vorably in the yearly BBC global attitudes sur-

vey.

Chinese artists perform in Vietham

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.
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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.

©Creative Commons, Caribbean Beach Some countries
(e.qg., Finland,

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-
l'ivery strategies or managing
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
functi on o4imagen 8oine image Urivers 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.

About the Author

This mont hds featured analysi s
scholar and consultant in the fields of international corporate commu-
nication and public diplomacy. Dr. Wang is an associate professor of
public relations at USC Annenberg's School for Communication & Jour-
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What Russia needs most: Civil society en-
gagement, not appeasement

The Christian Science Monitor

The Obama
buttondé continues to
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.

administrationds Ru:
mal f u

nct i

Ashton calls for the EU®8s sof
smart power too
New Europe
Already on the hot seat little more than a month
into the job, the European Un|
Foreign Minister said she bel]
rely on its vaunted oO0Osoft powd
gotiation, but must be hard at times when deal-
ing with affairs both foreign and domestic.

t W €

Why Ger manyos
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.

gi vi

EUD s
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.

Hedegaard to

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. Romani ads
run public diplomacy actions in the three coun-
tries to mark this anniversary.

embar

ndugRussi a a

di pl om:

1ghai
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