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This book has been written to make a contribution to the small but rapidly
growing literature on nation branding. It is designed to show not only
the ways in which conventional brand management techniques can be
applied to nations but also to provide some background depth on the
context and nature of nation branding. Therefore, the scope of the book
encompasses wider issues related to national identity, sustainable devel-
opment and political awareness, in addition to the more familiar branding
themes of brand identity, brand image, brand positioning, brand equity
and so on. This approach is intended to ensure that the theory and prac-
tice of nation branding is covered in a rich, multi-dimensional manner.

The book is written for a number of audiences, each of whom will
come to the field of nation branding with their own specific interests and
agenda:

MBA, Masters and upper level undergraduate students studying
marketing, branding, international business, public diplomacy and
tourism

Government and policy-makers worldwide, particularly in economic
development agencies, export promotion agencies and tourism
organizations

Individuals with an interest in how their country is perceived and
the ways in which their country is (or is not) attempting to enhance
its reputation

A key feature of the book is the provision of multiple perspectives on
nation branding through the inclusion of over 20 contributions from a
wide range of academics and practitioners. These contributions illuminate
vividly the theories, concepts and frameworks that form the basis of the
book. Country case insights are offered on the nation-branding activities
and challenges of countries as diverse as France, Japan, South Africa,
Egypt, Brazil and many more. It is a key contention of this book that the
principles of nation branding can be applied successfully by any nation
whether small or large, rich or poor, developed or emerging. The country
case insights are designed to demonstrate this point.

Many people have contributed in different ways to this book. I hope
that you will find it stimulating and thought-provoking to read. It is
designed to act as a starting point for discussion and action, rather than
as a final statement on the topic of nation branding.

Enjoy the book!

Keith Dinnie
Edinburgh
www.brandhorizons.com
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The International Marketing Council of South Africa (IMC) was brought
into being in August 2000 upon the realization that it was absolutely
imperative to create a positive and compelling brand image for South
Africa. At the time, there was a gap between the perception of the country
and the reality of the country in the global marketplace. To exacerbate
matters, there were many messages entering the international arena, and
these messages were as varied as the sources and did very little to change
the perceptions. They added to the confusion. For a democracy as young
as ours, whose history was rooted in social injustice, there needed to be
something that accelerated the world’s correct understanding of South
Africa that is so important for the much needed attraction of Trade,
Tourism, and Investment. It was against this background that the IMC
was established. Its mandate is to establish a compelling brand image
for South Africa, which correctly positions the country in terms of its
investment potential, credit worthiness, export opportunities, tourism
potential and international relations.

Because there were no strong country brands with major marketing drives
behind them at the time, the IMC had to be quite innovative in approach
in terms of putting together a process that ensured a very strong foun-
dation for Brand South Africa.

This process was broken down as follows:

Phase 1: Developing a compelling brand proposition for South Africa
(mother-brand)

Phase 2: Defining a Brand Architecture that defines the relationship
between the mother-brand and the various sub-brands (Tourism and
Business)
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Phase 3: Defining the Strategy that the IMC will follow in realizing its
objectives
Phase 4: Monitoring and Reviewing progress.

So, the IMC would become the custodian of the nation brand and other
stakeholders will represent sub-brands.

As can be imagined, this phase was the most research intensive, as it was
important that we get the basics right. It was also important that whatever
the outcome was, it was credible, believable and also differentiating.

Step 1 — Interrogation of all existing research on South Africa:
Over 25 000 people were interviewed in South Africa and all around
the world as part of this research. In South Africa, the interviews
and interactions took place in all 11 languages, involving all levels of
society.

Step 2 — Consultation with local and international stakeholders:
A series of specialist focus groups and ‘generator’ workshops was
conducted involving communities, targeted groups of stakeholders
across the social, political, economic, media and business spectra.

Step 3 — Testing phase:
During the testing process, a number of positioning statements were
tested for validation amongst influencers, the South African popula-
tion, stakeholders and departing tourists.

The end result of this phase was essentially the development of the
Brand South Africa essence: ‘South Africa, Alive with Possibility’. The
various elements supporting this essence are attached in the Brand key
(Figure CS1.1).

When this was adopted by all, South Africans from all sectors of its
society were engaged to live up to the brand Promise: ‘Alive with Possibil-
ity”. To this end, IMC continuously seeks the cooperation of government
departments, public entities, the private sector non-government entities
and the media.
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The IMC needed to ensure that all messages about South Africa interna-
tionally are consistent. Constant alignment and checking then becomes
the key.

The aligning of messaging was very challenging as some of the brands
had already established their own brand platforms. But, because all
involved understood the value of this type of collaboration from an
impact and scale benefit perspectives, there was commitment to get this
done as efficiently as possible:

Step 1 - Understanding of the mother-brand and how it was arrived at:
This step was about the various stakeholders understanding the rich-
ness and depth of the mother-brand. It was also about them buying
into the various elements of the brand key so that they could start
articulating at their level. Because of the extensive research that was
done up-front, there was good stakeholder buy in.

Step 2 — Understanding what the sub-brand’s mandate is:

The IMC brand team also needed to understand the business of the
other stakeholders involved so that they could also understand how all
of these potentially impacted on the mother-brand and how to exploit
potential areas of synergy.

Step 3 — Understanding what the sub-brands could borrow from the

mother-brand:
The teams then looked at all this information and decided that because
the mother-brand is so rich and could not communicate everything,
it could focus on certain aspects that would then make soil fertile for
all stakeholders. These areas were agreed to because they also took
certain responsibilities away from the sub-brands so that they could
focus on their core competencies.

Step 4 - Understanding how the sub-brands could support the
mother-brand:

The same was done during this stage, ensuring that certain elements
pertinent to the core brand can be carried at sub-brand level.
At the end of this process, the following was in place:

All stakeholders understood their focus areas.

Whenever there was crossover into each other’s area of responsi-
bility, the messaging was consistent.

All stakeholders cooperated for the bigger benefit.

This stage was important for IMC because we realized that this was
not something we could achieve on our own.

This is an ongoing process because of the complexity of South Africa
as a country, especially as the brand gears itself up for the FIFA Soccer
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World Cup in 2010. The messaging needs to be continuously monitored
to ensure that everyone is aligned.

In taking responsibility for the mother-brand, the IMC then decided there
will be two basic components to their operations:

International portfolio

Develop campaigns and activities aimed at changing perceptions in
the international arena:

a. Niche media advertising to influential people

b. Public relations — Thought leaders and journalists

c. Outbound missions

d. E-Marketing

e. Support material

f. Surveys and documentaries

g. Web portal

Domestic portfolio

Develop campaigns ensuring that South Africans live up to the brand
promise. An extensive campaign was undertaken to ensure South
Africans not only feel proud to be South Africans but live up to the
brand promise through:

a. Mass media advertising

b. Public relations — Thought and community Leader engagements

c. Brand ambassadors

Because we are accountable for the mother-brand, we also monitor
progress on how well we are doing on both the domestic and the interna-
tional fronts. It is important to note that this work does not just exclusively
measure progress made by the IMC but measures progress by the total
effort in the country. We mainly conduct two studies:

National perception audit

This study measures important attributes of the brand and how
well South Africans are delivering on those. It also measures how
entrenched ‘SA Alive with Possibility” is amongst South Africans (see
Figure CS1.2 below).

International brand equity study

Because of the lack of comparable studies around the world about
country branding and how South African compares to other markets,
we commission our own study to measure the brand’s health (see
Figure CS1.3).
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SA’s brand health benchmarked against the competitive set - Equity scores

e The equity score represents the share of mind each country has in the minds of investors n=448
e The sum of the equity scores for all potential investment countries is 100
o Itis a one-number reflection of each country’s brand health as calculated using CM™
USA UK Germany Netherlands France
Brazil 7.2 5.5 6.9 4.4 6.6
Chile 5.1 3.7 3.5 3.0 3.5
China 14.7 10.7 111 8.8 10.1
Czech 3.5 9.2 11.2 8.6 11.2
India 6.0 7.8 5.2 4.8 6.2
Poland 41 10.7 12.8 115 12.2
SA 4.8 9.6 6.1 4.9 5.9
| SA ranking | 5th | 3rd | Sth | 4th | 6th |
| Best score | China | China & Poland| Poland | Poland | Poland |
Source: CM™,
What are the top three countries investors are doing business with?
USA UK Germany Netherlands France
(n =°/150) (nf/° 61) (n =° 28*) (n =°/100) (nf/o 97)
Germany 16 [23] -
UK 24 7 [ 24 | [ 38 | [ 26 |
China [ 38 | 16 16 14 13
USA - | 43 ] [ 45 | 19 18
Canada | 39 | 7 3 3 2
France 7 W W 19 -
Spain 1 11 5 14
Italy 3 3 16 9 [ 27 |
Belgium 1 7 8 [ 31| 10
Japan 15 7 [ 24 | - 9
Mexico | 26 | 5 - - 1

Source: Research Surveys 20086.

International brand equity study



Nation Branding: Concepts, Issues, Practice

South Africa positive attribute score card — Total
In order of Jaccard importance

n=448
i | Ot wier
Most Growing economy X China
NB Sizeable market for your goods/services X China
Availability of suitable qualified labour China/Poland/Czech
High productivity levels X China
Low input costs X China
Regional hub China
Ease of doing business v Czech
Stable currency China
Innovation China
Good infrastructure v v Czech
Good corporate governance Czech
Well-run country Czech
Abundance of raw materials v v China
Reliable energy supply v Poland
Time zone compatibility v Czech
Sophisticated financial systems v China
Favourable tax incentives for investment v China
Source: Research Surveys 2006.
South Africa negative attribute score card — Total
In order of Jaccard importance
n=448
assoc. | ntiated | 0%
M(I)\lth Unstable political environment v v Brazil
High crime rate v v Brazil
Rigid labour market China
High inflation Brazil
High levels of corruption v China
Poor human rights record v v China
Difficult to protect © and intellectual property China

Note: High association is South Africa’s association with the attributes indexed to South Africa’s average attribute

association. Indices of 1.3 or greater are ticked.

Note: Differentiated is ticked when South Africa is differentiated on a particular attribute.
Note: Winner is the country that has the highest association with a particular positive attribute.

Note: Loser is the country that has the highest association with a particular negative attribute.

Source: Research Surveys 2006.

(Contiuned)
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So far, anecdotal evidence and hard research suggest that our activities
(albeit on a small scale) are breaking through, although more work still
needs to be done.

Although our activities seem to be making a contribution towards alter-
ing South Africa’s perceptual position, the brand, however, still suffers
from limited familiarity and weak associations.

We will continue with efforts to sell South Africa to South Africans;
the 2010 event makes the need to mobilize national support for the brand
even more imperative.

Involving various government departments, public entities and the
private sector will continue, as coordination of activities and messaging
is a key success factor for our 2010 positioning effort.

kK sk kok

Nation branding is an exciting, complex and controversial phenomenon.
It is exciting, as it represents an area in which there is little exist-
ing theory but a huge amount of real world activity; complex,
because it encompasses multiple disciplines beyond the limited realm
of conventional brand strategy; and controversial, in that it is a
highly politicized activity that generates passionately held and fre-
quently conflicting viewpoints and opinions. Furthermore, nation brand-
ing is steadily gaining prominence, with more and more countries
around the world committing resources to the development of their
nation-brand. This chapter investigates the relevance of nation brand-
ing in terms of what value a nation-brand strategy can deliver
to a country, as well as tracing the evolution of nation brand-
ing and outlining the prominence, which it has achieved in recent
years.

The country case insight in this chapter illustrates how South Africa has
set about developing its nation-brand through the activities of the Inter-
national Marketing Council of South Africa, whose strategic objective is
to establish a compelling brand image for the country and to position
it favourably in order to attract trade, tourism and investment. In his
academic perspective, Prof. Leslie de Chernatony discusses the ways in
which brand theory needs to be adapted to the context of nation brand-
ing, whilst Simon Anholt offers a practitioner insight into the nature and
essence of nation branding, suggesting that the term ‘competitive iden-
tity” is more appropriate than ‘nation branding’ to describe much of the
current activity in the field.
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Before looking in detail at the concept of treating a nation as a brand, it is
worthwhile to look at some definitions of what is meant by a ‘brand’. Such
definitions tend to fall into two camps. On the one hand are definitions
that focus upon the visual manifestation of a brand. On the other hand,
there are deeper definitions that go beyond the visual aspects of a brand
and attempt to capture the essence of a brand.

A succinct and often quoted definition of a positive or successful brand
is given by Doyle [1], who suggests that ‘a successful brand is a name,
symbol, design, or some combination, which identifies the ‘product’ of
a particular organisation as having a sustainable differential advantage’.
The American Marketing Association offers a similar definition of a brand
as a ‘name, term, sign, symbol, or design, or a combination of them
intended to identify the goods and services of one seller or group of
sellers and to differentiate them from those of competition’. A slightly
richer definition of a brand, in that it incorporates a consumer rather
than mainly producer perspective, is given by Macrae, Parkinson and
Sheerman [2], who posit that a brand represents a unique combination
of characteristics and added values, both functional and non-functional,
which have taken on a relevant meaning that is inextricably linked to
the brand, awareness of which might be conscious or intuitive. A similar
perspective is taken by Lynch and de Chernatony [3], who define brands
as clusters of functional and emotional values that promise a unique and
welcome experience between a buyer and a seller.

Brands of course do not exist in a vacuum, and to be successful,
they must co-exist effectively with the prevailing zeitgeist. Popular cul-
ture and trends in society drive and influence strong brands [4]. This
theme is amplified and theorized by Holt [5], who analyses how brands
become icons through creative interaction with their environment in
a process that he terms ‘cultural branding’, a process that he consid-
ers particularly suitable for applying to nations. A similar culturally
aware vision of brands is proposed by one of the UK’s most creative
and innovative thinkers on branding, who suggests that a brand is ‘a
cluster of strategic cultural ideas’ [6]. Through the foundations of their
national identity, nation-brands possess far richer and deeper cultural
resources than any other type of brand, be it product, service, corporate
or any other brandable entity. These cultural resources are explored in
Chapter 5.

The practice of branding has been defined as the process by which
companies distinguish their product offerings from those of the com-
petition [7]. In an increasingly globalized economy, the challenge
of distinguishing their product offerings from those of the competi-
tion has assumed critical importance for nations competing for both
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domestic and foreign consumers. Keller [8] suggests that the strategic
brand management process involves the design and implementation
of marketing programmes and activities to build, measure and man-
age brand equity. The concept of brand equity is explored in detail in
Chapter 3.

A clarification regarding the role of branding is provided by de
Chernatony and McDonald [9], who warn that it is imperative to
recognize that while marketers instigate the branding process (brand-
ing as an input), it is the buyer or the user who forms a mental vision
of the brand (branding as an output), which may be different from
the intended marketing thrust. This point is particularly relevant to
the branding of nations, where pre-existing national stereotypes may
be entrenched in consumers’ minds and therefore difficult to change.
The notion that a brand is something that resides in the minds of con-
sumers has been noted by some of the major writers on branding [10,11].
The brand-building process requires long-term commitment over a
period of several years and in the short term only a small payoff may
occur [12]. Nations need to acknowledge this reality and adopt a long-
term strategic view when building their nation-brand, rather than aiming
for a quick fix short-term advertising campaign whose effects may be
ephemeral.

When applying the concept of a brand to nations rather than to mere
products, there is an ethical obligation to do so in an honest, respectful
manner and to acknowledge the limits of how appropriate it is to treat
nations as brands. Nations do not belong to brand managers or corpo-
rations; indeed, if they ‘belong’ to anyone, it is to the nation’s entire
citizenry. Ethical considerations related to nation branding are examined
in detail in Chapter 7.

To avoid confusion over terms, it may be helpful to distinguish between
a national brand, defined as ‘a brand available nationally as distinct from
a regional or test-market brand’ [13] and a nation-brand, where the brand
is the country, state or nation in question. In this book, the nation-brand
is defined as the unique, multi-dimensional blend of elements that provide
the nation with culturally grounded differentiation and relevance for all of its
target audiences. This definition acknowledges the multi-faceted nature of
the nation-brand, together with the need to integrate national identity
dimensions as discussed in Chapter 5. Moreover, the proposed definition
of the nation-brand also recognizes the contention that brands exist in
consumers’ minds rather than being a totally controllable creation of the
marketing function. The definition therefore incorporates reference to
perceptual attributes and target markets.

In this chapter’s academic insight, Prof. Leslie de Chernatony considers
the adaptation of brand theory to the context of nation branding. The
issues addressed by de Chernatony are discussed further in Chapter 8,
focusing specifically on which stakeholders need to be involved in nation-
brand development.
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When considering the daunting challenge of nation branding, existing
brand frameworks are available, but there needs to be some adaptation.
There are various reasons for this. For example not one but numerous,
powerful stakeholders seeking to influence the nature of the nation brand
that has to appeal to diverse stakeholders.

The concept of ‘brand’ remains invariant, i.e. a cluster of values that
enables a nation to make a promise about a unique and welcomed experi-
ence. Successful brands thrive because the people delivering the brand act
in a manner that reflects the promised values. In nation branding, there
would likewise be dominant values that define the behavioural charac-
teristics of a population. The type of constitution governing the country,
religions and social mores would enable the population to appreciate the
boundary points defining the cluster of values. Through the social and
economic interactions, individuals become more aware of the nation’s
core values.

Making explicit the values and promised experience of the nation brand
should entail the collective involvement of the key stakeholders. This
could start by first getting the key stakeholders to surface their vision
for the nation brand. Various visions could emerge, but by using the
Delphic brand-visioning technique, a process could be followed to arrive
at a consensus vision.

The process necessitates identifying key stakeholders interested in
shaping the nation brand. They might include representatives from gov-
ernment, commerce, not-for-profit organizations, tourism and the media.
They would individually be sent a document explaining that a nation
brand’s vision is characterized by three components, i.e. desired long-
term future, purpose and its values. They would be asked to write their
vision for the nation brand. This would be sent to an impartial, objective
co-ordinator who would identify the most common themes in the three
components of the resulting visions. Each person would be sent back
their vision, along with the most common themes. The individual is asked
to reflect on their vision compared with the aggregate comments and to
consider revising their original statement. The procedure is iterated until
a consensus is reached, in broad terms.

The next stage entails the key stakeholders setting objectives to enable
their group to work towards the nation brand vision. As this progresses,
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each stakeholder group begins to articulate how they conceive the
nation brand. Meetings would ensue between the diverse stakeholders
to exchange information about each stakeholder’s brand objectives, the
tasks they need to achieve their objectives and their assumptions about
the values and experience they are seeking to support.

At these meetings, there would be reinforcing objectives. However,
divergent objectives are also likely. Through a senior, impartial and
respected chairperson, a process of dialogue would ensue to identify
common ground about the way that stakeholders have supporting objec-
tives for the nation brand. By getting each of the key stakeholders to
surface their assumptions about the values and promised experience they
are striving to support, each group can begin to appreciate how they can
better work together to build a more coherent nation brand.
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The application of branding techniques to nations is a relatively new
phenomenon, but one which is growing in frequency given the increas-
ingly global competition that nations now face in both their domestic
and external markets. Nations are making increasingly conscious efforts
to hone their country branding in recognition of the need to fulfil three
major objectives: to attract tourists, to stimulate inward investment and
to boost exports. A further objective for many nations is talent attrac-
tion, whereby countries compete to attract higher education students,
and skilled workers. A wider set of potential rewards to be gained
through nation branding has been proposed by Temporal [14], who
suggests that in addition to the key goals of attracting tourists, stim-
ulating inward investment and boosting exports, nation branding can
also increase currency stability; help restore international credibility and
investor confidence; reverse international ratings downgrades; increase
international political influence; stimulate stronger international partner-
ships and enhance nation building (by nourishing confidence, pride, har-
mony, ambition, national resolve). A further objective that may be aspired
to by transitional countries such as those in Central and Eastern Europe
may be to distance the countries from the old economic and political
system that existed before transition [15]. In this chapter’s country case
insight, Yvonne Johnston, CEO of the International Marketing Council of
South Africa, describes how the South African brand has been developed
in order to position the country in terms of its investment potential, credit
worthiness, export opportunities, tourism potential and international
relations.

The achievement of such goals requires countries to adopt conscious
branding if they are to compete effectively on the global stage [16], a
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view also expressed by Olins [17], who asserts that within a few years,
identity management will be seen as a key way of contributing to the
nation’s brand. It has also been suggested [18] that the unbranded state
has a difficult time attracting economic and political attention, and that
image and reputation are becoming essential parts of the state’s strate-
gic equity. A powerful and positive nation-brand can provide crucial
competitive advantage in today’s globalized economy (see country case
insight on Egypt, Chapter 2). In his landmark text, The Competitive Advan-
tage of Nations [19], Michael Porter emphasizes that nations and national
character remain of prime importance, even in the age of globalization:

My theory highlights and reinforces the importance of differences in
nations and of differences in national character. Many contemporary
discussions of international competition stress global homogenization
and a diminished role for nations. But, in truth, national differences are
at the heart of competitive success.

The realm of competitive advantage encompasses many sectors, includ-
ing attracting tourists, investors, entrepreneurs, and foreign consumers
of a country’s products and services (see country case insight on Iceland,
Chapter 8). Nation branding can also help erase misconceptions about
a country and allow the country to reposition itself more favourably

Key issues in treating nations as brands

Author
Aldersey-Williams [20]

Wolff Olins [21]

O’Shaughnessy and
Jackson [22]

Gilmore [23]

Mihailovich [24]

Anholt [25]

Themes and issues

The branding or rebranding of a nation is a controversial and highly
politicized activity

Although historically brands are associated with products and
corporations, the techniques of branding are applicable to every area of
mass communications; political leaders, for example to inspire, need to
become brand managers of their parties and preferably of the nation

The image of a nation is so complex and fluid as to deny the clarity
implicit in a term such as brand image; different parts of a nation’s
identity come into focus on the international stage at different times,
affected by current political events and even by the latest movie or news
bulletin

The importance of truthfulness when constructing the nation-brand;
what is required is amplification of the existing values of the national
culture rather than the fabrication of a false promise

The simplistic strapline approach to nation branding could be
counter-productive; altruistic goals such as sustainable long-term
employment and prosperity are objectives that may be met through
emphasizing all forms of cluster and kinship alliances

The vocabulary of branding can appear cynical and arrogant; therefore,
to some extent, politicians need to avoid the explicit use of such
terminology
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with regard to targeted audiences (see country case insight on France,
Chapter 10), whilst the development of a strong nation-brand by Estonia
was driven by key objectives including attracting FDI, expanding the
country’s tourist base beyond Sweden and Finland, and broadening
European markets for its exports (see country case insight on Estonia,
Chapter 9). In his academic perspective on the application of CRM to
nation branding, Prof. Francis Buttle outlines how meeting different
needs cost-effectively with the support of IT applies to the full range
of a nation’s ‘customer portfolio’, based on clear relationship manage-
ment objectives and relevant customer insight (see academic perspective,
Chapter 3).

Some central themes and issues in treating the nation as a brand are
summarized in Table 1.1.

It has also been argued that thoughtful brand positioning gives a coun-
try a competitive advantage over other nations [26,27] and that active
repositioning of a country through branding can be done successfully and
holds great potential for countries, particularly in cases where a country’s
stereotype lags behind reality. In such cases, there exists great scope for
country branding.

A further incentive for countries to embrace branding lies in the capac-
ity of branding techniques to create meaningful differentiation. In the
tourism sector, for instance, most destinations make almost identical
claims regarding the beauty of their scenery, the purity of their beaches,
the hospitable nature of the locals and so on, and therefore, the need for
destinations to create a unique identity, to find a niche and differentiate
themselves from their competitors, is more critical than ever [28]. This
needs to be done on a long-term strategic basis and not as an ad hoc event
if positive outcomes are to be sustained and not ephemeral. A note of
caution is struck in this regard by Lodge [29], who cites the so-called
‘Dallas experiment’, where what was then called the New Zealand Mar-
ket Development Board saturated the city of Dallas with New Zealand
events, promotions and trade fairs. This intensive burst of marketing
activity was sustained for 6 months during which sales increased sharply,
but 1 year after the experiment had ended, the levels of awareness
and purchase returned to the same levels as they had been before the
experiment started. This kind of activity must be seen as a promo-
tional exercise and not as a substitute for a long-term strategic branding
campaign.

Nation branding, however, extends beyond the familiar realm of
tourism marketing and encompasses a range of further objectives.
Vanossi [30] states that it has never been clearer that in today’s globalized
world, countries and regions and cities suddenly have to compete with
each other for tourism, for inward investment, for aid, for membership
of supranational groups such as the European Union, for buyers of their
products and services, and for talented people. Most places are, according
to Vanossi, in need of clear and realistic strategies for communicating and
promoting themselves, which leads to the question of which consultants
or agencies will ultimately lead the field in managing and promoting
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these complex and often contradictory megabrands. Vanossi rhetorically
asks whether promoting a country is more about policy, management
consultancy, public relations, customer relationship management, adver-
tising or brand strategy, or whether it is a combination of everything
that working with companies has taught us in the last 50 years. This
fascinating complexity is addressed in Chapters 8 and 9.

The evolution of nation branding is traced in Figure 1.1, in which the
academic fields of national identity and country-of-origin are shown to
interact within the context of economic globalization, whose contradictory
effects consist of homogenization of markets and at the same time an
increasing sense of national identity. The streams of knowledge embodied
within the national identity literature on the one hand and within the
country-of-origin literature on the other, have only recently converged.
An early manifestation of this convergence could be observed in 2002
with the publication of a special issue devoted to nation branding by the
Journal of Brand Management [31]. Although sporadic individual articles
on nation branding had appeared in other publications in previous years,
the JBM special issue for the first time provided a focused forum for the
topic and contained papers from leading international scholars including
Philip Kotler and David Gertner [16], Nicolas Papadopoulos and Louise
Heslop [32], as well as papers from leading consultants in the field such
as Wally Olins [33], Fiona Gilmore [27] and Creenagh Lodge [29]. Such
was the level of interest generated by the special issue that the journal
publishers went on to launch a new journal in November 2004 entitled
Place Branding, dedicated to the branding of nations, cities and regions.

Probably the most significant earlier work in what has now become
known as the emerging field of nation branding is the 1993 book
Marketing Places: Attracting Investment, Industry, and Tourism to Cities,
States And Nations [34]. Although this text takes a broad economic and
marketing perspective rather than an explicit brand perspective, it sets
the scene for much of the work that has followed in the field. To put
the evolution of nation branding into yet wider historical perspective, it
could be claimed that nations have always branded themselves — through
their symbols, currency, anthems, names and so on — and that it is just
the terminology of nation branding that is new, rather than the practice
itself [33].

For better or worse, the use of branding techniques is now highly per-
vasive in most societies. From the most basic physical product to the
most diverse nation, branding has steadily increased its scope of appli-
cation. It could be argued that corporate branding is the closest type of
branding to nation branding. The parallels between corporate branding
and nation branding lie in the complex, multidimensional nature of the
corporate/nation entity and also in the multiple stakeholder groups that



The relevance, scope and evolution of nation branding

National

Country-of-

Identity Origin
Academic discipline: Academic discipline:
Political geography; Marketing
international relations; Sub-streams:
political science; cultural Consumer behaviour;
anthropology; social Advertising and promotional
psychology; political management; Brand
philosophy; international management; Export
law; sociology; history marketing

Economic globalization causing
contradictory effects of:

(a) homogenization of markets

(b) increasing sense of national identity

Lowering of trade barriers between nations

l

Emergence of nation branding as
countries turn to brand management
techniques in order to compete
effectively on the world stage

must be acknowledged by both corporations and nations. Balmer and
Gray [35] note that there is an increasing realization at organizational
level that corporate brands serve as a powerful navigational tool to var-
ious stakeholders for a miscellany of purposes including employment,
investment and, most importantly, consumer behaviour. The scope of
branding has thus increased incrementally from its original application
to simple products through to services, companies and organizations,
and now nations. The product-nation brand continuum is depicted in
Figure 1.2.

The evolution of
nation branding
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The parallels between corporate branding and nation branding are
explored further in the academic insight that appears in Chapter 8.

I first began to write about an idea I called nation branding in 1996. My
original observation was a simple one: that the reputations of countries
function like the brand images of companies and that they are equally
critical to the progress and prosperity of those countries.

The notion of brand value is still an important part of my work, but
I now call the approach Competitive Identity, because it has more to do
with national identity and the politics and economics of competitiveness
than with branding as it is usually understood in the commercial sector.

Today, almost every country wants to manage its reputation. Yet, we
are still far from a widespread understanding of what this really means
and how far commercial approaches can really apply to government.
Many governments, consultants and scholars persist in a naive and super-
ficial interpretation of ‘place branding’ that is nothing more than product
promotion, where the product happens to be a country rather than a
running shoe.
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Yet, what really seems to make a difference to the images of countries
is when they become dedicated to developing new ideas, policies, laws,
products, services, companies, buildings, art and science. When those
innovations prove a few simple truths about the country they come from,
reputation starts to move; the place produces a buzz, people pay attention
and prepare to change their minds.

Not only is innovation more effective for enhancing reputation, it is also
a wiser way of spending money. Innovation is good for the organizations
that carry it out, so the money invested is also an investment in the
economy, not simply frittered away on design or marketing.

Governments should never do things purely for brand-related reasons;
no action should be dedicated to image management alone. But there
should be something unmistakable about these innovations, the style of
their conception and delivery and their alignment with each other, which
will gradually drive the country from the image it has inherited towards
the one it needs and deserves.

Where competitive identity differs from traditional calls for innovation
is the idea of aligning the innovation to a strategy for enhancing national
reputation. This makes the innovation more focused and more appro-
priate to the needs and resources of the country; and the improvement
in image stimulates additional investment, creates new markets and
increases interest in the changes taking place.

Brand management should be treated as a component of national policy,
never as a ‘campaign’ that is separate from planning, governance or
economic development. This is why my work now involves building
and training teams consisting of head of state or government, cabinet
ministers and CEOs of key corporations, in the principles of competitive
identity, and coaching them through the process of strategy development
and implementation.

If brand management is put into a silo of ‘communications” or “pub-
lic affairs’, there is little it can do. But when it informs policy-making
and becomes implicit in the way the country is run, it can dramatically
accelerate change.

kK oskokok

Different countries have adopted different strategies in order to confront
the specific challenges they face. More and more countries around the
world are embracing nation branding in order to differentiate themselves
on the world stage and to strengthen their economic performance, pri-
marily in terms of exporting, inward investment and tourism. Countries
as culturally and geographically diverse as Germany, South Korea, New
Zealand, Scotland, Egypt, Britain and Spain have judged it worthwhile to
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develop nation-branding strategies. We will now provide an overview of
the issues impacting upon such countries and some of the initiatives they
have taken as they confront the challenges of branding their respective
nations.

Jaffe and Nebenzahl [36] recount how in 1999 ZDF, the German tele-
vision network, approached identity consultant Wolff Olins to create a
national brand for Germany. Although this was not an official campaign,
the brand strategy suggested for Germany generated much public inter-
est and debate within Germany. The campaign’s main objective was to
change consumer perceptions of Germany from what was found to be
a nation of ‘mechanical perfection’, which lacks creativity, to a country
that is also “exciting and surprising’. The perception of Germany as cold
and unemotional was attributed partly to German manufacturers such as
Audi, whose famous slogan ‘Vorsprung durch Technik” extolled German
engineering prowess but lacked warmth and emotional depth.

The website of identity consultant Wolff Olins [37] gives details of the
approach taken to fashioning a brand for Germany. The basis of their
approach was founded upon the belief that Germany is the economic
dynamo of Europe, but for historical reasons, it is often perceived in
ways that are negative, even hostile. Wolff Olins suggested six practi-
cal steps to the German government and its agencies should they wish
to address the issue of branding Germany: (1) Set up a national brand-
steering committee under the leadership of the Chancellor or President
of the Republic; (2) Create a research and development team respon-
sible for reporting to the steering committee; (3) Begin a process of
national consultation involving representatives of all the Lander as well
as national figures in industry, commerce, education, media, culture and
the arts; (4) Commission extensive research into perceptions of Germany
overseas, benchmarking these studies against data on perceptions of
other nations; (5) Carry out a thorough review of how and where the
national brand could appropriately be utilized; (6) Draw up and submit
for Bundestag approval a programme of implementation for the brand
options adopted by the national steering committee.

More and more countries around the world are consciously adopting
nation-branding strategies. In Scotland, the organisation Scotland the
Brand was set up in 1994 in order to promote Scottish tourism, culture
and trade. The organisation’s initial credo was as follows:

As more and more countries focus and promote their national strengths,
Scotland too must collectivise and synthesize its considerable virtues into
appropriate persuasive messages. With Devolution, the European Union
and the globalisation of world markets, now is a key time for Scotland to
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build its identity and to exploit its history and heritage and contemporary
values as a marketing tool to generate increased awareness of Scotland
and drive commercial benefits for Scottish trade [38].

A driving force behind the creation of the Scotland the Brand orga-
nization was the growing conviction, based on empirical research, that
Scotland has distinctive brand values that are recognized internationally.
However, there was also concern that as a nation Scotland had not har-
nessed these values in its marketing efforts as effectively as it could have
in order to derive commercial advantage. Consequently, Scotland the
Brand was established in 1994 to promote the distinctive brand values of
Scotland.

The organization aimed to provide a collective voice in the promo-
tion of Scottish excellence in both domestic and international markets
by combining the marketing efforts of Scottish business. Scotland the
Brand Chairman Nick Kuenssberg [39] summed up the organization’s
goals as including the promotion of Scotland as a place to visit, a place
to study, a place to invest in and a place to source knowledge from.
This echoed the views expressed by the Scottish Executive [40] in their
document ‘A Smart, Successful Scotland’, which emphasizes the need to
promote Scotland as a world class business location for the globalization
programmes of overseas and domestic companies.

To help achieve its objectives, Scotland the Brand commissioned a
large-scale piece of international research into the brand equity of ‘Scot-
tishness’. The study comprised a survey of opinion inside Scotland and
in the key export markets of England, France, Germany, Spain, Japan
and the United States, and a comprehensive review of existing data. The
outcome was used as the basis of efforts to construct a competitive posi-
tioning for Scotland, a persuasive proposition to buy Scottish products,
services and facilities, and a strategy to help Scotland achieve long-term
sustainable competitive advantage. An events/promotions plan cover-
ing the period 2002-2004 was drawn up, consisting of what the orga-
nizers termed an ambitious and expanding range of happenings in the
form of a series of creative, effective and targeted campaigns. The events
and promotions all had the common theme of identifying and foster-
ing the core values of spirit, tenacity, integrity and inventiveness that
had been elicited through the Scottish brand equity research referred to
above.

Scotland the Brand’s events/promotions plan 2002-2004 possessed
both an internal and an external focus. Within Scotland, the organization
intended to focus upon capitalizing on existing major events and calen-
dar dates including Saint Andrew’s Day, Burns Celebrations and regional
events, as well as sporting events such as established golf, rugby and foot-
ball occasions. An annual Scotland the Brand conference and awards din-
ner was also being developed as well as a series of monthly networking
events. Externally, the most high profile event engaged in by Scotland
the Brand was the Tartan Week celebrations held in Chicago, USA. The
Chicago celebrations included tourism events, the finale of an inter-
national fashion competition, a ministerial event and a tartan ball. In
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addition to events in Chicago, a 3-month series of lectures on Scotland
and a Scottish Folklife Festival were organized in Washington D.C. in
participation with the Smithsonian Associates and Institute. Although
open to criticism on the grounds that such events rely much on old-
fashioned imagery such as tartan, kilts and bagpipes, there is no doubt
that these events represented a major opportunity to raise Scotland’s pro-
file within the United States, the most lucrative consumer market in the
world.

The visual aspect of Scotland’s brand identity, as promoted by the
Scotland the Brand organization, consisted of a logo known as the
‘Scotland mark’. This logo was developed as a definitive mark for
Scotland that would not only uniquely identify and authenticate Scottish
products but would offer a guarantee of product quality. Although the
creation of such a visual identity can be challenged as being purely super-
ficial and cosmetic, the research process and design solution involved in
this type of activity can help to articulate strategy with regard to cor-
porate branding and communication [41]. The ‘Scotland mark’ could be
found on a wide range of Scottish products, from the traditional such
as food, drink, textiles and hotels, to more modern products/services
such as electronics, software, financial services and transport. Research
in the United Kingdom software sector has demonstrated that a quality
assurance certificate benefits users by adding value to and confidence in a
software product [42], and the logo provided by Scotland the Brand was
intended to perform the same value-adding and confidence-providing
role for consumers when purchasing products and services made in
Scotland.

Ironically, however, there has been a trend in recent years away from
explicitly using Scottishness in the branding of financial services. As part
of a rebranding operation in 2003, Abbey National shortened its name
to ‘abbey’ and simultaneously closed two famous Scottish names to new
business — Scottish Mutual and Scottish Provident. Products for these
two companies would henceforth be offered under the abbey brand.
Scottish Amicable and Scottish Equitable are two other leading Scottish
brands that have disappeared during the last decade [43]. The strategic
imperatives inherent in merger and takeover activity have thus taken
precedence over the use of country-of-origin as a marketing cue in the
area of Scottish financial services.

Scotland the Brand’s intention was for the Scotland mark to become
an instantly recognizable symbol, conveying strong positive Scottish val-
ues and imagery that would add real value to Scottish products and
services around the world. In 2003, the Scotland the Brand organization
moved from the public to the private sector. Had the organization con-
tinued to exist, it would have been interesting to observe whether the
organization could maintain its quality criteria for companies wishing to
use the Scotland mark when public subsidy ceased and the organization
was obliged to sustain itself from membership subscriptions. If quality
criteria had been lowered in order to boost short-term subscriptions, that
could have resulted in devaluation of the Scotland mark with consequent
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defection of current members who would not wish to be associated with
products, services and brands of inferior quality to their own.

Events in 2003-2004 led to the demise of the Scotland the Brand
organization. On Friday 28 March 2004, Scotland the Brand Chairman
Nick Kuenssberg told an extraordinary general meeting that the board
had voted to wind down the organization’s operations [44]. Kuenssberg
explained that this step was being taken in the light of the Scottish Exec-
utive’s decision to set up its own unit for the promotion of Scotland.
The board of Scotland the Brand felt that this duplication of effort in
promoting the nation undermined the very existence of the Scotland the
Brand organization, and therefore, the vote was taken to wind up the
organization’s operations. The subsequent emergence of a more coherent
approach to building the nation’s brand has become apparent in the past
2 or 3 years.

Parallels can be drawn between New Zealand and Scotland. Both are
relatively small countries overshadowed by larger, more powerful neigh-
bours in the shape of Australia and England. During the nineteenth
century, emigration from Scotland to New Zealand occurred to such an
extent that by 1861 almost a third of New Zealand’s population were
Scots [45]. This preponderance of Scottishness in New Zealand may not
always prove to be a blessing. Lodge [29] explains that during her work
on New Zealand’s nation-branding strategy, a major problem was the
self-deprecatory nature of the New Zealander. Lodge attributes this char-
acteristic to the large amount of Scottish blood in their veins that makes
them averse to ‘showing off’. Both New Zealand and Scotland were seen
to lack confidence in their national identity, but both had considerable if
hidden potential to address their focal markets.

As Chairman of Corporate Edge consultancy, Lodge was involved in
a brand definition and strategy exercise for New Zealand, a task that
she defines as the identification of competitive positioning and a collec-
tivized reason to buy across an economic spectrum comprising inward
investment, culture, education, tourism and the export of produce and
products. The process adopted in order to achieve a brand definition
and strategy comprised the following series of steps. The first step was
the gathering of data and opinion to produce a hypothesis as to how
best the country can persuade the rest of the world to buy its collec-
tive offer. The data sought were information on the competitive set; the
brand equity as ascertained through market research studies carried out
by government bodies and exporting commercial bodies; the facts that
constitute actual and potential ‘pluses’; performance data and objectives
on exports, tourism, inward investment and other relevant economic
interests such as education; and the views of influential people about
the internal issues that could make or break adoption and subsequent
delivery of the strategy.
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Existing perceptions of New Zealand were found to be negative
amongst British consumers but more positive amongst French and
German consumers. British consumers tended to believe that New
Zealand was essentially an English suburb, mostly bungalows, and pop-
ulated by rather sleepy people, whereas the French and Germans knew
of fine wine, dramatic landscape and a fascinating Maori culture. To
reverse British perceptions of New Zealand as the land of the bungalow,
a proposition was developed to recast New Zealand as a dramatically
exotic destination and source of produce, utilizing imagery based on
the spectacular Southern Alps, the extraordinary birds and flowers, the
live volcanoes and exotic fruits. Lodge emphasizes that a major factor in
the success of the New Zealand nation-branding strategy was that the
brand resonated as strongly for the people of New Zealand as it had been
seen to motivate its prospective buyers. Further success factors included
the fact that in New Zealand the nation-branding project was initiated
and driven by acknowledged vested interest; by people with the author-
ity and responsibility to make it work; who had clear economic goals
from the outset, which could be used to guide and measure the work;
who were unified in their goals and objectives; and who had committed
monies for implementation before the work began.

A huge amount of attention was focused upon South Korea through its
co-hosting of the 2002 FIFA World Cup. Anholt [46] describes how, in
an attempt to cash in on the publicity that would be generated by the
co-hosting of the World Cup, the Ministry of Commerce, Industry and
Energy announced an ambitious plan to raise the international recog-
nition (and thereby boost the exports) of Korean brand-name products.
Five strategies were worked out by the government — to international-
ize Korean brand names; strengthen corporate brand management; rein-
force electronic brand marketing; expand the infrastructure for brand
marketing; and raise the nation’s image abroad. To achieve the strate-
gic objectives, a well-funded and coherent approach was adopted. The
government announced that it would create a 100 billion won venture
fund to help exporters improve the designs of their products and that
it would also open ‘industrial design renovation centres’ in ten cities
nationwide to help small- and medium-sized companies improve the
design of their products as part of an integrated effort to boost the value
and recognition of Korean brands.

Perhaps most visionary in the long term, according to Anholt, was the
Korean government’s plan to build up the nation’s brand infrastructure
by opening a ‘Brand Academy’ to train about 500 specialists every year
in brand management, character design and industrial packaging. The
internal education aspect of nation branding thus appears to have been
grasped exceptionally well by Korea compared with the efforts of other
nations.
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Egypt represents an interesting example of a country that has attempted
to brand itself largely on the basis of one high-quality product, Egyptian
cotton. Mucha [47] gives an account of how the Egyptian government
is attempting to brand the country in extremely challenging times. Mar-
keting the Middle East to Americans constitutes an enormous test and
the Egyptian government is developing a campaign comprising global
advertising, public relations, government relations, market research and
event planning in order to raise the profile of Egyptian cotton. New York
public relations agency Weber Shandwick has been hired to advise the
Egyptian government as to how cotton as a product can help define the
country.

However, the weakness of such a strategy is clear. By placing emphasis
on a single product as a defining aspect of the nation, there is the risk
of pursuing a strategy that is too narrowly focused and not fully repre-
sentative of the nation as a whole. Also, if market conditions for cotton
deteriorate then the risk is that the nation-brand will also be dragged
down with it. The Egyptian government is aware of this risk and has initi-
ated a further programme to promote its nation-brand, this time focusing
on positioning Egypt as a business destination (see country case insight
on Egypt, Chapter 2).

Spain is often held up as an example of successful nation branding.
Preston [48], for instance, claims that Spain is among the best examples of
modern, successful nation branding because it keeps on building on what
truly exists and its branding efforts incorporate, absorb and embrace a
wide variety of activities under one graphic identity to form and project
a multifaceted yet coherent, interlocking and mutually supportive whole.
The repositioning of Spain as a vibrant modern democracy throwing off
the negative connotations of its recent past is also hailed as an exem-
plar in nation branding by Gilmore [49], who states that the core of a
country’s brand must capture the spirit of its people and how it can be
developed into a brand positioning after consideration of four essential
factors — macrotrends, target groups, competitors and core competen-
cies. The positioning derived from such considerations should, according
to Gilmore, be rich enough to translate into sub-positionings to target
diverse groups, and it should also be substantiated in terms of what the
country can actually offer.

An important point made by Gilmore is that exceptional individuals
and their exceptional stories have the potential to bring a country’s brand
alive and make it more real to audiences worldwide for the simple fact
that people relate to people. Long-distance runners from Kenya, gymnasts
from Romania, musicians from Cuba or past explorers from Scotland
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represent the kind of exceptional individuals that may contribute to a
nation’s brand strategy. This issue is further examined in the context of
nation-brand ambassadors (see Chapter 9).

The branding, or rebranding, of Britain in the late 1990s is perhaps the
most controversial nation-branding campaign that has been seen to date.
A report by the Demos public policy think tank, Britain™: Renewing Our
Identity [50], formed the basis of the attempted rebranding of Britain
instituted by the incoming Labour government under the new Prime
Minister Tony Blair. The renewal of identity was deemed urgent because,
although Britain had enjoyed many successes in creative industries and
steady economic growth, a major problem was that around the world
Britain continued to be seen as backward-looking and aloof. According
to the British Council [51], British businesses had become wary of overtly
marketing their national identity for fear of the more negative connota-
tions associated with Britain — businesses did not want to be thought of
as insular, old-fashioned and resistant to change.

The solution to this problem was considered by the New Labour
government to be a modernization of Britain’s image. ‘Cool Britannia’
replaced ‘Rule Britannia’, although it is important to note that it was
the media and not the government who attached the ‘Cool Britannia’
label to the rebranding of Britain that was attempted in the late 1990s.
McLaughlin [52] describes how the dawning of a new millennium, the
sun finally setting on the last outposts of the British Empire, the work-
ing through of multi-ethnicization, a programme of radical constitutional
reform and ongoing European integration required dynamic living colour
images of national identity. However, from the outset of the branding of
Britain campaign, there was overwhelmingly hostile reaction. Concerns
were voiced about the viability and desirability of rebranding some-
thing as complex as national identity, as if the nation were just another
supermarket product. Critics also asserted that it would not be so easy
to airbrush out the myths, memories and rituals that underpinned the
‘imagined community’ of Britain. The concept of a nation as an ‘imag-
ined community” is well established in the national identity literature
(see Chapter 5).

The rebranding of Britain campaign could be viewed as a salutary
lesson for those engaged in nation-branding campaigns in the United
Kingdom and elsewhere. Media reaction was almost hysterically hostile,
and the campaign died before it could gain any momentum. The potential
benefits of a nation-branding strategy did not appear to be communicated
effectively to target audiences. There seemed to be insufficient integration
of all the stakeholders in the nation-brand, and the perception arose of an
exaggerated emphasis on the modern and cutting edge to the detriment
of the traditional and established.
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This chapter has provided an overview of the relevance, scope and evo-
lution of nation branding. We have looked at the nature of brands and
also at the way in which nations may be viewed as brands, however
limited and imperfect the concept of nation-as-brand may be. The key
objectives to be attained by nation branding centre upon the stimulation
of inward investment, the promotion of a country’s branded exports and
the attraction of tourists. The country case insight on South Africa has
illustrated such aspects of nation branding in action. The next chapter
delves more deeply into brand theory, with a particular focus upon the
concepts of nation-brand identity, image and positioning.
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Nation branding is an important concept in today’s world. Globalization
means that countries compete with each other to attract the attention,
respect and trust of investors, tourists, consumers, donors, immigrants,
media and the governments of other nations. In such a context, a powerful
and positive nation-brand provides crucial competitive advantage. It is
essential for countries to understand how they are seen by other publics
around the world, how their achievements and their failures, their assets
and their liabilities, their people and their products are reflected in their
brand images.

Egypt as a country has a key objective to improve its corporate business
image (how it is perceived) through a unified consistent message to
enhance and maintain its identity (how it wants to be perceived) by
the relevant stakeholders. Awareness of its identity and image is a first
step on the path towards building the new image. The second step is
awareness of the role played by the various communication media such
as public relations events, conferences, seminars, workshops and also
TV, radio, brochures, folders, product sheets, catalogues, newsletters,
CD-ROMs, websites and so on. Effective promotion is all about repetition
and recognition of the same identity and message on a long-term basis.
Egypt is recreating its identity, and its future image will follow provided
that the content of its identity is properly communicated to the outside
world.

The country’s effort to build its positive image will be conditioned by
its own factors such as campaigning, trade promotions, industry associa-
tions and national policies, and by the local companies’ behaviour when
dealing with the outside world. A positive image of Egypt will reflect on
its economy. It will help the economy through direct and indirect sales as
well as direct and indirect investments. A positive image of Egypt allows
us to say ‘Destination EGYPT".
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The vision of Egypt is to be perceived as a business destination and to
be placed on the world business map.

Highlighting this desire to build a modern Egypt based on flexible
administrative, productive and economic bodies that are capable of react-
ing to successive international challenges, the Egyptian government has
established strong links between production and exportation to form
a harmonious scheme within the state-policy aiming at changing the
image of Egypt abroad, boosting exports and upgrading national indus-
try through modern international technology and expertise in order to
produce high-quality, competitive and market-accessible products.

The objective of branding Egypt as a business destination is essential.
Egypt has been a ‘must see” destination for generations of visitors and
tourism remains its dominant industry, accounting for 20% of its annual
GDP. Although Egypt is now a vibrant emerging economy, its image has
not developed beyond tourism to include other essential elements of a
modern open economy. Specifically, it has not transmitted its openness to
investment and trade or its desire for a greater awareness of its products.
As a consequence, the world’s business community does not think of
Egypt first when expanding into new territory. And the consumer does
not search out Egyptian products when shopping. But because of bud-
get deficiency, a branding campaign is not achievable. A public relation
campaign is a substitute for the branding campaign, aiming at reaching
the required goal.

The implementation of the recommended plan is intended to create
a new image for Egypt to be perceived as a business destination. It is
achievable through a mission involving erasing the old negative image
and replacing it with the new image. Egypt has to create and build a new
image of Egypt’s business environment to erase the old image and replace
it with the new image highlighting reform and transparency. This mission
involves creating awareness amongst international investors, business
associations, importers and all other potential stakeholders so that they
consider Egypt to be a land of opportunities either for trade or for invest-
ment. This will lead to the inclusion of Egypt in the world economy,
which is coherent with the new policy of the government.

Key success factors for the image campaign are

ownership;

availability of information;

acquiring a set of values;

a comprehensive efficient communication campaign.

The components of Egypt’s business image and its influencing factors
are illustrated in Figure CS2.1.
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Egypt’s business image — components and influencing factors

According to international markets and standards, there are certain val-
ues that affect the decisions of business decision makers and the business
community. After research studies and recommendations by specialists
and advisors on international marketing strategies, it is recommended to
enhance the win-win situation values. The values that all agreed upon
are integrity, guardianship, inclusion, initiative, teamwork and account-
ability. These values underpin the elements of the action plan devised by
Egypt’s Business Image Unit as described below.

Branding, whether of a product, a service or the country, requires the ful-
filment of several basic elements including trust, consistency and a long-
term undertaking regarding trans-sectoral transformation. The branding
of business Egypt requires a building up of trust in its products, services,
people, promises, decisions, etc. It is an ongoing long-term undertaking
that requires consistency in delivering the message on the communication
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level abroad and full ownership, support and awareness of the message
on a public and business level locally.

A strong image of ‘Business Egypt’ can only be successful if it forms
alliances with other Ministries within the Government, namely the
Ministry of Tourism and the Ministry of Investment as they have a vested
interest in improving Egypt’s image and the implementation of related
activities. An action plan is key to staying competitive. By plotting strate-
gies ahead of time, business will run more smoothly and efforts are
more likely to pay off. Ownership, an efficient business image campaign,
appropriate information, communication and training of business and
government personnel both inside Egypt and abroad, a budget that will
sustain the campaign, together with monitoring and evaluation are the
key success factors for building a credible and positive business image
of Egypt.

Having a positive image is of the utmost importance not only for the
success in contacts with partners and stakeholders in Egypt, but even
more so with partners and stakeholders abroad. Thus, the objectives of
Egypt’s business image branding are as follows:

Attract importers to buy Egyptian products.

Attract foreign leaders and businesspeople to consider Egypt open
for business for foreign trade and industry.

Attract Foreign Investment and international private investors to
invest in Egypt (direct, indirect, portfolio investment).

The strategic plan addresses the identified key strengths, weaknesses,
opportunities and threats that apply to Egypt’s business image now and
in the foreseeable future (see Table CS2.1).

SWOT analysis of Egypt’s business image

Strengths: Weaknesses:
1. Attractive products 1. Unaware of buyers’ needs
2. Rich in raw materials 2. Do not deliver on time
3. Cheap labour 3. Lack of training
4. Excellent location between 4. Lack of information for buyers
continents
5. Easy to establish business
6. Transparency
7. Political reform
Threats: Opportunities:
1. Lack of finance 1. Open markets
2. No database of exporters or 2. Implementing free trade

export services available agreements
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In the light of the foregoing SWOT analysis, the strategy of Egypt’s
Business Image Unit involves

creation of a team to support the unit,

creation of an identity through a logo,

creation of digital media for communication and promotion,

creation of digital promotional tools,

use of internet as an interactive media maximizing the chances of
outreach of overseas stakeholders,

arrangement of events abroad through working with public relation
firms for extensive professional media coverage,

arrangement of press tours to Egypt and allowing them to see for real
what they will write about and

upgradation of business-to-business communication to international
standards.

On the basis of extensive research, and pursued with energy and com-
mitment, Egypt’s Business Image Unit seeks to achieve a key objective of
positioning Egypt as an aspiring modern state ready to play a full role
in the global economy.

kK oskokok

In this chapter, we explore three of the key elements of branding theory —
brand identity, brand image and brand positioning — and look at ways
in which these concepts apply to the context of nation branding. This
chapter’s country case insight focuses on Egypt’s strategy to enhance
its brand image as a country for business and investment, whilst the
academic perspective looks at Nepal’s efforts to reposition itself in global
public opinion and markets.

Identity is an enthralling concept. It possesses an enduring fascination
that can be the catalyst for supremely insightful discussion and negoti-
ation, whether the identity in question is individual, group or national.
Debates on identity can, however, also degenerate into unproductive
navel-gazing, and such introspection needs to be tempered by an aware-
ness of external perceptions of identity, particularly in the context of
nation branding, where the audience of the nation-brand is not limited to
the domestic population but extends to whichever international arenas
the nation wishes to be present in. When discussing notions of identity,
there often arises confusion regarding the related but distinct concept of
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image. Therefore, it is worth spending some time clarifying these terms
and assessing their relevance to nation branding.

Identity is defined by the Concise Oxford Dictionary [1] as ‘the fact
of being who or what a person or thing is’, with a sub-sense definition
‘the characteristics determining this’. On the other hand, image is defined
by the same dictionary in various ways including ‘the general impres-
sion that a person, organization, or product presents to the public’ and
‘a mental representation’. Of course, there are numerous other dictionar-
ies that could be consulted for alternative definitions, and there will never
be universal consensus on the precise meanings of the terms. For our pur-
poses, we shall take the following simple but robust perspective — identity
refers to what something truly is, its essence, whereas image refers to
how something is perceived. Evidently, there is frequently a gap between
these two states. The identity—image gap tends to be a negative factor,
with many nations struggling with the frustration of not being perceived
by the rest of the world for what they truly are. Stereotypes, clichés and
outright racism can dominate perceptions of certain nations. It is a prime
objective of nation branding to identify such prejudices and assist nations
to dismantle and oppose the negative forces that might otherwise hold
back the nation’s economic development and standing in the world.

The nature and importance of brand identity and brand image has
been highlighted by many leading writers on brand management and
strategy. Usually, this has been done in the context of products, services
or corporations rather than in the context of nations. However, the core
concepts of brand identity and brand image are eminently transferable to
the context of nation branding. An analysis of the components of brand
identity and brand image is therefore a useful starting point to develop
an understanding of nation-brand identity and image. In his excellent
book Asian Brand Strategy [2], Martin Roll proposes the following five
important factors that companies should consider when developing a
brand identity. First, brand vision — an internal document clearly describ-
ing the future direction for the brand and the desired role and status that
the brand hopes to achieve in the stated time. Second, brand scope - a
subset of the brand vision document, outlining the market segments and
product categories the brand can enter into. Third, brand positioning —
the place that the brand strives to occupy in customers’ minds. Fourth,
brand personality — a brand can take on a personality that helps the
customer connect emotionally with the brand. Fifth, brand essence — the
heart and soul of the brand, what it stands for and what makes it unique.

Roll’s analysis of the key factors underpinning brand identity devel-
opment requires only minor modification in order to be effectively
applied to nation-brand identity development. Brand vision, brand scope,
brand positioning and brand personality are clearly as applicable to
nation-brands as to product brands. However, when it comes to brand
essence, Roll contends that this can be stated in two or three words.
Whilst this may be valid for many product or service brands, it would
be rash to apply such a minimalist approach to nation-brands, whose
multidimensional nature defies such brisk categorization. This is a central
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challenge in nation branding — the dilemma of encapsulation. How can
the infinite cultural richness of nations be reduced to the soundbite-sized
chunks of high-impact brandspeak favoured by fast-moving consumer
goods (FMCG) marketers? The answer, of course, is that nations tran-
scend such efforts at encapsulation. This is a theme that we will revisit in
later chapters, as it represents one of the fundamental issues that those
engaged in nation branding must grapple with.

Whereas Roll suggests five key factors in developing a brand iden-
tity, French professor Jean-Marc Lehu [3] suggests that brand identity
comprises twelve components, all of which need to be taken into con-
sideration when planning branding activities. The twelve components
identified by Lehu are the name of the brand — without which no clear and
unambiguous clear and unambiguous identification is possible; heritage —
every brand has a past, a narration of former events; codes of expres-
sion — graphical characteristics such as a logo, font size and type, colours,
etc.; positioning — the space occupied by the product in the minds of its
target market; status — the necessity of making a clear statement of status,
e.g. market leader, challenger brand; personality — the brand’s character,
creativity, dynamism, independence, etc.; everyday behaviour — brands
are much more in the public eye now than in previous times; beliefs —
the emotional, descriptive and qualitative components an individual will
associate with the brand; values — the increasing importance of social
awareness credentials; projected image — the image that the brand desires
and that it presents to consumers; attitude of the brand’s consumers
towards it — the relationship between brand and consumer is now an
interactive one; and finally, attitude of the brand towards its consumers —
the need for brands to study, include and respect their consumers.

Lehu’s detailed and insightful deconstruction offers multiple opportu-
nities for analysis of brand identity. It could be argued that ‘projected
image’” should not appear as a component of identity on the grounds that
image resides in the mind of the consumer and is thus beyond the con-
trol of the brand owners. As Nandan [4] has pointed out, brand identity
originates from the company whereas brand image refers to consumer
perceptions, and identity and image are thus distinct but related concepts.
However, the remaining eleven components are manipulable by brand
managers and capable of application to nation-brands. Ways in which
existing concepts of brand identity may be transferred to the context of
nation branding are illustrated in Table 2.1.

It has been argued by one of the leading writers on corporate commu-
nications that the notion of identity is central to stakeholder management,
in that a sense of identity and the core values that underpin it provide
an anchor around which all activities and communications can be struc-
tured and carried out; additionally, inside the organization, a strong sense
of identity can help raise motivation and morale among employees by
allowing people to identify with their organizations [5]. This latter point
relates to the field of internal branding, which represents another key
challenge in nation branding, namely how do you generate buy-in to the
nation-brand from a country’s own population? The notion of identity
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Brand identity components and nation-brand manifestation

Brand identity component Nation-brand manifestation

Brand vision

Brand scope

Name of the brand

Codes of expression
Everyday behaviour

Strategy document agreed upon by the various
members of the nation-brand development team —

the team should comprise representatives of the
government, public and private sectors, and civil society

Outline of the industry sectors and target markets in
which the nation-brand can effectively compete. Will
include segmentation strategies for sectors such as
tourism, inward investment, education, etc.

Some countries are known by more than one name -
Holland/Netherlands, Greece/Hellas, etc. Nations should
monitor whether such a duality in naming represents a
potential asset or liability

National flags, language, icons

Political/military behaviour, diplomatic initiatives,
conduct of international relations

What makes the brand different? The uniqueness of the nation — embodied in its culture,

Narrative identity

Advocate an ideology

history, people

National myths and heroes, stories of emerging
independence

Human rights, sustainable development, the pursuit of
happiness, etc.

Adapted from Roll [2], Lehu [3], Kapferer [6], Elliott and Percy [7], and Buchholz and Wordemann [8].

as an anchor around which brand communications may be planned, as
outlined above, is also addressed by Madhavaram et al. [9] who describe
how brand identity plays a key role in informing, guiding and helping
to develop, nurture and implement a firm’s IMC strategy. A coordinated
approach needs to be taken so that countries understand how they are
perceived by other publics around the world and to ascertain how the
country’s achievements, people, products and so on are reflected in their
brand images (see country case insight on Egypt, this chapter).
Jean-Noel Kapferer, a world authority on strategic brand management,
states that the following questions have to be answered in order to
define brand identity clearly [6]: What is the brand’s particular vision
and aim? What makes it different? What need is the brand fulfilling?
What is its permanent nature? What are its value or values? What is
its field of competence? Of legitimacy? What are the signs that make
the brand recognizable? This perspective on brand identity encompasses
both the internal elements of the brand (its permanent nature, values
and so on) and the external elements of the brand (the visual signs of
the brand). Such a blend of internal and external brand components is
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also advanced by Aaker [10] who contrasts a brand’s core identity — the
central, timeless essence of the brand — with a brand’s extended iden-
tity where various brand identity elements may be combined when the
brand enters new markets. In some ways, nation-brand development
teams are constrained by existing national iconography as regards the
visual manifestation of the nation-brand. As the late French President
Francois Mitterand warned, ‘On ne touche pas aux symboles’. On the
other hand, the internal, enduring essence of nations provides infinitely
fertile potential for constructing nation-branding campaigns.

Identity-building activities for brands need not be limited to merely
ticking boxes on identity criteria lists. There is considerable scope for
imaginative and creative input in brand identity development. Narrative
identity theory, for example, suggests that in order to make time human
and socially shared, we require a narrative identity for our self and this
is done by the stories we can or cannot tell [7]. Nations are clearly in
an excellent position to construct such identity-building narratives, given
the historical and cultural foundations upon which nations are built.
Branding and marketing professionals are not generally renowned for
their narrative skills, and therefore, it would make sense for nations
to invite their ‘real” writers to be involved in constructing the nation’s
narrative — poets, playwrights, novelists and other creative writers could
potentially play a significant role in enhancing their nation’s reputation.
This already happens in an unplanned way, but nation-brand campaigns
can benefit from a planned approach to integrating the country’s creative
community. This issue is addressed further in Chapter 5.

A further creative approach to identity-building lies in the possibility
for brands to advocate an ideology, by standing up for what the con-
sumer believes in and visibly sharing their convictions [8]. Human rights,
sustainable development and respect for the environment potentially rep-
resent some ideologies that nation-brands could advocate, although the
political nature of such ideologies throws into doubt whether such a tac-
tic could withstand a change of political regime within a country. An
incoming government, for example, may be less favourable to sustain-
able development policies than the outgoing government and therefore
would not embrace or advocate the same ideology. Changes in political
leadership can thus affect the direction of a nation-brand in the same
way that the arrival of a new CEO or marketing director can affect the
direction of a product, service or corporate (hereafter PSC) brand.

Nation-brand identity is a multifaceted concept. The principles of brand
identity explored in the previous section provide a useful grounding in
understanding the complex nature of nation-brand identity. To navigate
from the infinite and irreducible concept of national identity towards
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the more manageable concept of nation-brand identity, it is necessary to
acknowledge that nation-brand identity is built upon a limited range of
all the constituent parts of national identity. It would be impossible to
effectively develop a nation-brand identity that drew upon every strand
of a country’s national identity. External audiences — potential tourists,
investors, students, workers, etc. — are not going to be willing to receive
gargantuan amounts of information about a country’s history, culture
and people. Therefore, a key task of those engaged in constructing a
nation-brand identity is to be selective in identifying which elements of
national identity can usefully serve the stated objectives of the nation-
branding campaign. In Chapter 5, we analyse in more detail the rich and
fascinating area of national identity. In this section, we look at some ways
in which nation-brand identity may be constructed.

In a paper on the creation of a country brand for Poland, Florek [11]
describes the development of a potential core brand identity for Brand
Poland and the possibilities over which the brand could be extended. The
core value proposed by Florek for Poland’s brand is ‘nature’, based on
the country’s relatively low level of industrialization. This core value is
extended to relevant areas such as nature reserves, agrotourism, nature
trails, natural foods, resorts and spas, extreme sports and so on. This
view fits closely with Grant’s perspective on brand-as-a-molecule [31];
however, it could be argued that such a nature-based positioning would
be too limiting for an overall nation-brand and would not be useful in
attracting inward investment or boosting exports of non-natural brands.
The nature-based proposition could be more effective as a sub-brand of
the overall nation-brand rather than as the overall nation-brand itself.

In addition to the natural environment, which for many nations is
obviously a major component of nation-brand identity, there are many
other facets of nation-brand identity. The commercial brands produced
by a country, for example, can represent an important facet of nation-
brand identity. Damjan highlights this point by expressing the hope that
Slovenian brands can conquer a niche in the global market and thereby
stand as symbols of the strength of the Slovenian economy [12]. A similar
point is made by Jaworski and Fosher [13] who describe how the nation-
brand identity of Germany has been largely built upon the global success
of brands such as BMW, Mercedes and Daimler. The implication of this
for nation-brand identity development is that the country’s exporters
need to be included in, or at least consulted on, the export brand facet of
the country’s nation-brand identity.

So far, we have looked mainly at brand identity and by extension,
nation-brand identity. We will now turn to the issue of nation-brand
image and examine how this complex concept may be deconstructed. The
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mental representations that people may have of different countries can
derive from various influencing factors. Firsthand, personal experience
of a country through working or holidaying there can play a key role
in the image an individual holds of a country. When one does not have
any first-hand experience of a country, word-of-mouth can influence
country image as can numerous other inputs in the image formation
process. Other such inputs include pre-existing national stereotypes,
the performance of national sporting teams, political events, portrayals
of the country in film, television or other media, the quality of brands
emanating from the country, the behaviour of individuals associated
with a certain country and so on. These inputs can all determine to a
greater or lesser extent a country’s nation-brand image, even before one
considers the potential effects of nation-brand advertising, promotion
and development.

The most thorough examination of country image to date is provided
by Jaffe and Nebenzahl [14], in whose book country image is defined as
‘the impact that generalizations and perceptions about a country have on
a person’s evaluation of the country’s products and/or brands’. Usunier
and Lee [15] demonstrate how confusion regarding national images can
arise because of the multiple levels on which such images operate, par-
ticularly relating to the combined influence of brand name and country-
of-origin on product image where factors to be taken into consideration
include the national image of the generic product; national image of
the manufacturer; country evoked by the brand name label and country
image diffused by the ‘Made In” label. An example of the importance
attached to the national image of the generic product can be seen in the
strenuous and unrelenting efforts of the Scotch Whisky Association to
pursue and prosecute any companies that attempt to pass off as ‘Scotch’
whisky a product that does not meet the rigorous criteria for Scotch
whisky as a generic product [16].

When examining the concept of brand image and nation-brand image,
it becomes clear that segmentation of target audiences needs to be carried
out in order to both monitor and influence the image that is held by
disparate groups of consumers. As Riezebos [17] explains, brand image is
‘a subjective mental picture shared by a group of consumers’. Just as prod-
uct brands segment their consumer base by whatever segmentation vari-
ables are appropriate to their specific circumstances, nation-brands must
also segment their different audiences in order to understand existing
nation-brand images and to develop targeted communications to counter
negative perceptions and to reinforce positive perceptions. A deconstruc-
tion of the corporate image of Egypt reveals three components of the
country’s corporate image — first, institutional and political image; sec-
ond, image of Egyptian products and third, image of Egyptian business
contacts (see country case insight on Egypt, this chapter).

A commonly used technique by brand marketers who wish to assess
their brand’s image is brand personification. Brand personification
is a qualitative research technique that invites consumers (and non-
consumers) of a brand to treat the brand as if it were a person. At its
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simplest, the technique consists of asking consumers a question along the
lines of ‘If brand X were a person, what kind of person would it be?’.
Product brands have been using this technique for years, and there is no
reason why it could not be applied to nation-brands. Because brand per-
sonification is such an open-ended qualitative technique, the results can
be both surprising and illuminating and at times disconcerting. As with
any qualitative technique, the objective is not to provide statistically valid
data but rather to produce insight and understanding into the mental
associations that consumers hold regarding the brand. In the context
of nation branding, the brand personification research technique can be
used to gain insight into the degree to which the nation’s image is bound
up with its political leader or head of state. The image of Russia, for
example, may be closely associated with the image of Russian President
Vladimir Putin (see country case insight on Russia, Chapter 5).

The findings from brand personification research can provide useful
pointers for areas in which the brand personality is weak, strong, desir-
able or undesirable. It has been suggested that when a brand has a well-
defined personality, consumers interact with it and develop a relationship
in much the same way as people do in life [18]. With ever increasing use
of the internet, the consumer-brand relationship now frequently occurs
online as well as offline. However, as Okazaki [19] indicates, although
there is an abundant literature on brand personality in general, little
attention has been paid to how companies attempt to formulate brand
personality on the internet. In nation-branding terms, particularly for
smaller or emerging nations with limited promotional budgets, online
offers a relatively affordable means to attempt to establish a clearly
defined nation-brand personality.

As with any PSC brand, nation-brand image may decay over time.
The recent deterioration of Brand USA, for example, has been well docu-
mented [20]. If a nation-brand finds itself in such a situation, then a brand
revitalization programme will need to be put in place. Product brands that
have gone into decline need to display certain characteristics if a brand
revitalization programme is to succeed. These characteristics include a
long-held heritage, a distinct point-of-differentiation, and to be under-
advertised and under-promoted [21]. All nation-brands can fulfil the first
two criteria, and given the relatively recent embracing of nation brand-
ing by governments around the world, it could be argued that the vast
majority of nations are also under-advertised and under-promoted, and
thus capable of undergoing successful revitalization programmes. Sjodin
and Torn [22] describe how consumers react when a piece of brand com-
munication is incongruent with established brand associations, and the
authors go on to maintain that sometimes it may be essential to challenge
consumer perceptions if the brand is to remain relevant and vigorous.

However, challenging consumer perceptions can be a high-risk strat-
egy given that existing consumers may be alienated or alarmed by brand
communications that are incongruent with their mental associations of
the brand. Additionally, as the gurus of positioning Ries and Trout [23]
have stated, ‘.. .the average person cannot tolerate being told he or
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she is wrong. Mind-changing is the road to advertising disaster’. Whilst
advertising may be limited in its mind-changing power, this does not
imply that nation-brands should adopt a defeatist attitude. As we shall
see in Chapters 9 and 10, there exists a wide and powerful range of
tools available to nation-brands beyond just the conventional advertising
route.

The conceptual model of nation-brand identity and image shown in
Figure 2.1 displays the multidimensional nature of the identity and image
constructs in a nation-brand context. In the construction of their nation-
brands, different nations will selectively focus upon those components
and communicators of identity that are most appropriate for attaining
their specific nation-brand objectives. For example, some countries may
benefit from a range of successful branded exports and therefore seek to
integrate branded exports as a communicator of their nation-brand iden-
tity; other countries may focus more on notable sporting achievements,
their tourism offering, the activation of their diaspora and so on. What-
ever route is chosen, countries are becoming increasingly aware that in
today’s globalized economy, the sphere of country image is assuming
great importance (see country case insight on Russia, Chapter 5).

The conceptual model of the nation-brand demonstrates and acknowl-
edges the multi-faceted nature of the nation-brand construct. Key
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components of nation-brand identity such as history, territory, sport,
icons, folklore and so on represent the enduring essence of the nation.
From these enduring characteristics are derived the communicators of
nation-brand identity — these may be tangible or intangible. The model
shows how nation-brand image is derived as a consequence of nation-
brand identity as communicated through means such as cultural arte-
facts, the diaspora, brand ambassadors, marketing communications and
so on. For example, branded exports may play an important role in the
nation-brand image held by external consumers; but the market reaction
of external consumers will partly determine the types of branded exports
that are commercially sustainable. This is an important dimension of
the nation-brand construct, as it demonstrates that the nation-brand may
aspire to a certain brand image but the uncontrollability of external agents
limits the precision with which the nation-brand image can be managed.
The conceptual model also illustrates the diverse range of audiences that
the nation-brand must address.

Among the poorest agro-pastoral countries in the world, with more than
half of its population below the poverty line, Nepal is in a painful tran-
sition after a decade-long communist insurgency and instability. Past
governments have been moving forward with economic reforms that
encouraged trade and foreign investment, but the result so far has been
quite meagre. Hydropower, the main source of electricity in Nepal, has
huge potential as a cheap and clean source of energy given the great num-
ber of Himalayan torrents and rivers that flow speedily down Nepal’s
ravines. So far, however, many hydropower development plans have
only been accumulating dust on the government’s shelves. Nepal has
been largely unsuccessful in attracting investors.

Nepal is landlocked, isolated from most of the world’s transport routes
and severely constrained in surface transport because of the mountainous
topography. The difficult terrain, the remoteness, the backwardness and
the beauty of the landscape have produced a combined effect on Nepal’s
image as one of the most exciting destinations in the world. Tourism, a
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chief source of foreign currency (along with migrants’ remittances and
international aid), has been hurt by the conflict and poor law-and-order
situation. Besides tourism, many high-quality agro-food products and
large quantities of medicinal herbs, grown on the Himalayan slopes, are
available. But a full development of their economic potential is ham-
pered, as Nepal’'s products have neither competitive price (economy of
scale, cost of transport) nor easy access to world markets because of
the lack of investment in production processes, infrastructure, facilities
and market services. Reaching out to the world market is difficult, if
not impossible; so, pulling in buyers is more likely to have some suc-
cess given Nepal’s already well-known tourism destination status. Nepal
needs a quality tourism strategy aimed at attracting long-haul travellers,
holidaymakers and rest-seekers rather than hit-and-run and short-haul
visitors. So, the top priority of Nepal’s planners should be ‘quality of
context” (place-system). In Nepal’s case, the ‘quality of context” is the com-
bination of safety with the beauty of natural ecosystems and historical
(pre-industrial /pre-modern) landscapes. That means law and order,
proper sanitation facilities and hygiene, minimalist non-invasive
infrastructures and high socio-environmental standards — all well com-
municated and propagated within and outside the country in order to
create a place-brand.

The place-brand strategy, based on the ‘quality of context’, makes good
business sense for the place-systems that suffer from certain in-built dis-
advantages (rugged terrain, landlocked, etc.) and have a legacy of back-
wardness and instability, like Nepal. Nepal may have good chances with
such a place-brand strategy. Enforceable and verifiable environmental
and social quality standards may prove to be crucial in order to draw
visitors, buyers and investors. Even without a significant growth in trade
of goods and services with the outside world, this strategy may, at least,
serve the basic purpose of improving the place-system, and hence collec-
tive well-being. As a consequence, a human capital of high quality in a
happier place-system is built up. The place-brand strategy is probably a
win/win strategy for Nepal.
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The concept of positioning is a key issue in brand management and
strategy. The literature on the topic is copious. A good understanding of
what positioning entails is a key requisite for anyone involved in nation-
brand development. This is particularly so when it comes to dealing
with advertising agencies or branding consultancies, whose work rests
largely on establishing effective positioning platforms and then designing
appropriate creative executions to achieve successful implementation of
the desired positioning.
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A clear and concise definition of positioning is given by Kotler and
Keller [24], who state that ‘positioning is the act of designing the com-
pany’s offering and image to occupy a distinctive place in the mind of
the target market’. Jobber [25] builds on this definition and suggests that
the keys to successful positioning are clarity, consistency, competitive-
ness and credibility. Whilst clarity, competitiveness and credibility are
evidently useful criteria for successful positioning, the notion of consis-
tency needs to be nuanced. If consistency is elevated to a high status in
brand positioning, it could lead to excessively predictable and uninspir-
ing brand communications.

Establishing points of difference is a key task in brand positioning.
From a consumer perspective, a brand’s points of difference must be rele-
vant, distinctive and believable [26]. National tourism advertising cam-
paigns can often be criticized for scoring very poorly on the ‘distinctive’
criteria regarding effective points of difference. Many tourism campaigns
make generic, undifferentiated claims for their sandy beaches, sunny cli-
mate, laidback lifestyle and so on. Competing in this unimaginative way
represents a step on the slippery slope towards commoditization. Hence,
the recent efforts of many countries to refocus on more precise segmen-
tation strategies promote higher-end cultural tourism, where it is indeed
possible for countries to stake a claim to utterly distinctive and unique
points of difference.

Meeting the criteria of distinctiveness does, however, bring with it
one notable drawback or challenge. To make a strong and compelling
appeal to any one particular consumer segment, the brand is likely to
alienate other consumer segments; however, an acceptance of such a
sacrifice is a characteristic of highly distinctive brands [27]. This kind
of sacrifice may often be fairly easy for a PSC brand to accept — the
company behind Bacardi Breezers, for example, is unlikely to be overly
troubled by its brand’s lack of acceptance from the 65 years and older
male demographic. But for nation-brands it is a different matter. It is
much more daunting for a nation-brand to actively consider alienating a
potential consumer segment or audience, given that the nation-brand’s
remit extends to all areas of the nation’s economic life. Therefore, the
potential pitfall for nation-brands is that they select bland, inoffensive
positioning platforms that offend nobody but at the same time are rel-
atively meaningless and thus inspire nobody either. Table 2.2 illustrates
some positioning platforms that have been used by nations across the
world in recent years.

An ever-present complicating factor in nation branding in general,
and in nation-brand positioning specifically, resides in the political sen-
sitivities of the various stakeholders that must be accommodated. How,
for example, should a highly diverse Britain be cohesively positioned
[28]? This is not merely an abstract question, as some of the constituent
parts of the United Kingdom are already establishing their own, distinct
nation-brands. Scotland, for instance, developed a nation-brand posi-
tioning based on the key values of integrity, inventiveness, quality and
independence of spirit [29]. This positioning platform is quite distinct
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Nation-brand positioning platforms

Nation-brand Positioning platform

South Africa Alive with possibility

Bolivia The authentic still exists

Scotland The best small country in the world
India India shining

Thailand Amazing Thailand

Malaysia Truly Asia

from any United Kingdom umbrella branding. On the other hand, a
clear political statement may be used as the basis for a clear, positive
positioning platform as can be seen in the case of Costa Rica, whose
commitment to democracy and rejection of a standing army has allowed
the country to position itself as a peaceful ecotourism destination [30].
Positioning strategies used by other nation-brands can be seen in the
country case insights on Estonia (Chapter 9), Egypt (this chapter), Brazil
(Chapter 6), Chile (Chapter 3), Switzerland (Chapter 4) as well as in
the academic perspectives focusing on Nepal (Chapter 2) and Northern
Ireland (Chapter 10).

We have argued above that when it comes to brand positioning and
brand communications, consistency may be an overrated virtue. Obvi-
ously, wild and random fluctuations in brand positioning will lead to
consumer confusion and erode brand equity and are not to be recom-
mended. However, an imaginative approach to the consistency dilemma
is advocated by John Grant [31], who expresses his standpoint as follows:

‘The way to manage brands is coherence, not consistency. Consistency is
the idea that you need to make your marketing all look the same. But the
most interesting brands, like people, are authentic (true to themselves)
and can afford to be freer in their range of activities.’

There may be lessons to be learnt in this regard from modularity, a
technique practised in the field of innovation and new product devel-
opment. Modularity has been described as building a complex product
from smaller subsystems that can be designed independently yet function
together as a whole [32]. Transferring this concept to the domain of nation
branding, the overall umbrella nation-brand may be viewed as the ‘com-
plex product” whilst entities such as inward investment agencies, tourism
boards, export promotion agencies, etc. may be viewed as the ‘smaller
subsystems that can be designed independently yet function together as
a whole’. When utilizing the technique of modularity, different compa-
nies take responsibility for each of the modules in the knowledge that
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their collective efforts will create value for customers [33]. By adopting a
modularity approach, nation-brands may be able to liberate themselves
from the straitjacket of consistent but bland, indistinct positioning and
communications. The nation-brand development team will need to act as
the architect company, ensuring that brand design rules are clearly set
out to the different national agencies, each of whom are tasked with cre-
ating their own ‘module’ or sub-system to be integrated into the overall
nation-brand.

This chapter has discussed the key branding concepts of brand iden-
tity, brand image and brand positioning. A distinction has been made
between the two frequently confused concepts of identity and image.
The components of nation-brand identity and nation-brand image have
been analyzed, and the issues involved in positioning the nation-brand
have been discussed, with the repositioning of Nepal covered in Prof.
Dipak Pant’s academic perspective. Basic principles of branding have
been shown to apply to whole nations, despite the increased complexity
inherent in a nation-brand as compared with a PSC brand.
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Chile “All Ways Surprising” or Chile ‘Always Surprising’ are the main
slogans used for the new country brand of Chile, which wants to posi-
tion itself as unique in the continent. The new logo and slogan were
designed by ProChile, the Export Promotion Bureau, which is responsi-
ble for implementing and enhancing Chile’s trade policy and promoting
of the country in international markets.

Located in the Southern part of Latin America, Chile has become a
regional leader thanks to its democratic stability that offers a secure busi-
ness environment. Chile extends over a surface more than 4000 km long
with an average width of 180 km. It is the longest South American coun-
try. It has developed a robust economy, based on a diversified production
structure coupled with a low inflation rate, stable external accounts and
strong international reserves. Chile has a vast network of free trade agree-
ments with other countries, including the USA, EU and Korea among
others, which have placed it in a privileged position as a leading world
trader and a strategic business base in the region. However, the main
export products are still largely limited to copper and traditional products
such as fresh fruit.

The country is positioning itself through ProChile as ‘Chile, all in one
country’, which can produce and sell a more diversified range of products
because of its geographical locations. The objective is to develop an array
of export products ranging from exquisite salmon to world-class wine to
fresh fruit and to award-winning extra virgin olive oil. For instance, "We
have it!" was the theme of recent advertising appearing in the Chilean
airline LAN’s in-flight magazine. International focus groups in London,
New York and other key capitals around the world formed part of an
independent study, as well as the development of a new brand strategy,
led by Interbrand the specialist brand agency selected by ProChile to
carry out the country brand strategy in 2005.

Certainly, there have been two key industries that have helped to
create a clear positioning of Chile in international markets. These are
the wine industry and the salmon industry. This case is going to focus
on Chile’s wine industry and discuss the effect of nation branding and
country-of-origin on this crucial sector of the Chilean economy.
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The Chilean wine industry operates in a highly competitive international
environment, exporting more than 50% of local wine production. In 1990,
Chilean wines represented less than 1% of the global wine market; by
2005, this figure had risen to nearly 10%. Exports to Europe, the USA and
Asia grew most markedly, registering a total of US $600 million in 2002.
Chilean wine producers now export more than 50% of their produce to
90 countries in five continents around the world.

According to the previous figures, traditional European wine produc-
ers have faced unprecedented competitive challenges over the last decade
as so-called ‘new world” wines (e.g. from the USA, Australia, Chile,
South Africa, New Zealand) have become ever more prominent in the
marketplace. The reputation of wine-producing countries and regions
has previously been relied upon as a core feature of differential advan-
tage. Studies carried out by different researchers have suggested that
geographic origin or country-of-origin effect (COO) does matter in this
industry. Wine tends to be perceived as a national product with compa-
nies from a single country sometimes cooperating in generic advertising
campaigns. This reflects the notion that wine has a fairly strong COO
effect and can readily be promoted in this way.

In the new competitive environment, Chile has continued working to
position itself as a wine country by creating links between its culture,
tradition, singular geographic position and tourism as other wine pro-
ducer countries have done with relative success. This combination of
cultural and geographic characteristics constitutes an important dimen-
sion of Chile’s nation-brand equity (NBEQ).

As an early step in this positioning strategy, in 2002, Vifas de Chile
and Chile Vid! introduced their project for the international marketing of
Chilean wines by re-launching, after 2 years of inactivity, the ‘Wines of
Chile’ brand. Target markets for the campaign include Germany, the USA,
Japan and the United Kingdom. This entity is responsible for handling
development plans and the promotion of Chilean wines” image abroad.
This means that the Wines of Chile challenge is to take charge of putting
into practice the international development strategy of the wine industry,
giving it a unified vision abroad and also a development plan that allows
it to create a trustworthy marque for consumers through which Chile
is presented as a single country showing its best attributes — friendship,
emotions, lifestyle, naturalism, magic realism and sensuality.

Although Chilean wines have successfully penetrated international
markets, Chile is still recognized as a small production country compared
with the big worldwide wine producers of France, Australia, Italy and
Spain. Until now, the international competitiveness of the Chilean wine
industry has been based on its good quality—price relationship or value
for money. On the other hand, the international competitiveness of other
wine producers such as California and Australia has been based on prod-
ucts with a range of higher prices and excellent quality. International

! Chilean wines export associations
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wine experts and international reports have illustrated an opinion that,
although Chilean wines have clear competitive advantages in terms of
agricultural and climate conditions for wine production, there remains a
huge gap in the coordination of international marketing strategies com-
pared with competitors such as Australia, France and the USA.

For example, although Chilean wines are well known in the specialist
media, average consumers are not fully aware of the importance of Chile
as a wine producer. This situation may be explained by the fact that
Chile has only established its reputation and gained recognized market
share in the past 10 years within worldwide wine markets. According to
ProChile, the Chilean governmental export promotion office, countries
such as Australia and South Africa have shown in the UK market the huge
potential of campaigns aimed at introducing their wines into the collective
consciousness of British consumers. However, in the case of Chile, many
of these consumers are aware of this South American country but not
in terms of a precise geographical location. In addition to this, during
2002, other wine-producing competitors also started generic campaigns
based on regions and countries of origin, e.g. Bordeaux, or “Wines from
Spain’ using posters and magazines with their slogan ‘Spanish wine —
Body and Soul'. It is therefore becoming ever more important for Chile
to enhance its COO effect through effective nation branding, as well as
actively promoting its wine sector in particular.

In this evolving competitive environment, what should the Chilean
wine industry do next in terms of positioning and branding using the
new Chile slogan and brand strategy? This is a question that most wine
companies, wine export associations and the Chilean export promotion
office are looking to answer. Wines of Chile should become an organi-
zation that represents the interests of Chilean wineries abroad and be
fully coordinated with other key industries that the Chilean Government
wants to engage as part of the ‘All Ways Surprising’ campaign.

It remains to be seen whether Chile “All Ways Surprising’ is the best and
right slogan for the country. Some believe that a unique positioning based
on one specific industry should be the solution. Others argue that the
Chilean country brand should not benefit any one industry in particular.
But what is the key element of Chile? Its wines, the salmon, the Andes
mountains, the Pacific Ocean, the desert, the glaciers. . . ? Or maybe none
of these comes clear to the top of mind of our potential international
consumers? As its says, Chile is all ways surprising!

k %k ok ok ok

This chapter focuses on the concept of brand equity. We first look at
the two major perspectives on brand equity, the consumer perspective
and the financial perspective. We then apply the brand equity concept
to nation-brands and examine the range of potential sources and dimen-
sions of NBEQ. The country case insight in this chapter demonstrates how
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Chile’s NBEQ derives to a considerable extent from its cultural and geo-
graphic characteristics, whilst the academic perspective by Prof. Francis
Buttle provides insights into the applicability of customer relationship
management (CRM) techniques to nation branding.

The term ‘brand equity” is a prominent one in the theory and practice
of branding. Fundamentally, brand equity refers to the value of a brand.
The notion of equity is borrowed from the field of finance; although,
when the term is transposed to the field of branding, it loses any precise,
universally accepted meaning. As we shall see, there are two distinct
approaches to viewing the concept of brand equity. One approach may
be characterized as the consumer perspective, wherein brand equity may
be evaluated in terms of consumer awareness of the brand in question,
consumer judgements regarding brand quality, uniqueness, prestige and
so on. The alternative approach to viewing brand equity is the financial
perspective, which involves attempts of various kinds to attach a financial
value to specific brands. Within both the consumer perspective and the
financial perspective, there exist several different viewpoints with regard
to what brand equity means. These different viewpoints will now be
examined.

One of the leading proponents of the consumer perspective on brand
equity, Kevin Lane Keller, uses the term customer-based brand equity
(hereafter CBBE) which he defines as ‘the differential effect that brand
knowledge has on consumer response to the marketing of that brand’;
Keller elaborates upon this concise definition by suggesting that
‘customer-based brand equity occurs when the consumer has a high level
of awareness and familiarity with the brand and holds some strong,
favourable, and unique brand associations in memory’ [1]. In a study
by other researchers, the following four dimensions of CBBE were pro-
posed — brand awareness, brand associations, perceived quality and
brand loyalty [2]. It is important for nations to conduct research to gain
insight into such dimensions of their NBEQ, rather than relying on gut
instinct. Many nations might assume, for example, that they are suffer-
ing from negative brand associations, when in reality there might be an
almost complete lack of awareness of their nation-brand in the minds of
external audiences. The need to conduct ongoing research into a nation’s
brand equity is highlighted by Prof. Akutsu, who notes that ‘just like
a company brand, the equity of a nation resides in the minds of its
audiences’ (see country case insight on Japan, Chapter 9).
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Still grounded in the consumer perspective on brand equity, although
utilizing the vocabulary of accounting, Aaker states that brand equity
represents ‘a set of brand assets and liabilities linked to a brand, its
name and symbol, that add to or subtract from the value provided by
a product or service to a firm and/or that firm’s customers’ [3]. The
idea of adding value is also referred to by Farquhar [4], who defines
brand equity as ‘the added value to the firm, the trade, or the consumer
with which a given brand endows a product’. Farquhar’s inclusion of
‘the trade’ is a useful indication that the consumer perspective on brand
equity should take a broad-based view of who the ‘consumer” or the
‘customer’ is. Stakeholder models suggest that a brand must appeal to and
communicate with multiple constituencies, rather than take a myopic uni-
dimensional view of the customer. The stakeholder theory of brand equity
is articulated by Jones [5], who argues that brand value is co-created
through interaction with multiple strategic stakeholders, and therefore, it
would be erroneous to focus only on the customer when assessing brand
equity. The country case insight on France provides a nation branding
illustration of Jones” perspective on brand value being co-created with
multiple strategic stakeholders (see Chapter 10).

Temporal [6] describes how the term brand equity is often used in
referring to the descriptive aspects of a brand, whether symbols, imagery
or consumer associations, and to reflect the strength of a brand in terms of
consumer perceptions. Nations are particularly rich in terms of symbols
and imagery, with every nation possessing its own unique and distinctive
iconography. These, and other components of national identity, underpin
nation-brand development and ensure that nation branding remains an
encapsulation and expression of a nation’s true essence, rather than a
mere PR exercise.

Brand equity can create a relationship and a strong bond between brand
and consumer, which grows over time, involving trust and an emotional
connection [7]. Baker [8] defines brand equity as the value imputed to a
brand that recognizes its worth as an asset; this value reflects the market
share held by the brand, the degree of loyalty and recognition it enjoys,
its perceived quality and any other attributes that distinguish it posi-
tively from competitive offerings, e.g., patent protection, trademark and
so on. Baker’s perspective on brand equity is echoed closely by Riezebos
[9] who identifies four sources of brand equity: the size of the market
share; the stability of the market share; the price margin of the brand
for the organization and the rights of ownership (patents, trademarks)
linked to the brand. Kapferer [10] in his discussion of brand equity also
proposes four indicators of brand assets: aided brand awareness; sponta-
neous brand awareness; membership of the consumer’s evoked set and
whether the brand has already been consumed. A similar view is taken
by De Chernatony and McDonald [11], whose view is that brand equity
describes the perceptions consumers have about a brand, and this in turn
leads to the value of a brand.

Consumer loyalty is a key element in brand equity. Brand-building
efforts typically revolve around creating differentiation and value for
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consumers, and achieving high levels of customer loyalty is a useful met-
ric for assessing the success of a brand’s strategy. Whereas PSC brands
have for many years dedicated considerable resources to developing loy-
alty programmes, nation-brands have taken relatively few initiatives in
this area. In his academic perspective in this chapter, Prof. Francis Buttle
explores the potential application of CRM principles to nation-brands.
An enlightened view on building customer loyalty acknowledges that
loyalty programmes must aim to build consumers” emotional attachment
to the brand rather than aiming solely at engendering repeat buying,
because the correlation between emotional loyalty and brand purchase is
exponential rather than linear — at the highest level of emotional loyalty
to a brand, consumers will buy at least twice as much as consumers just
slightly less attached to the brand, and often three to four times more [12].
As rich repositories of cultural meanings, possessing deep emotional and
experiential qualities, nation-brands should be well-placed to develop
such emotional attachment to their brands.

In the context of product brands, it has been shown that regular
permission-based e-mail marketing can have various positive effects on
brand loyalty: e-mail-activated consumers go on to visit retail stores,
recommend the brand to their friends, and loyal customers appear to
appreciate regular communication and various other information content
from the brand more than mere offers [13]. If a brand fails to develop
customer loyalty, then there is the risk of what Perrin-Martinenq [14]
has termed ‘brand detachment’, where the affective or emotional bond
between a brand and a consumer dissolves in a similar way to the dissolu-
tion of other types of relationships. One way in which nation-brands can
avoid the negative consequences of such ‘brand detachment’ is through
the application of CRM principles to the nation’s full range of audiences
and stakeholders (see academic perspective, Chapter 3).

The visual manifestations of a brand clearly play an important role
in contributing to overall brand equity. For many consumers, a brand’s
logo, name, symbols, typeface, colour scheme and so on will represent a
prime trigger of and contributor to brand awareness. It has been claimed
that there is a significant relationship between visual design and positive
brand responses in terms of positive affect, perceptions of quality, recog-
nition and consensus of meaning [15]. Nations need to actively manage
their visual identity to ensure maximum impact and synergy across dif-
ferent target audiences and stakeholders — this has been done through
campaigns such as Iceland Naturally (see country case insight, Chapter 8)
and Brazil IT (see country case insight, Chapter 6).

As we have seen, the consumer perspective on brand equity has clear
relevance to nation-brands, particularly in the light of stakeholder
theory’s concept of multiple audiences, which for nation-brands include
potential tourists, investors, employees, students and consumers both
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domestic and international. The relevance to nation branding of the
financial perspective on brand equity is less obvious. In this section,
we briefly overview the financial perspective on brand equity before
discussing one specific attempt that has been made to place a financial
valuation upon nation-brands.

To date, there is no universal consensus on accounting methods and
procedures for the financial valuation of brands. There are, however, cer-
tain techniques available to companies and analysts who wish to make
an estimate of a brand’s financial value. Such techniques include valua-
tion by historic costs, valuation by replacement costs and valuation by
future earnings. Valuation by historic costs treats a brand as an asset
whose value is derived from investments over a period of time; valuation
by replacement costs centres upon estimating how much it would cost
to create an equivalent brand, and valuation by future earnings aims to
estimate future cash flows associated with the brand [16].

Probably the most high profile and widely known exercise in brand
valuation is the annual 100 Top Brands survey conducted by branding
consultancy Interbrand and published by Business Week magazine. To
qualify for the top 100 list, each brand must have a value greater than
$1 billion, derive about one-third of its earnings outside its home country
and have publicly available marketing and financial data. Interbrand’s
methodology is based on the future cash flow technique. A detailed
description of this method can be accessed at Interbrand’s website [17].
Interbrand’s top six global brands in 2005, along with their estimated
financial valuations, were as follows: Coca-Cola ($67.5 billion), Microsoft
($59.9 billion), IBM ($53.3 billion), GE ($46.9 billion), Intel ($35.5 billion)
and Nokia ($26.4 billion). From a corporate point of view, brand valuation
can be a useful tool in that it can allow a company to use a brand to raise
credits, determine potential revenue streams from licencing agreements
and gain an insight into the value of a possible future brand acquisi-
tion [18]. Whilst the potential benefits of conducting brand valuation are
thus clear, at least in the case of most PSC brands, what, if any, relevance
does financial valuation of brands hold for nation-brands?

In his book Competitive Identity [19], nation-branding expert Simon
Anholt explains that he has incorporated a financial valuation of nation-
brands into his Nation Brands Index (NBI) in order to give ‘a sense of
the real contribution of the brand to the nation’s economy’. This view is
in line with the perspectives on brands as assets discussed above. Anholt
uses ‘royalty relief’ methodology in order to calculate the financial val-
uation of nation-brands, and in the last quarter of the 2005 NBI survey,
this resulted in the following valuations for the top five nation-brands:
USA ($17.9 billion), Japan ($6.2 billion), Germany ($4.6 billion), UK
($3.5 billion) and France ($2.9 billion). Whilst there will always be debate
within accounting and financial circles as to the validity of the various
brand valuation techniques currently in use, Anholt’s innovative attempts
at financial valuation of nation-brands may help to focus governments’
attention on the need to cultivate their nation-brands in an increasingly
globalized economy.
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Although CRM entered the management lexicon in the early 1990s, it is
still a disputed territory. There is no firm consensus on the meaning of
the term. This is in part because a number of different types of CRM have
been identified — operational, analytic, collaborative and strategic — and
although these are related, they are in some senses quite different. My
view of CRM is that it involves the application of technology to help
manage interactions and transactions with customers, so that organiza-
tions can optimize their returns across their customer portfolio. Not all
customers want or value the same experiences, products, services, infor-
mation, interactions or benefits. Neither are all customers equally valu-
able. CRM lets organizations identify and respond to these differences in
a cost-effective manner.

At a macro level, a nation’s ‘customer’ portfolio might include its
own citizens, nation-trading partners, foreign consumers of the nation’s
goods and services, international organizations, political allies, political
opponents, tourists and inward investors.

Drilling down into each of these categories yields more differentiation.
The citizen group is not homogenous. Different subsets of citizens want
and value different services and information from government. Consider
the case of Knowsley Metropolitan Borough Council. This Merseyside
metropolitan district has a population of approximately 150000 peo-
ple with a relatively young age profile. Knowsley has implemented
citizen relationship management, investing in Onyx CRM. The coun-
cil produces over 1000 services for its citizens through nine operational
departments. It not only uses CRM to ensure greater consistency and
performance in service delivery but also to make certain that citizens
are aware of and get access to the services to which they are entitled.
It is striving to develop a 360° view of its citizens so that it knows
the history of service provision to each citizen. This will enable it per-
forms trend and cluster analysis, improves service provision to different
groups of citizens and tracks inbound and outbound communications
across departmental silos. Knowsley reports that CRM has delivered
annual savings of well over £250 000, which can be diverted to service
enhancement.

This same principle of meeting different needs cost-effectively with
the support of IT extends into all other groups of a nation’s customers.
The key is to have clear relationship management objectives and relevant
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customer insight. Consider foreign direct investment (FDI). Australia’s
share of FDI fell from 1.6 to 0.6% between 1996 and 2001, sparking serious
government concern about the country’s ability to understand the needs
of, and satisfy the requirements of, investors. The 2002 report from Invest
Australia entitled ‘Global Returns: The National Strategic Framework for
Attracting Foreign Direct” was quite clear about the need for customer
(investor) insight.

‘Understanding the drivers of investment location decisions is important
in determining Australia’s competitive advantages, formulating generic
marketing messages and developing targeted campaigns for priority
industry sectors. In addition, insight into the investment decision-making
process and the operating methods of investors helps to target potential
investors effectively.’

CRM systems not only store this information at a unique customer
level, and make it available to users when and where they want, but are
also able to perform analysis to identify trends and patterns, and pre-
dict decisions. They can be used for lead and opportunity management,
contact management, proposal generation, campaign management and
knowledge management. Essentially, any functionality that marketing,
sales and service personnel want to enable them to understand, service
and satisfy a nation’s many customers effectively and efficiently is avail-
able in today’s CRM systems.

kK sk kok

In this section, we identify the major sources of NBEQ that potentially
form the basis for developing strategic nation-branding campaigns. These
sources are presented in the form of an asset-based model of NBEQ (see
Figure 3.1) in which the internal and external assets comprising NBEQ
are conceptualized in terms of innate, nurtured, vicarious and dissem-
inated assets. We build on the preceding discussion and definitions of
brand equity and apply them to the context of nation branding. We define
NBEQ as the tangible and intangible, internal and external assets (or liabil-
ities) of the nation. These internal and external assets (or liabilities) rep-
resent the sources of NBEQ. Internal assets are conceptualized as innate
(iconography, landscape and culture) or nurtured (internal buy-in, sup-
port for the arts). External assets are conceptualized as vicarious (country
image perceptions, external portrayal in popular culture) or disseminated
(brand ambassadors, the diaspora, branded exports). These sources will
now be discussed in terms of their contribution to overall nation-brand

equity.
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External portrayal in | The diaspora
Branded exports

popular culture

Vicarious

Disseminated

External assets

We view a nation-brand’s internal assets as being either innate or nur-
tured. Innate assets are enduring elements of national identity, those
aspects of the essence of the nation that can be viewed as assets in
attempts to build nation-brand equity. Such assets include a nation’s
iconography, landscape and culture. Nurtured assets, on the other hand,
derive from conscious contemporary efforts to create a healthy environ-
ment for nation-brand equity development. Internal buy-in and support
for the arts represent such nurtured assets.

The distinguishing features of a nation include its iconography, land-
scape and culture, and these provide a powerful and authentic means of
differentiation for the nation-brand. A nation’s iconography comprises
visual images, symbols and other unique representational elements asso-
ciated with the nation. National flags are the most obvious element of a
nation’s iconography, although the modern meaning of the word ‘icon’
now extends to cover places, individuals and even products that have
attained the status of symbolically representing something with wider
connotations in society. In this light, for example Nelson Mandela may
be regarded as an icon of South Africa, the Acropolis as an icon of Greece
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and whisky as an icon of Scotland. As with the other innate assets pos-
sessed by nations, these elements are unique and cannot be copied — the
kind of distinctive attributes that any type of brand is built upon.

Landscape, including cities, plays a prominent role in helping define
the essence of a nation and thus may be regarded as a key component of
nation-brand equity. Landscape is one of the great equalizers in nation
branding — even if a nation is economically poor or disadvantaged in
other ways, it may possess landscape that is sufficiently distinctive to
represent a powerful asset. The coloured lagoons, exotic rock formations
and volcanic craters that surround the Uyuni Salt Flats in Bolivia, for
instance, represent a key asset for that nation (see country case insight
on Bolivia, Chapter 7). Another nation that is economically deprived
yet rich in unique and dramatic landscape is Nepal, where the beauty
of the landscape has contributed to that country’s image as one of the
most exciting destinations in the world (see academic perspective on the
repositioning of Nepal, Chapter 2).

As with iconography and landscape, a nation’s culture represents a
truly unique and authentic facet of national identity. These assets are
not contrived artificialities devised by marketers; on the contrary, they
are authentic manifestations of what the nation truly is. Culture, in par-
ticular, offers an infinitely rich source for nations attempting to fashion
their nation-brand. Russia, for example, has been increasingly active in
modernizing its cultural centres abroad as part of a wider attempt to
develop a more positive image for its nation (see country case insight on
Russia, Chapter 5). For smaller or emerging nations with limited financial
resources, highlighting their national culture through music, film, litera-
ture, art, and food and drink represents a far more attractive and feasible
means to build nation-brand equity rather than potentially expensive and
superficial advertising campaigns.

Traditional forms of culture may play a critical role in terms of external
recognition of the nation, but these must not be allowed to position the
country as backward-looking as this would act counter to attempts to por-
tray the country as a vibrant modern economy. The fast-growing sector
of ecotourism provides a contemporary context within which a focus on
the past, in terms of promoting a nation’s traditional culture, represents
a potentially key aspect of sustainable development. The true identity
of Bolivia, for example, lies largely in its ancestral cultures manifested
in folklore, clothing, food and ancestral traditions, and these aspects of
culture form a core part of the country’s “The authentic still exists” posi-
tioning (see country case insight on Bolivia, Chapter 7).

Music, film, literature, language and sport represent some of the
expressions of contemporary culture that can play a significant role in
determining country image perceptions and that therefore should be
integrated into nation-branding strategy. Negative perceptions connected
with a country’s political regime or military profile may be offset by
more positive associations with the same country’s contemporary culture.
The worldwide appetite for American films, for example to some extent
counterbalances the hostility in many parts of the world to perceived
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American dominance of world affairs. Organizations such as the British
Council are charged with the task of actively promoting British culture
abroad, thus implicitly acknowledging the economic importance of cul-
ture. For smaller countries with a low or invisible political profile, culture
can compensate through enabling a perceptual niche to be occupied on
the global stage through association with the nation’s unique and dis-
tinctive cultural figures.

One source of nation-brand equity that has to some extent be overlooked
both by nations and also by researchers is the issue of securing internal
buy-in to the nation-brand. This represents a communications challenge
for those organizations whose role is to promote a nation abroad. If the
domestic population and other domestic stakeholders are not aware of
the images and reputations that are being projected of their own country,
they cannot be expected to ‘live the brand’. The result can be a gap
between reality and the projected image, which will create dissonance
when tourists, foreign investors and so on discover that the nation’s
projected image is not rooted in reality. There needs to be internal buy-in
to the nation-brand by both the public sector (see country case insight
on Estonia, Chapter 9) and also by private sector companies in their
behaviour with foreign companies (see country case insight on Egypt,
Chapter 2). In terms of generating internal buy-in from the country’s
citizens, Taiwan invited the public to vote online to choose the set of
iconic images that would be used in the country’s future branding. It
may therefore be argued that rather than expecting the population of a
country to ‘live the brand’, the nation-brand should be reflective of the
people and the culture.

Another key nurtured asset is support for the arts. Support may come
from the state through organizations tasked with fostering the nation’s
cultural life; alternatively, support may be more overtly commercially
driven through sponsorship of the arts by private companies. Manage-
ment of the commerce—culture interface can be problematic. Tradition-
ally, suspicion abounds between the worlds of commerce and culture.
Although patronage of the arts by wealthy business people dates back
several centuries and continues in varied forms in the present day, many
individuals and organizations from the cultural sector harbour serious
reservations about using culture as part of a branding strategy. The word
‘brand’ in particular alienates many people. On the other hand, business
people often appear to lack a sense of cultural awareness and reject any
initiative that is not easily or immediately quantifiable, a common view
being that culture is either a luxury or an irrelevance.

Loyalty is an important component of brand equity. In the context of
nation-brands, programmes need to be put in place to enhance loyalty lev-
els amongst a very diverse range of ‘customers’, including the country’s
own citizens, trading partners, foreign consumers of the nation’s goods
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and services, international organizations, political allies, tourists and
inward investors (see academic perspective on CRM and nation branding
in this chapter).

The external assets that constitute nation-brand equity are either vicari-
ous, in that they are experienced second-hand rather than through direct
personal contact, or they are disseminated, tangible projections of the
nation-brand existing beyond the nation’s homeland and throughout the
wider world. As with the nation-brand’s internal assets, these external
assets need to be strategically managed if they are to deliver maximum
benefits to the nation.

Country image perceptions may not always in accord with reality, and
where this occurs, a conscious strategy needs to be implemented in order
to ensure that negative or outdated perceptions do not damage overall
nation-brand equity. On the other hand, a negative image may be an accu-
rate reflection of underlying problems such as high crime levels, govern-
ment corruption and so on. In this case, remedial action to tackle the real
problems needs to occur before any branding work can be undertaken.
It is important to monitor and evaluate existing country image percep-
tions and to manage these effectively. Such perceptions can be a powerful
asset or a severe liability. If image tracking is not done, then historically
skewed and stereotypical imagery may obscure the present-day reality
of the nation. This issue is addressed further in Chapter 9 in terms of
nation-brand tracking studies. Sometimes, a country’s image is strongly
positive but only in one dimension, and this can be problematical in that
it limits that nation’s potential scope of activity. For example, Egypt is
currently addressing the challenge of being perceived solely as a tourism
destination rather than also as a business destination (see country case
insight on Egypt, Chapter 2). A similar challenge is being successfully
addressed by the Brazilian information technology sector, where a lack
of knowledge about the existence of Brazil’s IT sector was hampering the
country’s efforts to compete effectively on the global stage (see country
case insight on Brazil, Chapter 6). As Prof. Stephen Brown notes in his
academic perspective (Chapter 10), ‘there is more to Brazil than carnival’.
There are many sources of nation-brand equity that are beyond the
control of those responsible for orchestrating nation-branding campaigns.
For example, national sporting teams may perform poorly, government
may prove to be blatantly corrupt and companies producing branded
exports may be caught behaving in an unethical and anti-social way.
In the same way, little control can be exerted over external portrayals
of a country in popular culture. Positive or negative national stereo-
types may be endlessly repeated in books and on film. Although these
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phenomena cannot be controlled, it is important to manage their effects
and consequences by forefronting that which is positive and helpful to
the nation-brand, and downplaying more negative portrayals. The film
Braveheart, whilst of questionable historical accuracy, has raised the pro-
file of Scotland and contributed to the country’s positioning as heroic
underdog. Other small countries that do not receive the same external
portrayal in popular culture may struggle to establish themselves in the
minds of consumers.

Cinema is not the only medium through which powerful images of
contemporary culture can be expressed. Music can play a similarly pow-
erful role, and this is acknowledged through the public funding of con-
temporary singers and bands to tour abroad, enhancing the country’s
reputation in a non-military, non-imperialistic way. This may be partic-
ularly important for nations such as Britain where the legacy of Empire
may be viewed by many in a hostile manner.

A potentially cost-effective strategy for countries lacking the resources
to undertake expensive promotional campaigns is to appoint a network
of brand ambassadors whose role is to advance the nation-brand at
every opportunity. In Scotland, the internationally known golfer Colin
Montgomerie has been appointed as such a brand ambassador. Individ-
ual companies within Scotland, such as Scotch whisky company William
Grant & Sons, employ brand ambassadors in order to enhance their cor-
porate reputations, and it is likely that nations will in future also view
the use of the concept of brand ambassadors as an integral component
of their nation-brand equity. A key issue when appointing brand ambas-
sadors is to ensure that as far as possible, the individuals selected truly
reflect the personality of the country and the positive attributes that the
nation wishes to project. Many sporting figures are de facto nation-brand
ambassadors, even if they have not officially been appointed to such a
role. For certain audiences, individuals such as tennis player Roger Fed-
erer could be regarded as a brand ambassador for Switzerland, footballer
Ronaldo as a brand ambassador for Brazil and so on.

Closely linked to the concept of brand ambassadors is the diaspora
that a nation may possess. The diaspora may be viewed as a pre-
existing network of potential nation-brand ambassadors awaiting activa-
tion. Leautier [20] has stated the people within diaspora networks ‘can
be crucial bridges between state-of-the-art in policy, technological, and
managerial expertise and local conditions in their homeland’, a view that
is shared by Kuznetsov and Sabel [21] who identify policy expertise and
managerial and marketing knowledge as the most significant resources
of diaspora networks. However, this intangible benefit of diaspora net-
works is complemented by the more tangible financial benefit offered by
diaspora networks through the provision of FDI and individual remit-
tances. China, for instance, has benefited hugely from its diaspora in
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terms of FDI — the Chinese diaspora has provided an estimated 70% of
recent foreign investment [22]. For other countries, remittances play an
equally crucial role in the home country’s economy. Haiti and Jordan,
for example, both receive about the equivalent of 20% of GDP from
remittances [23].

The third type of disseminated asset is branded exports. Branded
exports can play an important role in establishing a country’s reputation
abroad. Chilean wine producers, for example now export more than 50%
of their produce to ninety countries in five continents around the world
(see country case insight on Chile, Chapter 3). For many consumers, their
only personal experience of Chile will be through consuming a brand
of Chilean wine. Branded exports may be viewed as a key asset in a
nation’s brand equity; therefore, countries engaged in nation branding
need to ensure that the nation’s export promotion agency is adequately
resourced.

In this chapter, the concept of brand equity has been applied to the con-
text of nation branding through a focus on the sources and dimensions
of nation-brand equity. Differing, though complementary, perspectives
on brand equity have been analyzed in terms of the consumer perspec-
tive and the financial perspective on brand equity. Taking an asset-based
perspective on nation-brand equity, we have seen how NBEQ comprises
internal and external assets that can be considered as being innate, nur-
tured, vicarious or disseminated, whilst the country case insight in this
chapter gives a view of some of the characteristics of Chile’s NBEQ.
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In a world that has been largely globalized, the image of a country and
its promotion assume an ever larger importance economically, politically,
socially and culturally. Since 2000, Switzerland has enacted a law regard-
ing the promotion of its image abroad and established an organization
charged with the coordination of the various actors and activities in this
field.

This contribution will first of all present the current situation in
terms of image promotion in Switzerland. The various studies done of
Switzerland’s image abroad will then be briefly presented. These elements
will allow for a discussion on the results obtained and on the measures
taken to correct the image deficit and image problems encountered.

Always considered important, the promotion of Switzerland’s image had
previously been managed in a fragmented manner by various public and
private sector organizations. A number of reasons explain this partic-
ular situation. On the one hand, Swiss federalism gives relatively few
powers to the federal government on such issues. For example eco-
nomic promotion, including lobbying for the relocation of industries, is
still a power of the Cantons. On the other hand, the diversity of issues
involved in the promotion of the country has led to the creation of a
large number of agencies and organizations, each focusing on a particular
aspect.

For a number of reasons, the most important being the Jewish World
War II dormant accounts (1995-2000) — a crisis that has effectively stained
the image of Switzerland, mainly in the United States — a law aimed at
coordinating the image of Switzerland was enacted and institutions put in

! The content of this article engages the sole responsibility of the author and not that of the
mandating organizations.
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place. We should mention the creation, within the federal administration,
of a new Office, Presence Switzerland, that assumes directly some of
the promotional tasks but that, above all, coordinates the activities of
other organizations active in that particular field (Pro Helvetia, Swiss
info, Location Switzerland, OSEC Business Network Switzerland, Swiss
Tourism).

The establishment of this coordination organ has allowed the estab-
lishment of priorities (what types of activities in what countries) and to
move forward in a coordinated manner especially when dealing with
large international events (Olympic Games, Universal Exhibitions, etc.).

To be able to define a strategy in terms of image promotion in the various
countries identified as priorities, Presence Switzerland has systematically
conducted studies on the image of Switzerland abroad. All these stud-
ies were done using the same research strategy and methodology, thus
allowing for cross-study comparisons. Table CS4.1 shows the studies
realized between 2001 and 2006.

Overview of studies on the image of Switzerland

Year

2001

2001

2002

2002

2003

1004 (18 years 150 p; 150 j

Sample
General Opinion Students Method
population leaders

Phone interviews: general

old and up) population, opinion leaders
1000 (adults) 100 p; 121 j; 518 Phone interviews: general
121 m population, opinion leaders
Face-to-face interviews: students
1000 (16 up) 119 p; 116 j; 501 Phone interviews: general
118 m population, opinion leaders
Face-to-face interviews: students
1002 (15 up) 204 p; 103 j; 305 Phone interviews: general
9 m population, opinion leaders
Face-to-face interviews: students
1003 (15 up) 121 p; 120 j; 304 Phone interviews: general
120 m population, opinion leaders,
students

(Continued)
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Phone interviews: general
population, opinion leaders,

Phone interviews: general
population, opinion leaders

Face-to-face interviews: students

(Continued)
Sample
Country Year General Opinion Students  Method
population leaders

Japan 2003 1000 (18 up) 120 p; 120 j; 500

120 m

students

China 2006 2000 (18 up) 120 p; 120j; 500

120 m
HK 400 (18 up) 25 p; 26 j; 50

m

P: politicians; J: journalists; M: managers.

The concept is based on a representative sample of the general pop-
ulation of the country under study as well as a limited (and thus
non-representative) sample of opinion leaders chosen among politicians,
journalists, managers and students. The studies are managed by a Swiss
university but were conducted by research firms established in the coun-
try being studied. In each study, other countries such as the Netherlands,
Austria or Germany have been chosen to allow greater comparability of
results.

The key issue surrounding country image has long been envisaged
as a relation between product and origin (Product-Country-Image or
Country-of-Origin). Current research is taking place in a much wider
framework (Place Branding) and is touching on all the characteristics of a
country that might have an incidence on such diverse aspects as tourism,
economic promotion, export development, promoting national values,
etc. Such studies must therefore take into account the characteristics of
both the product and the producer, but now also the geographic, political,
economic and socio-cultural aspects of a country.

The main results were published and can be downloaded from Presence
Switzerland’s website. We will therefore limit our analysis to a small
number of integrated results that led to specific actions being taken.
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One of the main aspects of these studies is the evaluation of the struc-
ture of the image of Switzerland.? From a methodological point of view,
the respondents had to indicate the level of importance they attributed
to various dimensions and then evaluate Switzerland and other coun-
tries on that same aspect. Figures CS4.1 and CS4.2 present the results.
The horizontal axis corresponds to the level of importance given and the
vertical axis the evaluation of Switzerland.

A first result, interesting and awaited by the authorities, is the eval-
uation for “Top level education and research’ (see Figure CS4.1). This
dimension, important to attract the best students but also to attract busi-
nesses and so to promote characteristics such as reliability, precision, etc.
is priority in terms of positioning for Switzerland.

The results for the dimension ‘Innovative features” were surprising.
Like numerous other countries, Switzerland tries to position itself inter-
nationally as a country promoting innovation. An objective evaluation
proves the point: Switzerland is a leader in terms of patents and was
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Importance of the individual dimensions

Positioning of Switzerland in various countries for three dimensions linked to production
and training. F, France; D, Germany; ESP, Spain; JAP, Japan; CN, China; UK, United Kingdom;
USA, United States of America

2 For various reasons, it has not been possible to include every single dimension in each
study. In the case of China, for example items related to the promotion of human rights
or the participation of citizens to political decisions were removed.
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Positioning of Switzerland in various countries for two dimensions linked to the
characteristics of its political system. F, France; D, Germany; ESP, Spain; JAP, Japan;

CN, China; UK, United Kingdom; USA, United States of America

ranked among ‘Innovation leaders’ in a recent European Union study.’
Switzerland is also the European country with, proportionately to pop-
ulation, the highest number of Nobel Prize winners. These elements do
not impact on the necessarily subjective evaluation of this dimension by
the respondents. Even if this dimension is not considered very important,
Switzerland systematically obtains poor evaluations. This has led to a
modification of the activation mechanisms of this dimension in certain
promotional activities. Instead of promoting and presenting this aspect
directly, it will be communicated via other dimensions such as the pro-
tection of the environment that are evaluated strongly for Switzerland.
As indicated above, Figure CS4.2 presents two dimensions linked to
the political system. If the “politically stable” dimension receives the intu-
itively assumed answers, those linked to the particularities of the Swiss
system ‘Strong influence of citizens on political decisions’ created a cer-
tain level of surprise. It is a dimension evaluated as important and where
Switzerland obtains results that can be labelled as weak. This result is
the more surprising given that Switzerland has a system whereby the

3 www.proinno-europe.eu/inno-metrics.html
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population is called on numerous occasions every year to give its opinion
on various subjects through votations.* This perception of our system
being probably linked to a lack of knowledge, the Swiss Confederation
finances Research Chairs on federalism in foreign universities (notably
at the European Institute in Florence) to explain and promote the Swiss
federal system.

The knowledge linked to the dimensions characterizing the positioning
of a country is very important if one wants to develop promotional
activities that either allow to reinforce certain aspects deemed important
for a country or correct image deficits that could eventually tarnish the
image of a country.

kK 3k ok ok

In this chapter, we examine the concept of the country-of-origin (COO)
effect and place the COO effect in the context of nation branding. We
focus on issues including COO and brands, COO and demographics,
COO and semiotic theory, as well as noting that COO perceptions are
not necessarily static but can change over time. The relevance of COO
to nation branding is illustrated in Prof. Pasquier’s country case insight
on Switzerland, where a coordinating body, ‘Presence Switzerland’, has
been established to help ensure that COO perceptions of Switzerland are
tracked and effectively managed.

The COQ effect refers to the effect that a product or service’s origin has on
consumer attitudes and behaviour towards that product or service. There
are many obvious product categories where COO plays an important
role as a differentiator that is valued by consumers — French perfume,
Scotch whisky, Swiss watches, Italian fashion, Japanese technology and
Colombian coffee represent some of the best known product categories
where a perceived fit between the product and its COO confers consumer
value. In such cases, there is a positive association between the product
and its COO, although it may not always be clear in which direction
the positive perceptions flow — does a prestigious brand such as Sony
enhance the nation-brand image of Japan or does the high credibility of
Japan as a source country for high technology products enhance the Sony
brand? Given this and other questions surrounding the COO effect, it is
not surprising that there has been a vast and ever-expanding amount of
COQO research conducted by marketing academics.

* Semi-direct democracy with initiative rights and referendums.
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However, there has been criticism levelled at much of the existing aca-
demic COO literature on the grounds that the methodology employed
in the research to date has tended to exaggerate the influence of COO
because of the use of single-cue designs (where the only attribute of the
product given to respondents is its COO, rather than a multi-cue design
where COO would be just one attribute alongside other relevant criteria
such as price, brand name, design, etc.) and also because of the use of ver-
bal descriptions rather than real, tangible products [1]. Other reviews of
the COO literature have identified further weaknesses as being the small
number of studies that have examined the impact of COO effects on the
consumption and evaluation of services, and the tendency of those few
studies on services and COO to focus upon services in the West rather
than in the rest of the world [2]; an over-reliance on student samples
that limits the generalizability of research findings to a wider popula-
tion [3]; and it has also been suggested that there is a need for more
research on the symbolic and emotional aspects of COO [4]. A brilliant
exposition of how and why academic research on COO has sometimes
tended to degenerate into self-serving careerism, rather than keeping up
with and illuminating developments in international business, is pro-
vided by Prof. Jean-Claude Usunier of the University of Lausanne in an
analysis of the growth of COO research over the period 1965-2002, a
period during which over 400 peer-reviewed academic articles have been
published [5].

Nonetheless, it would be mistaken to dismiss the entire COO litera-
ture as worthless and detached from reality. Much interesting work has
been done that identifies and analyses important issues for products, ser-
vices and whole nations with regard to how effective the use of COO
can be. The symbiotic relationship between a nation-brand and the PSC
brands that highlight (or downplay) their COO deserves attention not
only because it is conceptually interesting but also because the nation-
branding activities of a country will impact upon COO perceptions for
that country’s PSC brands. This represents another fundamental reason
why a nation’s public and private sectors must collaborate and commu-
nicate in order to fully support the economic welfare of the nation and
its commercial organizations.

When Icelandic vodka brand Reyka launched in the United Kingdom
market in 2005, it did so with advertising which proclaimed that ‘In
Iceland, vodka is a natural resource. .. Reyka vodka is made with arc-
tic spring water in one of the purest countries in the world. We make
Reyka in small batches and we use geothermal energy to make sure that
our country stays as pure as our vodka’. This claim led to the brand
being described by one journalist as “probably the most environmentally
friendly tipple you can get’ [6]. The match, or fit, between the product
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and its COO appears seamless. The Reyka brand benefits from Iceland’s
association with environmental purity whilst Iceland the nation bene-
fits from the emergence of a new high-quality brand that should add
to the nation’s existing brand equity. Such win-win scenarios testify to
the potential power of COO as a brand-building tool. The Reyka brand
is not actually owned by an Icelandic company — its owners are Scotch
whisky firm William Grant and Sons - yet, the discreet foreign ownership
is unlikely to impact upon consumer perceptions of the brand as being
Icelandic.

The matching of product category and country image perceptions
has been widely researched [7-11]. One such study [12] concluded that
product—country match information should be used by managers to
assess consumers’ purchase intentions and to assist them in managing
their product’s COO. The term ‘brand origin’ has been coined in order
to conceptualize cases where consumer perceptions of a brand’s ori-
gin may not coincide with reality — in such cases, brand origin is ‘the
place, region or country to which the brand is perceived to belong by
its target group’ [13]. Consumers may hold misperceptions of a brand’s
COO simply through ignorance or through branding activity by com-
panies designed to suggest a more positive COO than is actually the
case. Table 4.1 lists some brands whose names may lead to consumer
confusion regarding their COO.

The emergence of China as a global economic superpower, together
with the opening up of the Chinese market to foreign firms, has created
huge interest in how Chinese consumers view domestic Chinese brands
as compared with imported foreign brands. Within Asia, Japanese brands
such as Toshiba, Mitsubishi and Sony have for many years established
premium quality perceptions, and more recently, South Korean brands
such as Samsung and LG have done the same, and it is probably just
a matter of time before Chinese brands join their Asian neighbours in
the realm of positively perceived brand names. Traditionally, emerging

Brand origin — potentially perceived origin versus actual

origin

Brand Product category Potentially Actual origin
perceived origin

Haagen-Dazs Ice cream Scandinavia United States

Matsui Consumer Japan United

electronics Kingdom

Lexus Automotive United States Japan

Klarbrunn Bottled water Switzerland, United States
Austria,

Germany
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nations have suffered from low-quality perceptions for their products
but the increasing confidence of the BRIC nations (Brazil, Russia, India,
China) is set to galvanize those and other emerging nations to make the
change from commodity suppliers to producers of sought-after branded
goods. An investigation into COO effects and how these affect the atti-
tudes and behaviour of urban Chinese consumers, conducted amongst
a sample of 432 Shanghai consumers, produced results that support the
growing view that Chinese consumers are not necessarily attracted to
foreign brands; an implication drawn by the researchers involved in that
study is that in order to capitalize on the stated preference for local
brands, managers should highlight the Chinese origin of their brands and
use this in their brand-positioning strategies [14]. The shoes, sportswear
and sports accessories brand Li Ning is an example of a local Chinese
brand that has successfully competed against the global might of brands
such as Nike, Adidas and Reebok in the Chinese market, with a posi-
tioning based largely upon the brand’s eponymous founder, the Olympic
gold medal winner Li Ning [15].

Some countries find that their brands are disadvantaged because of an
overpowering image of the nation as just a tourism destination and noth-
ing more. Egypt has suffered from this phenomenon to the extent that
‘the consumer does not search out Egyptian products when shopping’
(see country case insight on Egypt, Chapter 2). Other countries may enjoy
more favourable COO associations for their products but find themselves
in fiercely competitive sectors, forcing the countries in question to redou-
ble their nation-branding activities. Chile, for example, is actively striving
to enhance its COO effect for the benefit of its wine sector (see country
case insight on Chile, Chapter 3).

Compared to the copious attention that has been lavished on the effects
of COO on physical products, there has been a dearth of similar stud-
ies on how COO effects can impact upon services. One review of the
COO literature, covering a 20-year period and 24 marketing and general
business journals, found only 19 studies in which COO was specifically
applied to services; the rapid growth in service economies argues for far
more research in this area [16]. Given the predominance of the service
sector over the manufacturing sector in most developed economies, such
a paucity of research into how COO affects services is extraordinary.
One of the rare studies on COO and services measured the country-
level images of ski resorts in Switzerland, France and Austria by asking
269 skiers attending a ski show in New York to rate each country on
a five-point scale for ten attributes; the images of the three countries
were found to be relatively homogeneous, with the American skiers
unable to differentiate between the countries [17]. Another of the rare
COO and services studies examined the relative effects of national stereo-
type and advertising information on the selection of a service provider
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Service brand acronyms — visual shorthand or country-of-
origin dissimulator?

Acronym Full name Service sector

HSBC Hong Kong and Shanghai Banking Finance
Corporation

RBS Royal Bank of Scotland Finance

UBS Union Bank of Switzerland Finance

KFC Kentucky Fried Chicken Restaurants

BP British Petroleum Energy

in the ophthalmology sector — the results from this study indicated
that there existed a same-nationality bias in service provider selection,
although different-nationality service providers could overcome this bias
to some extent by providing consumers with more information in their
advertising [18].

Many international service brands have adopted acronyms as their
brand names, perhaps in an attempt to minimize any possible negative
COO biases against their place of origin. Table 4.2 illustrates some such
cases from a range of international service sectors.

It is perhaps not surprising that international financial service brands
seek to position themselves as global rather than parochial. HSBC’s posi-
tioning as ‘the world’s local bank” effectively combines the prestige and
credibility of globalness with the reassuring impression that the brand
is conscious of the specific needs of local communities. Consumers may
well make the assumption that because a financial service brand is global,
it must be successful, well run, reliable, and so on. On the other hand, the
bland, not-from-anywhere-in-particular positioning of the major finan-
cial services brands may leave a niche open for other brands to occupy
with a more explicit COO positioning (see country case insight on Nevis,
Chapter 4).

Being too closely associated with one specific COO may leave such
brands vulnerable to political or military events beyond their control. This
potential vulnerability has been acknowledged by American Express,
who conducted research when the 2003 war in Iraq started because they
were very concerned about a possible backlash against their brand, given
its US-centric name; the company found, however, that in most places
in the world people associated the brand with being a global business
rather than being American [19].

The international airline sector is an interesting industry with regard
to the use of brand management in general and the COO effect in par-
ticular. On the one hand, international airlines are investing more and
more in branding; on the other hand, leading branding consultancy Inter-
brand excludes international airlines from its annual Best Global Brands
survey on the basis that ‘they are still operating in situations where the
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brand plays only a marginal role. In most cases, the customer decides
based on price, route, schedule, corporate policy or frequent flyer points’
[20]. The use of COO in the international airline sector is, because of
the heritage of national carriers, often explicit. Singapore Airlines, for
instance, highlights its COO without compromising its positioning as a
widely admired global service brand. British Airways, however, expe-
rienced severe turbulence when it attempted to downplay its COO by
repositioning itself as BA in an attempt to distance itself from the nega-
tive connotations of Britain’s imperialistic past. This was perceived to be
unpatriotic and caused a political storm in which the then Prime Minister
Margaret Thatcher publicly berated the company for its apparent slight
against ‘Britishness’. One of the key benefits to be derived from a coor-
dinated nation-branding campaign, founded on a healthy public—private
sector collaboration, is the avoidance of such unedifying spectacles.

An example of how a coordinated, strategic campaign can overcome
resistance to IT services from a country that is not traditionally associated
with that service sector can be seen in the country case insight on Brazil
(Chapter 6). The Brazil IT campaign is a good illustration of the power
of clearly articulated strategy to change attitudes towards a country as a
credible and attractive services provider.

The product life cycle (PLC) is a familiar concept in marketing. The thrust
of the concept is that products, like other living organisms, undergo a
series of life stages. For products, these stages have been characterized
as introduction, growth, maturity and decline. In the first two stages,
products experience growth; in the third phase (maturity), they reach a
plateau in terms of sales, market share, etc.; and in the final phase, the
product approaches the end of its commercially viable life, perhaps left
behind by changing consumer needs or the arrival of new technology
that renders the product obsolete. The usefulness of the PLC concept lies
in its ability to let marketers assess the current status of the product and
to tailor appropriate marketing strategies according to which stage of the
life cycle the product finds itself in. For instance, a new product at the
introduction stage of the PLC will require a launch strategy whose mar-
keting communications will be radically different from a well-established
product that has reached its maturity phase. However, the PLC concept’s
inherent flaw is the assumption that products do indeed resemble liv-
ing organisms and thus follow a similar birth—growth-maturity—death
trajectory. The model not only lacks a measurable temporal dimension
that would allow marketers to accurately assess the product’s stage on
the life cycle, it also carries the implication that decline, sooner or later,
is inevitable. This defeatist assumption would be challenged by many
managers who would see their job as being to ensure that their product
remains at the top of its life cycle indefinitely.
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There have been some attempts to adapt the PLC concept to the context
of COO. One study examined COO marketing over the PLC and found
that the use of COO references varied over the PLC, with COO references
used more in the introduction stage of the PLC than in the growth and
maturity stages [21]. The explanation advanced for this finding was that
when a product is launched into a foreign market there will be little or
no awareness of the specific product brand, but there may be reasonably
high levels of awareness of the country from which the product origi-
nates — in such cases, it makes sense to capitalize on the existing country
image perceptions in order to establish the product in its new foreign
market. The same study found that as the PLC progresses, the tendency
is for firms to lessen their use of COO and simultaneously increase their
use of brand name marketing. Other studies appear to support the view
that COO is used prominently in the product’s introduction phase, in
order to benefit from the COO halo effect [22], and that the use of COO
is highly contextual and evolves over time [23]. When developing export
promotion campaigns as one component of overall nation-brand strategy,
governments, trade councils and export promotion agencies therefore
need to carefully evaluate which of their country’s brands will most sig-
nificantly benefit from initiatives highlighting the product’s COO. With
tight constraints on export promotion budgets, resources should be tar-
geted at those products for which COO is most relevant.

A product’s COO may matter to some consumers and be irrelevant to
others. Demographic segmentation can be used to categorize those con-
sumer groups for whom COO is a relevant product cue. Several COO
studies have examined the effect that the major demographic variables
can have upon product or service perceptions. An early study in the
COO field found significant differences towards products of foreign ori-
gin amongst different demographic groups — consumers with a high
level of education were found to be more favourable towards foreign
products than consumers with a lower level of education; female con-
sumers evaluated foreign products more highly than male consumer; and
younger consumers evaluated foreign products more highly than older
consumers [24].

However, there is little consensus on the impact of COO on different
demographic groups. Other studies have supported the contention that
the higher the level of a person’s education, the more favourable they
are to foreign products but have not found evidence of any difference in
perception of foreign products between males and females [25]. Whilst
such studies rightly examine an important issue in COQO, clearly brand
managers need to conduct their own, contextualized and brand-specific
research in order to ascertain which demographic segments of their tar-
geted markets are influenced by the brand’s COO.
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Ethnocentrism has been defined as ‘the home-country bias portion of
the COO effect’ [26]. It refers to consumers’ predisposition to favour
products from their own country over products from foreign countries.
Scales have been devised to measure consumer ethnocentrism, the most
widely known of which is the consumer ethnocentric tendency scale
(CETSCALE), comprising 17 items based on a 7-point scale, which allow
an individual’s ethnocentrism to be measured [26]. Consumer demo-
graphics such as education, income and social class are believed to affect
an individual’s ethnocentrism [27]. Brands of foreign origin need to
know about prevailing levels of consumer ethnocentrism within spe-
cific markets, so that appropriate marketing strategies can be devel-
oped and strategic mistakes avoided. It has been found, for example,
that the use of a foreign celebrity and an English brand name can be
a liability in a country (Austria) with a different cultural heritage and
language [28].

When governments are considering developing a ‘Buy Domestic’ cam-
paign, the overall level of the population’s ethnocentrism will need to be
researched in order to ascertain the likelihood of such a campaign suc-
ceeding. If high levels of ethnocentrism are present, then a ‘Buy Domestic’
campaign may strike a chord and generate increased demand levels for
domestic products; Indonesia is one country in which the overall level
of consumer ethnocentrism has been found to be relatively high [29].
However, if ethnocentrism levels are low, then the campaign may prove
ineffective and resources may be better directed elsewhere, for example,
into enhancing the quality of domestic brands through greater investment
in research and development, executive development, design training
and so on.

The relevance of place marketing is not limited to the attraction of
investment, labour or tourism. Positive place image influences and helps
sell products manufactured in a specific location. This indicates that
the purpose of place-marketing strategy should also take into account
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the improvement of image in order to sell products in international
markets. The relation between place and product is called COO effect.
Certain feelings and emotional values that emerge from a brand are a
direct result of the COO of the brand, which implies that a country’s
name is part of the brand name and consumers use places as intrin-
sic cues to help evaluate products and to make appropriate purchasing
decisions.

In a COO context, a product’s image may be formed from the percep-
tion of the country’s ability to produce and market such a product. Coun-
try image can either benefit or harm a product depending on whether
there is a match or mismatch between the country image and the brand’s
desired features. Kao, a Japanese company, and one of the largest cos-
metic companies in the world, is a good practical example of the COO
problem. Although enjoying huge success in Japan and in Asia, this com-
pany had a difficult time entering the European and American markets.
The reason for this difficulty was only identified when an image study
was conducted. Apparently, part of the problem was of a COO nature.
European and North American consumers viewed Japanese-made brands
as technologically superior and extremely reliable products, but ‘short on
soul” and for that reason country image was negatively influencing Kao’s
brand image.

The inverse process also occurs, that is the country, region or city
where the product is sold has an impact on brand image, which means
that there is a country-of-sell (COS) effect. The strategy developed by
Ecoterra, a small Portuguese company dedicated to the branding of food-
stuffs, is a good example of the use of the COS effect to enhance brand
image. Before entering its domestic market, Ecoterra entered the UK mar-
ket, specifically in London. The company’s objective was to incorporate
some of London’s values into its brand. It was believed that London
would have an impact on the brand at two distinct levels: perceived
quality and brand personality. Consumers have the perception that prod-
ucts sold in extremely competitive markets, and in the best shops in the
world, will have the highest quality. Therefore, in the domestic market,
Portuguese consumers routinely use the factor ‘selling in London’ as a
cue to evaluate product quality. In addition, some of London’s traits were
successfully associated with the company’s brand. Values that are linked
to London such as being modern, cosmopolitan and exciting were trans-
ferred to Ecoterra’s brand personality. With the use of these features, it
was possible to differentiate Ecoterra in the domestic market and posi-
tion it as a high-quality, modern, cosmopolitan and exciting Portuguese
brand.

The effect of selling in London was also relevant to create a buzz
in the home market. The strategy was set to work in two stages. First,
an extensive public relations (PR) exercise was undertaken informing
the Portuguese press about a small domestic company that was selling
in London’s most renowned shops, which included Harrods, Selfridges
and Partridges. This PR activity created brand awareness and facili-
tated the implementation of the second stage — contacting the buyers.



Nation branding and the country-of-origin effect

The use of the COS effect can be considered a success because buyers
from the best Portuguese gourmet shops were easily persuaded to stock
Ecoterra products.

Places trigger feelings and influence brand image. Consequently, place
image management is vital to facilitate exports and attract companies that
follow a COS strategy. The attraction of resources therefore is not confined
to investment, labour and tourism but also to companies that are willing
to sacrifice margins and sell in highly competitive markets. The local peo-
ple are ultimately the beneficiaries of an efficient place image management
as they will have access to more products at competitive prices.
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One of the more interesting studies in the COO field examined the link
between social identity and brand preference in South Africa [30]. One
of the interesting aspects of this study was its focus on South Africa
rather than the usual Western nations; another interesting aspect was its
consideration of the concept of national identity, and more specifically
‘within-country diversity’, a previously neglected issue in COO research.
The study drew attention to the need to be wary of using nationality
as a segmentation variable in contexts where other ethnic or religious
affiliations may be more powerful than nationality. This idea was ampli-
fied in a later study that placed an emphasis on identifying the various
subcultures that exist within any society in order to avoid making unsub-
stantiated generalized claims regarding consumers from a certain country
when in reality the subcultural groupings within one country will often
display greatly differing characteristics [31]. It has been argued that most
cross-cultural studies on COO or PCI effects have implicitly assumed that
national markets are composed of homogeneous consumers and such
studies are in reality cross-national rather than cross-cultural [32]. The
cross-cultural segmentation techniques used by companies in their global
branding are thus probably far more sophisticated and well developed
in evaluating social identity influences on brand preference than much
of the academic research to date.

Semiotics is fundamentally concerned with the study of signs. In semi-
otics, the concept of the sign is more wide-ranging than it is in normal
daily usage. From a semiotic perspective, a sign is “an all-inclusive notion
that comprises words, visualizations, tactile objects, olfactory sensations,
and anything else that is perceivable by the senses and has the potential
to communicate meaning to the receiver, or interpreter” [33]. A sign has
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also been defined as ‘something physical and perceivable that signifies
something (the referent) to somebody (the interpreter) in some context [34].
One of the benefits of adopting a semiotic perspective into the brand
management process is that it emphasizes the primacy of context. Signs
used in a brand’s communications may be interpreted in vastly differ-
ent ways according to the identity characteristics of the consumer (or
interpreter, to use the semiotic vocabulary). In terms of the COO effect,
there is enormous scope for brands of all types — whether simple tan-
gible physical products brand at one end of the spectrum or complex
multifaceted nation-brands at the other — to make creative use of signs.
In his practitioner insight, Jack Yan notes that it is in human nature to
want to use semiotics to signal certain brands in our collective minds
(see practitioner insight, Chapter 7).

A semiotic approach to the study of COO and PCI effects has been
advocated by Askegaard and Ger [35] who argue that a rich set of con-
notations needs to be used in the analysis of images attached to a prod-
uct and its place of origin. Taking a semiotic approach, Askegaard and
Ger propose a conceptual model of contextualized product-place images
(CPPI) containing four dimensions: place, product, market context and
usage context. This approach may be considered to be a form of applied
semiotics, the utilization of knowledge about signs for the accomplish-
ment of various goals [36]. The acknowledgement of context is central
to semiotic theory, which posits that meaning is derived from ‘signs
and symbols ensconced in their cultural space and time’ [37]. This has
important implications for branding. Within Arab culture, for example,
calligraphy, colour, pattern and symbols represent visual elements that
provide coded references to cultural, national and religious identity and
as such need to be taken into consideration when constructing the visual
manifestation of brands [38].

Several studies have indicated that COO perceptions are not necessarily
static over time [39-43]. Positive COO perceptions can degrade over time
because of numerous factors, including political-military events beyond
the control of any company, as appears to have occurred with the US in
recent years. On the other hand, COO perceptions can also improve over
time as Japan, South Korea and Taiwan can all happily testify to [44].
Taiwan has run a concerted nation-branding campaign for a number of
years and appears to have reaped benefits from it in terms of enhanced
COO perceptions.

The global country image advertising campaign conducted by Taiwan'’s
Ministry of Economic Affairs over the period 1990-2004 comprised a
sequence of advertisements placed in The Economist and Business Week,
with key themes introduced in each new campaign [45]. The development
of the campaign is summarized in Table 4.3.
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Taiwan’s government-sponsored country image advertising campaign 1990-2004

Slogan

Not cited

‘It's very well made in Taiwan’
‘Taiwan: Your source for

innovalue’

‘Excellence, made in Taiwan’

‘Today’s Taiwan: More and more
an important part of our world’

‘Taiwan: Your source for
innovalue’

‘Taiwan: Your partner for
innovalue’

‘Taiwan: Helping leading
companies reach targets’

‘Taiwan stands tall: Reaching
out to the world, soaring
toward the future’

‘Today’s Taiwan’

Adapted from Amine and Chao (2005) [46].

Key theme

Build basic knowledge about Taiwan'’s relative
advantage of geographic location in the heart of Asia

Strengthen perceptions of products associated with
Taiwan

Present two new attributes about Taiwanese
manufacturing (innovation and value), inviting the
reader to consider more than just the price-based
competitive advantage of the past

Message of excellence linked directly to specific
company names and product classes, e.g., Kunnan
(golf clubs), Feeler (computer-controlled machinery
for heavy industry) and Startek (security systems)

Link Taiwan to a global perspective and position it as
an active member of the world business community

Previously used slogan now applied to specific
Taiwanese brands. Objectives and themes of past ad
executions reinforced as salient beliefs

Promote preference, in line with theoretical hierarchy
of advertising effects leading from awareness, to
interest, knowledge, liking and then preference

Strengthen positive linkages already made to
the word ‘Taiwan’, reinforcing salient beliefs in
established knowledge networks

The use of new and striking attributes of Taiwan,
linked to modern architecture and traditional culture.
Convey sense of pride and achievement that Taiwan
has enjoyed as an ‘Asian tiger’ over the last 40 years.
Advanced technology promoted together with the
spectacular natural beauty of Taiwan

Position Taiwan as an attractive tourist destination.
An emotive appeal quite different from the low-key,
objective reasoning of ads from 10 years earlier

There are a number of observations to be drawn from Taiwan’s country
image-advertising campaign. First, it has a coherent long-term structure;
second, it displays consistent commitment by the government; third, it
shows close collaboration between public and private sectors; fourth, it
evolves from basic awareness-building into more specific brand-related
claims; and fifth, after firmly establishing product technology quality
attributes, it adds another dimension to the country image by promoting
its spectacular natural beauty. Fundamentally, it is an illustration of the
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capacity of a country to seek to manage its image rather than merely
remaining as a passive victim of existing external perceptions.

Simon Anholt has observed that it is possible to ‘gradually drive the
country from the image it has inherited towards the one it needs and
deserves’ (see practitioner insight, Chapter 1), although the use of the
word ‘gradually” gives warning that such image enhancement is rarely
a speedy process. This view is echoed in the context of Russia and its
image-building activities, in which context Lebedenko notes that ‘no one
has ever managed to change the image of a country in a short time; sys-
temic, long-term efforts are needed’ (see country case insight on Russia,
Chapter 5). For other nations, there may be a fleeting window of oppor-
tunity to establish a positive COO effect where previously there were
almost zero levels of awareness of the nation (see country case insight on
Estonia, Chapter 9).

A negative COO bias could cause numerous problems for a nation’s
PSC brands. Consumers may not wish to be associated with brands that
emanate from nations whose COO effects are damaged by poor quality
perceptions, animosity towards that nation’s political regime, unflattering
portrayals in the media, or a multitude of other social, cultural, economic
or historical issues. In order to improve a country’s image, creating new
positive associations may be easier than refuting old negative associations
[46]. Kazakhstan might, for example, have more chance of improving its
Borat-battered image by promoting positive yet hitherto unknown aspects
of its nation rather than attempting to refute the unflattering depiction it
received in the 2006 film.

All kinds of brands — whether product, service or corporate — may suf-
fer from a negative COO bias. According to the Edelman Trust Barometer,
which surveys the opinions of 3100 people in 18 countries, Europeans
place most trust in companies from Sweden, Canada and Germany,
whereas they place least trust in companies from the emerging BRIC
countries and Mexico [47]. The poll’s sample has the following demo-
graphic characteristics — college-educated, between 36 and 64 years old,
reporting a household income in the upper quartile for their country and
showing a significant interest in and engagement with the media and
current affairs. In other words, a demographic profile that would suggest
high receptiveness to brands of foreign origin and a low level of consumer
ethnocentrism. Even with such a presumably relatively cosmopolitan
demographic segment, the BRIC nations clearly still have work to do
in order to combat a negative COO bias amongst European consumers
who could hinder future attempts by BRIC nation companies to enter
European markets. As Prof. Pasquier points out in his country case insight
on Switzerland, nations need to conduct rigorous research to form the
basis of promotional activities ‘to correct image deficits that could eventu-
ally tarnish the image of a country’ (see country case insight, Chapter 4).
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Is nation branding a feasible option for Nevis? Does a tiny nation such as
Nevis have the essential features that would enable it to enter into com-
petition with other nations, who are already ahead of Nevis in this game
called ‘Nation Branding’? Nevis does, of course, possess the necessary
attributes to be branded as a nation, but the challenge it faces is which sec-
tor would be the most appropriate tool to utilize in the branding process.

Although small, Nevis has had a disproportionate impact on world affairs
as far back as when it was rediscovered in 1494 by Christopher Columbus.
One of the framers of the US constitution and the architect of the US
economy and economic model and the US treasury, Alexander Hamilton,
was contributed to the world by Nevis. The island has a rich history,
which, combined with its natural beauty, makes it a sought after and
exotic destination to those who know it exists. Panache magazine, for
instance, a few years ago described Nevis as 36 square miles of sheer
natural beauty.

Nevis is the smaller island of the twin island federation of St. Kitts and
Nevis. It is located within the archipelago of Caribbean islands, bordered
by the Caribbean Sea and the Atlantic Ocean on either side.

Once a former colony of Great Britain, Nevis became the envy of the rest
of the Caribbean because it generated wealth and power (which did not
compare to its physical size) and established a state of economic prowess
for which, coupled with its natural beauty, it was dubbed the Queen of
the Caribees. Nevis has a unique constitutional arrangement with its sister
island St. Kitts, very similar to that of England and Scotland; therefore, it is
politically appropriate for Nevis to be branded independently of St. Kitts.

The two main sources of revenue for the economy of Nevis are tourism
and international financial services, and currently tourism takes the lead.
The island has a relatively stable economy and minimal unemployment.
It also enjoys one of the highest growth rates in gross national product
and per capita income in the Caribbean. It has also experienced a balanced
budget, a manageable inflationary pace and a current account surplus. In
the last 14 years, the Nevis Island Administration was able to accomplish
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SWOT Analysis
for Nevis
* Excellent financial laws * Geographical location
¢ Quality financial products e Size of the island
» Offers customers quality e Lack of internationally reputable
services institutions
¢ Located in a time friendly zone * Lack of strong and active
* Politically stable government marketing campaign for Nevis
* Stable economy
S W
0} T
* Nevis has the potential to * Retaliation from more established
create a strong brand jurisdictions
* Will benefit from being a first « Scrutiny by international
mover within the Caribbean as governments and organizations
a branded nation once it is branded
* Utilise SMEs to partnerships * Pressures from the OECD and
to internationalise and FATF

strengthen the brand

a balance budget nine times despite being hit by natural disasters such
as hurricanes. In this respect, it has shown great resilience.

Today, the island is known as a secluded tourism hideaway for famous
movie stars, TV personalities and talk show hosts. The implication of the
lack of more generalized international awareness is twofold. It is good
for those celebrities who want a quiet place to get away from the rest of
the world. However, the island needs greater exposure to allow its inter-
national financial service sector to flourish. As a basis for understanding
potential nation-brand development for Nevis, an illustration of Nevis’
strengths, weaknesses, opportunities and threats is given in Figure 4.1.

Nation-branding expert Simon Anholt (2005) has described how global-
ization presages that countries compete with each other for the attention,
respect and trust of investors, tourists, consumers, donors, immigrants,
the media and the governments of other nations: so, a powerful and posi-
tive nation brand provides a crucial competitive advantage. It is essential
for countries to understand how they are perceived by publics around
the world: how their achievements and failures, their assets and their
liabilities, their people and their products are reflected in their brand
image. According to de Chernatony and McDonald (2003), a successful
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brand is an identifiable product, service, person or place, augmented in
such a way that the buyer or user perceives relevant, unique, sustain-
able added values that match their needs most closely. The brand and
branding process must have a vision of the main objective. It is important
for all nations anticipating branding themselves to know the vision and
constantly visualize it.

Currently, Nevis lacks a brand image. In the field of international finan-
cial services, Nevis is just another island offering such services. However,
in order for the island to differentiate itself from its competitors, it needs
to become a brand. According to Kapferer (1997), brands perform eco-
nomic functions in the mind of consumers; the value of that brand comes
from its ability to gain an exclusive, positive and prominent meaning
in the mind of a large number of consumers. The latter should be the
main objective of Nevis. This would be the first step towards becom-
ing known worldwide. In any competitive market, products and services
differentiate themselves by becoming a brand. Countries, on the other
hand, follow the nation-branding route to attract and acquire econom-
ical prosperity and global awareness. Both processes yield competitive
advantage, increased profits and economic prosperity.

The financial services provided by Nevis are in the main the preserve of
the wealthy. For more than two decades, Nevis has been offering products
that assist wealthy individuals and businesses in preserving and pro-
tecting their wealth. These individuals view Nevis as a safe haven from
frivolous lawsuits, free from draconian laws and legislation that impede
free flow of monies. The financial services industry is, like most, very
competitive. However, Nevis is off to a good start because it has some
excellent products in Asset Protection Trust and Limited Liability Compa-
nies (LLCs). Despite having excellent financial service products and laws,
Nevis lacks the marketing facilities, internationally recognized financial
institutions, international presence and influence to enable it to project
a better image required to gain customer confidence. Hence, the need
for the island to utilize ‘nation branding’ as a means of acquiring global
recognition and achieving global competitiveness. International financial
service brands sometimes seem to downplay their COO: through the use
of acronyms Hong Kong and Shanghai Banking Corporation (HSBC) and
Royal Bank of Scotland (RBS), for example, appear to deflect rather than
attract attention with regard to their COO. For an international financial
service brand from Nevis, it could prove beneficial to highlight its COO
more explicitly than other international financial services companies do.

Nation branding can enhance a country’s image and global awareness
and also give it the impetus to gain competitive advantage over its com-
petitors.
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Nevis’ physical size and geographical location are sometimes viewed
as major barriers to attracting the relatively high level of international
attention and foreign direct investment enjoyed by other small islands
such as Barbados and Bermuda. One can say that this might be the case
because those islands still have residual links to the United Kingdom.
Alternatively, Nevis can use its size as an asset instead of a liability. Being
particularly hard to find makes Nevis more attractive to some movie
stars and investors as they want a niche market to enjoy their privacy,
personally and financially.

Some key figures within Nevis have articulated their views regard-
ing the branding of Nevis. The Honourable Mark Brantley (Senator in
the Nevis Island Assembly), for example, believes that ‘Nevis can and
should be branded. This needs to be done because at the moment Nevis
lacks a strong presence in the international arena’. This sentiment has
been echoed by entrepreneur and former politician Mr Arthur Evelyn
and by Mr Laurie Lawrence, Permanent Secretary, Ministry of Finance.
As regards the choice of sector to be prioritized by Nevis, opinions differ.
Some favour prioritizing financial services whereas others would prefer
to see tourism playing the dominant role. Mr Brantley feels that ‘although
tourism is currently generating more revenue for the island, it has a ceil-
ing effect in terms of the potential it can yield for the economy of Nevis;
international financial services, on the other hand, have vastly greater
potential and the initial capital outlay is not as exhaustive and large as
it is for tourism’. Mr Lawrence also favours support for the promotion
of Nevis’ financial services, arguing that ‘whereas tourism is susceptible
to natural disasters, international financial services are not. A hurricane
can cause devastating consequences to the tourism industry but with the
appropriate telecommunications and legislation, international financial
services can be effectively provided’'.

However, other figures within Nevis take a different view on these
questions. Mr Evelyn is opposed to the idea of branding Nevis by the
international financial service sector. He explains his view thus: ‘There
is greater potential in tourism. There is a greater chance of tourism gen-
erating much more wealth for the economy of Nevis than international
financial services. Also, the revenue generated by the tourism sector
will be dispersed more evenly throughout the economy because tourism
employs much more locals than the financial services sector. Moreover,
Nevis does and will have more control over the tourism sector but doesn’t
have that luxury with international financial services as there are inter-
national bodies whose influence can greatly affect the growth of the
economy. Nevis should be branded, but with the tourism sector as the
main focus.’

Nevis’ twin sectors of tourism and financial services are also assessed
by Mr Cartwright Farrell, Planning Manager for NEVLEC (The Nevis
Electricity Company), who makes the following observation: ‘Nevis is
already seen as a high end tourism destination and this works well since
Nevis does not have the space to accommodate a huge influx of tourists at
one particular time and nor should it have to. This might spoil its charm
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and unspoilt natural beauty. As for international financial services, not
much is known about that to the ordinary individual in Nevis for it to be
used to brand the country. Perhaps we should start with the education
of our people at home since they will have a part to play in the branding
of the island by whatever means.’

As can be seen, decision-makers in Nevis are well aware of nation
branding and its potential applications to Nevis. However, the people
of Nevis need to be educated and actively involved in the branding
campaign. Nevis can also use its diaspora to assist in the marketing of its
brand. Spirited integration, national pride, loyalty and nation branding
can greatly assist a country in achieving its most valuable asset — a brand.
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This chapter has reviewed the main themes in the field of COO and
related these to the context of nation branding. The COO effect can influ-
ence attitude and behaviour towards brands, whether products, services
or whole nations. The country case insight on Switzerland that appears
in this chapter has shown the importance of monitoring COO percep-
tions amongst a nation’s target audiences so that effective action can
be taken where negative perceptions arise, or in cases where a signifi-
cant gap between perceptions and reality has occurred. COO perceptions
can change over time, and it is the responsibility of nation-branding
strategists to ensure that such changes evolve in a favourable
direction.
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Russia belongs to the so-called young democracies (even though the
hundredth anniversary of parliamentarianism in Russia has already been
celebrated), in which many institutes, including a civil society, are at a
stage of formation and finding of maturity. In full measure, it concerns
institutes of public diplomacy and mechanisms of formation and promo-
tion of image of the country abroad. Unlike the USSR, which possessed a
powerful information and propaganda machine and influential ideology,
Russia not only has lost such a machine and ideology, but it appeared
to find itself during the 1990s in a deep crisis of self-identification and
facing a choice regarding its future development, which has clarified only
now. As well as after the October revolution of 1917, after 1991, many
things had to be started from nothing in terms of the new state and
the transition (or more accurately ‘return’) to another social and political
system. If the USSR was mainly object — Russia became during the 1990s
the subject of information-ideological influence from the outside, above
all from the West.

After the collapse of the USSR, most of the new independent states
felt a need for self-identification and the establishment of their image in
the world arena. Russia also faced this task, and the approaches to its
solution in the last 16 years have undergone a noticeable evolution.

First about self-identification. On the one hand, it was easier for Russia
with this than for many new states — after all Russia had behind it a 1,000-
year experience of state history and the status of successor to a super-
power, the USSR. In addition, even in the Soviet 70-year period many
people in the West, for example Charles de Gaulle, had only called the
USSR ‘Russia’. That is there remained a continuity of the state and nation.
On the other hand, there were difficulties as well: the breakup of the
USSR had triggered off strong centrifugal tendencies, which had spilled
over to Russia too, in particular in the form of manifestations of sepa-
ratism (examples — Chechnya, Tatarstan). The conflicts that had flared up
on ethnic grounds in the post-Soviet area and the virus of nationalism
were a most dangerous factor for the stability of our multinational state.
Finally, the ‘"democratic revolution” dealt a powerful blow not only to the
Communist party, but to the entire state, with which the party had been
in a state of symbiosis. Superimposed on all this was the acute internal
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political struggle, which developed in October 1993 into a shooting of the
parliament building by tanks. Add to this the ‘shock therapy’, which had
cast a whole generation of people of older age below the poverty line,
the wild privatization ‘for our own men’, the 20-25 million Russians who
had found themselves overnight and against their will outside Russia, the
new boundaries that had narrowed the territory of the country to a state
of 500 years ago, and the dubious legitimacy of the Belaya Vezha agree-
ments to dissolve the USSR in the eyes of many people — and you will
get the picture of a profound crisis of identity, of a crisis of the nation, its
spirit and self-consciousness. So, it was not without reason that the task
put forward by the former President Yeltsin of searching for a national
idea remained but a declarative slogan. And because few people in the
conditions of a permanent power struggle then, in the already distant
1990s, concerned themselves with state interests, so much the less was
it the case with the image of the country. Left to its own devices, this
image just ‘drifted” — by virtue of the tradition of the personification of
state authority peculiar to Russia — along with the contradictory image of
Boris Yeltsin.

The state had actually withdrawn from the sphere of ideology and
given up the implementation of information policy, turning everything
over to market forces. And because a vacuum never occurs in this domain,
it was quickly filled by product advertising, soap operas, crime films
and catastrophe stories. The media themselves quickly fell under the
control of oligarchic clans and began to be used by them for political
and competitive purposes and for the propaganda of values alien to our
society.

By the logic of our narrative it should further be said — ‘but now Putin
came, and everything has changed’. Unfortunately, so far not everything —
well, you cannot all at once clean the ‘Augean stables” and repair the
image. Yet, the signs of recovery did nevertheless appear, and they are
quite a few. And, most important, an understanding has come of the
need for serious, systemic work on improving the reputation of Russia.
What is this due to?

Above all, it is due to a recognition by all of the considerable harm
that is today being inflicted upon Russia by its image, which in many
respects has become a hindrance to development and modernization.
Russia’s reputation in the world is significantly worse than the country
really is.

Why did it happen so? Partly because up until recent years in our
country no one has seriously concerned themselves with the country’s
image, and if some did, then it was not ourselves, but other information
centers and in the way that suited them and not Russia. Partly our own
media are to blame for this, having staked on mass instincts and low
taste and having been carried away by negativism and the hyperbolizing
of drawbacks. All this has damaged, rather than helped, the provision of
objective and full information about developments in Russia. And image
is the result of the information that passes.
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It is therefore necessary to take up the job of upgrading Russia’s image
by starting with our own media and first and foremost, television.

And, finally, the real co-authors of the inadequate image of Russia are
western media and information centers.

It is intriguing that opinion polls show the ordinary population in the
western countries to be far better (more than 50%) disposed towards
Russia than their elites, especially the media. According to the think-
tank SVOP report, only 17% of the total number of publications of the
western media on Russia’s transition to market economy can be regarded
as positive and realistic. This, by all indications, fits in with the pur-
posive line on discrediting Russia in the western media to weaken its
political position and economic competitiveness. Such are the harsh laws
of the world competitive struggle. In the Russian analysts’ opinion, the
situation is unlikely to change radically in the coming years, because the
strengthening of Russia on the international scene and the opening by it
of new markets do not meet the interests of many foreign partners who
regard it as a potential rival.

Because of an inadequate image, Russia’s national product is under-
stated by several times, a number of authoritative estimates have shown.
This creates serious obstacles to the activities of Russian corporations,
lowers their capitalization, narrows the scale of and acts as a brake on
investment programs, and is a hindrance to the entry of Russian business
into the world market.

The overall unsatisfactory situation with the image of Russia abroad
is such that it requires the combining of efforts by all — by authority, at
the level of leading decision makers, by the business community, by the
media and by the institutions of civil society. In accomplishing the image
making of the country, unquestionably, there should, as in the USA, be
enlisted professionals too — PR agencies and companies. And what is
required is not a utilitarian or sectoral approach towards the promotion
of a positive image of the country (a striking example of this approach
in recent years was the media promotion of Turkey and its tourism),
but crisis management with the participation of the Russian leadership.
Classical examples of using the crisis method are Germany and Japan,
which were able in a fairly short time after the war to radically change
their image as aggressive military states. Evidently, after the Cold War,
Russia also has to travel the same road.

Russia has already covered a part of this journey, especially after the
assumption of presidential office by Vladimir Putin. The index of his
quotability in western media is on the level of leading western politicians.
Our President is being seen as an influential partner, he is being listened
to, he is being reckoned with on all world problems. The President is the
face of the state, and accordingly, the image of the country in foreigners’
minds is largely associated with his personality. Russia gains by Putin’s
personal prestige.

Internal reforms — tax, land — have also begun to bear fruit; they
have been highly assessed taking into account our historical experience
(the land question was always tackled with difficulty in our country).



Nation Branding: Concept, Issues, Practice

Europe’s lowest income tax rate of 13% has been established in Russia.
The Government has given up further borrowing of money abroad and
is on a timely basis — and sometimes also ahead of time — honouring its
debt obligations. The country has a surplus budget. Its economy has been
developing along an ascending line over the last 3 years, demonstrating
pretty high growth rates. The USSR, in its last 30 years, imported grain
from America; Russia has become its exporter. All this has been noted
and favourably evaluated in the West, including — what is important —
by credit-rating agencies.

From being a chronic debtor, the country has turned into the state in
fifth place in the world on stocks of currency reserves. Leading brands in
the car industry come to the country as well as conservative investors.

The problem of Chechnya has been quite painful for Russia and its
image over all recent years. But, in this respect too shifts are in evidence,
stemming from the efforts of the Federal Center for political settlement
(a referendum on the adoption of a Chechen constitution was held, an
election for president of the Chechen Republic took place, restoration of
the Republic moves ahead).

On the whole, in recent years, the attention of Russian authorities and
society to the necessity of systemic work on improvement of the country’s
image has noticeably increased. The mechanism of its formation and
promotion in the world is not yet well formulated in this regard. Also,
as regards the creation of a modern toolkit of soft power, only the first
steps have been taken. Nevertheless, a lot of serious projects in various
directions have started:

For the mass media in 2004 “the Valdai club’ was created, within the
framework of which take place annual meetings of the country lead-
ers with leading foreign political scientists and experts; the president
annually addresses mega-press conferences and so forth;

From the beginning of 2005, there is a weekly journal in English
Russia Profile (for the USA and other foreign countries);

From December 2005 began the transmission of an English-speaking
TV channel ‘Russia Today’, designed to show a Russian perspective
on Russia and the world (with an annual budget of $30 million);
Cultural, scientific and educational projects (an action plan within
the program “Years of culture of Russia’ in the leading countries,
escalating of activity and modernization of the cultural centers of
Russia abroad and so forth);

Sports projects (including participation of Moscow and now Sochi
in competitions to host Olympiads);

Projects such as ‘Church diplomacy’ and celebrations of memo-
rable historical dates (largest of which are the 300th anniversary
of St. Petersburg and the sixtieth anniversary of the Victory in the
Second World War);

Social projects (including the contribution to the struggle against
AIDS and rendering assistance to victims of acts of nature).
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For the image of Russia, its presidency of the Group of Eight in 2006 (it
was promoted also by cooperation with one large western PR company)
had a favourable effect.

More active participation in work on improvement of the country’s
image has been achieved by increased involvement of representatives of a
wide range of Russian society, cooperation with the 30 million inhabitants
Russian-speaking diasporas abroad, graduates of the Russian (Soviet)
high schools, etc.

All these are the signs of the ‘recovery” of Russia. Alongside this,
Russia’s image is also getting better.

At the same time, there are also a number of complexities: weak coor-
dination of all work (today it is coordinated by different divisions of the
Administration of the President), lack of general strategy and dispersal of
allocated means, underestimation by authorities (except for the President)
of the need to work with public opinion both at home and abroad. Often,
there is an inability to explain the sense of accepted decisions, a weak
position in the world information space, and — most importantly — the
state still does not have a distinct ideology and national idea.

A number of these reasons explain the image damage that Russia had
in recent years in connection with the “Yukos’ trial, the project ‘Sakhalin’,
and the so-called Russian—-Ukrainian gas crisis.

Summarizing, first, the image of the country is a common matter
for authority, society and all Russians, including those going abroad as
tourists.

Second, Russia has in earnest and for the long term taken up the
improvement of its image as a means for strengthening its position in
the world and as a factor of economic and social development. There is
considerable potential here.

However, no one has ever managed to change the image of a country
in a short time; systemic, long-term efforts are needed.

On the whole, the theme of making the country’s world image is of
particular relevance in the era of globalization and information. Espe-
cially, in view of that, the competitive struggle more and more extends
into the sphere of country image.

kK sk kok

National identity plays a key role in nation branding. An awareness and
understanding of the core features of national identity is a prerequisite
for developing nation-branding campaigns, as the essence of any nation-
brand derives not only from the country’s companies and brands but
also from its culture in the widest sense — language, literature, music,
sport, architecture and so on all embody the soul of a nation. This is one
reason why nation branding is too large an undertaking to be left solely to
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marketing, branding or advertising people. A deep and authentic nation-
brand must include the many elements and expressions of a nation’s
culture; if it fails to do so, it will rightly be perceived as shallow and
superficial and not truly representative of the nation. Branding a nation
does not resemble some fast-moving consumer goods (FMCG) branding,
where competing products with no real differences are hyped up and
promoted on the basis of some spurious differentiation. On the other
hand, nation-brands are rooted in the reality of the nation’s culture, which
is perhaps the truest, most authentic differentiator that any brand could
wish to have.

The imperfect knowledge — or often complete ignorance — that people
all over the world have with regard to nations other than their own gives
rise to what can become a damaging identity—image gap, where a nation’s
true identity fails to be appreciated by external observers because of
either indifference or overwhelming negative stereotypes. The identity—
image gap can be exacerbated by something as apparently trivial as an
unflattering portrayal in film. Kazakhstan has been the most high-profile
victim of this through the 2006 film Borat, whilst to a lesser extent Slovakia
received a gruesome and sinister depiction through the 2005 horror film
Hostel. In such cases, a PR damage limitation exercise may bring some
short-term benefits but in the longer term a more strategic promotion of
the country’s culture and identity will be necessary in order to close, or
at least reduce, existing identity—image gaps.

This chapter, therefore, provides an overview of the key features of
national identity that are relevant to the concept and practice of nation
branding. Implications of national identity for nation branding are drawn
and areas of particular relevance to nation-brand development are dis-
cussed. It has been observed that at least nine academic disciplines have
developed theories of nationalism and nation-states and that it is there-
fore not surprising that authors in one discipline are unfamiliar with
theory in another, or that there is overlap and duplication [1]. These
disciplines include political geography, international relations, political
science, cultural anthropology, social psychology, political philosophy,
international law, sociology and history. What follows is an attempt to
extract from some of these many disciplines the salient national identity
issues for application in culturally informed nation-brand development.

The fundamental features of national identity include the following: an
historic territory, or homeland; common myths and historical memories;
a common, mass public culture; common legal rights and duties for all
members; and a common economy with territorial mobility for all mem-
bers [2]. Increasing levels of supranational legislation emanating from
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regional entities such as the European Union render the last two fea-
tures less distinctively national than in the past; however, the notions
of a historic homeland, common myths, historical memories and a com-
mon, mass public culture still prevail as key features of national identity.
It is undeniable that the falling of international trade barriers and the
border-transcending nature of the Internet have made the world a more
interconnected place; yet, national identity retains its deep emotional and
spiritual power as a source of identity for many people. The intense
pride and emotion in national identity exhibited at international sporting
events, for instance, demonstrates that even in our era of globalization,
national identity remains a relevant and powerful concept. There are
deep wells of culture, attachment and passion for nation-brands to draw
from. (Table 5.1)

The visual manifestations of national identity are familiar to all - flags,
for example are probably the most potent visual expression of national
identity. Their recognition levels result in designs of a country’s flag
being used as a visual shorthand by products that wish to highlight their

Dimensions of National Identity

Author

Smith [2]

Anderson [3]
Kearney [4]

Tolz [5]

Parekh [6]

Thompson [7]

Kiely et al. [8]

Bond et al. [9]

Dimensions of national identity

A historic territory, or homeland; common myths and historical memories; a
common, mass public culture; common legal rights and duties for all
members; a common economy with territorial mobility for members

The nation as an imagined community, a deep horizontal comradeship

To speak of a single ‘national past’ or a single ‘national image’ would be to
distort the complexity of the history of multinational states such as the UK

The main problem of nation-building is how to reconcile civic identities based
on inclusive citizenship and exclusive ethnic identities based on such common
characteristics as culture, religion and language

Identity is neither fixed and unalterable nor wholly fluid and amenable to
unlimited reconstruction. It can be altered, but only within the constraints
imposed by inherited constitution and necessarily inadequate self-knowledge

Contrary to nationalist discourses and commonly held assumptions, the
nation is not a unitary entity in which all members think, feel and act as one.
Instead, each individual engages in many different ways in making sense of
nations and national identities in the course of interactions with others

‘Markers’ of national identity can include: place of birth, ancestry, place of
residence, length of residence, upbringing and education, name, accent,
physical appearance, dress, commitment to place

Attempt to move beyond assumptions that nationalism is essentially cultural
and/or narrowly political, primarily past-oriented and defensive. Examine
evidence relating to the creative (re)construction of the nation from a
contemporary economic perspective

Source: adapted from Dinnie, K. [10].
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country of origin (COQO). One problem that can arise from this is that
any brand from a given country is free to use a design of the flag in its
packaging or other forms of marketing communications, and this makes
it difficult if not impossible for nations to ensure that only high-quality
products and brands use the flag in their branding. Countries can of
course establish organizations to promote their country’s products and
services and create a logo or trademark that can only be used by member
companies, and this is one means of protecting quality perceptions of a
nation’s brands. Other visual manifestations of national identity include
uniforms of the armed forces and other institutions, traditional dress
and architectural styles. There also exist sonic manifestations of national
identity, the most obvious of which is a country’s national anthem, but
which can also encompass language, regional accents and dialects, and
specific voices of well-known individuals who are closely associated with
a particular country such as Nelson Mandela in the case of South Africa,
Sean Connery in the case of Scotland and so on. Iconic individuals such as
these constitute an element of the common, mass public culture identified
above as a fundamental feature of national identity.

Landscape represents another powerful visual manifestation of
national identity. For example, Mount Fuji, spectacular fjords and Ayers
Rock dramatically symbolize Japan, Norway and Australia, respectively.
These types of unique, potent iconic landscapes have been used for sev-
eral decades by national tourism organizations, and consequently, one of
the key challenges in nation branding lies in how to position a country so
that it is not perceived solely as a tourist destination but also as a credible
location for inward investment, a source of high-technology products and
so on. For emerging nations yet to fully exploit their tourism potential,
the concept of ‘cultivating poetic spaces’ — the identification of a sacred
territory that belonged historically to a particular community [2] — may
be adopted as part of a sustainable development agenda centred on the
fast-growing ecotourism sector.

One of the most critical issues in national identity is the tension that
is frequently observable in many nations between cultural diversity and
national unity [11]. It has been suggested that in the context of Russia,
for example the main problem in nation-building is how to reconcile
inclusive civic identities on the one hand with exclusive ethnic identities
on the other [5]. When cultural fault lines intersect within a nation, the
social and political consequences can be devastating; alternatively, cul-
tural diversity within a nation can be embraced, celebrated and treated as
an asset rather than as a liability. This is a contentious political issue and
clearly far beyond the control of any individual or organization engaged
in nation-brand campaigns. But, nation-brand teams must be sensitive
to the political ramifications of including or excluding certain cultural
groups or perspectives from nation-branding campaigns. Derided from
the political left for alleged cultural commodification and equally derided
from the political right for alleged indifference to and disrespect for
the nation’s heritage and history, the short-lived ‘Cool Britannia” cam-
paign may still make some politicians jittery about committing to a
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nation-branding strategy. An inclusive, stakeholder approach represents
the best means to overcome objections from either end of the political
spectrum and to integrate a nation’s cultural diversity into its nation
branding. Campaigns crudely imposed from above, without prior con-
sultation with the nation’s diverse cultural groups, have little chance of
resonating with the nation’s citizens.

One attempt to tackle the tension between inclusive citizenship and
exclusive ethnic identities could be seen in the ‘One Scotland” campaign
developed by the Scottish Executive in order to tackle and eliminate
racism within Scotland [12]. The campaign sought to celebrate the contri-
bution to Scottish life by ethnic communities and can thus be regarded as
a form of internal nation branding, based on an inclusive approach. This
is in line with the view that the classical distinction between civic and
ethnic forms of national identity may be losing its validity in the light of
the dynamic nature of social and political processes [13].

To facilitate comparative analysis and to contribute to effective
decision-making, efforts have been made to construct scales that objec-
tively measure national identity. One such scale is based on the view that
national identity comprises the ‘set of meanings’ owned by a given culture
that sets it apart from other cultures, and this scale identifies four major
components of national identity — cultural homogeneity, belief structure,
national heritage and ethnocentrism [14]. The scale was designed to allow
national identity similarities and differences to be placed in a context
that would allow enhanced international marketing decision-making. An
alternative scale has been proposed by other researchers, who propose
five subscales of national identity — membership (a person’s worth for or
contribution to the ingroup, in this case the nation); private (a person’s
view of the ingroup’s value); public (other persons’ view of this group);
identity (contribution of ingroup membership to the self-concept of the
person) and comparison (how the ingroup rates in comparison to relevant
outgroups, i.e. other nations) [15]. This scale draws upon the principles
of social psychology theory and would therefore require adaptation if it
were to be used in a branding context.

Although national identity scales can provide a certain degree of useful
insight with regard to nation-brand development and communication,
it should be noted that national identity is only one form of identity
on which overall personal identity may be constructed. Individual self-
categorization can also be based on social, supra-national and personal
sources of identity, and the salience of each of these identity sources
can vary according to the social context [16]. The concept of contingent
self-categorization may be extended from the individual and applied also
at the level of the nation, whereby nations will highlight appropriate
self-categorized aspects of their identity according to context. Northern
Ireland, for example, has adopted such a strategy by marketing itself
as ‘Irish’ in Irish-friendly markets and as ‘British’ in British-friendly
markets [17].

Drawing upon a range of potential sources of identification and self-
definition, people may be able to ‘customize’ their social identities [16].
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Similarly, a country seeking to brand itself effectively in such a way
that its nation-brand covers a sufficiently wide range of product/service
sectors must ‘customize’ its identity according to the geographical and
social environment in which it is competing. This view of identity sees
identity not as static and fixed but as produced and fluid; although, there
are clearly limits to this fluidity given that the identity of a person or a
nation is not a blank slate [18,19].

Placing the concept of national identity as a fluid phenomenon in an
economic context, Bond et al. [9] note that the national past continues to
have a strong influence upon the means by which economic agents mobi-
lize national identity for contemporary economic ends. They suggest that
the need to recognize the continuing importance of the historical influ-
ence of national identity, while constructing a contemporary identity,
is achieved through four general processes: ‘reiteration’, which involves
the mobilization of a historically positive element of national identity;
‘recapture’, in which there is an ambition to revisit past success in an
area of contemporary problems; ‘reinterpretation’, in which historically
negative factors are presented as contemporary advantages or as largely
neutral; and ‘repudiation’, where negative features that are not suit-
able for reinterpretation are omitted from contemporary constructions
of identity. This concept, which proposes that identity is constructed
rather than given, underpins the nation-branding paradigm. Whilst not
granting governments carte blanche to manipulate national identity for
narrow party-political ends, the concept of identity as being both given
and constantly reconstituted [6] implies that governments can attempt
to harness and highlight certain aspects of national identity in order to
shape national image perceptions.

A further key concept in terms of the intangible aspects of national
identity is Anderson’s [3] consideration of the nation as ‘an imagined
community’. According to this concept, the nation is ‘imagined’ as a com-
munity because although the members of even the smallest nation will
never know most of their fellow members, the nation is conceived of as
a deep, horizontal comradeship. The abstract nature of national identity
is also examined by Cameron [20], who focuses upon the role of myth in
national identity. Cameron observes that myth is inextricably linked with
the concept of national identity and many of the symbols that people
seize upon to denote their national allegiance are shared with the people
of other nations who do not attribute to them the same significance, and
although the value of such myths and symbols is in the mind more than
in reality, the mind and our deep psychological reactions can govern our
attitudes and therefore national myths and symbols have a real potency.
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Pittock [21], however, offers a dissenting view on Anderson’s concept of
‘imagined community’, maintaining that although the concept of ‘imagin-
ing’ the nation may be useful to some extent, adopting this concept with-
out interrogation places too much power in the hands of creative writers
and created narratives and too little on the lived experience and shared
traditions of national communities. Again, in the context of developing
a nation-branding campaign, such a perspective would argue in favour
of an inclusive approach rather than a fabricated narrative handed down
from on high. The issue of national identity-building narratives under-
pins debates on the teaching of history in a nation’s schools and leads to a
consideration of one of the most intriguing themes in the national identity
literature — the apparently paradoxical concept of ‘invented tradition’.

A landmark text in the national identity literature is The Invention of
Tradition [22], a collection of case studies written by various historians
and anthropologists who argue that traditions that appear or claim to
be ancient can be quite recent in origin and were sometimes literally
invented in a single event or over a short time period. The book argues
that there is probably no time or place that has not seen the ‘invention” of
tradition, although invented traditions occur more frequently at times of
rapid social transformation when ‘old” traditions are disappearing. A key
aim of invented tradition is to establish or symbolize social cohesion and
collective identities, and a key characteristic of invented tradition is that
the continuity with a referenced historical past is largely fictitious [22].
The fictitious nature of much invented tradition inevitably invites criti-
cism on the grounds that such traditions lack authenticity or legitimacy,
and are created in order to benefit the established social order. The inven-
tion of a Highland, tartan-clad tradition in Scotland has, for example been
vigorously contested:

‘Tartanry, Highlandism and the rural representation of Scotland ... were
all indicative of the manufacture of a Scottish identity which had little
to do with the reality of a rapidly urbanising and industrialising society,
but everything to do with the appropriation of symbolic representations
of Scotland which were located in a mythical past ... Because the bour-
geoisie and aristocracy peddled such symbols as authentic, it follows that
their historical perception would have to be hazy and haphazard for such
symbolism to acquire credibility. A rigorous and scientific historical tradi-
tion would have exposed this newly fashioned identity as bogus.’ [23]

Smith [2] elaborates on the theme of invented tradition by stating that
all those monuments to the fallen ceremonies of remembrance, statues
to heroes and celebrations of anniversaries however newly created in
their present form, take their meaning and their emotional power from
a presumed and felt-collective past. The risk of superficiality does how-
ever exist to some extent, and it has been claimed that national image



Nation Branding: Concept, Issues, Practice

can be a complete media creation when the media are the sole source of
information [24]. This observation is echoed by Pittock [21], who criti-
cizes the concept of inventing the nation, with its concomitant idea that a
mass of people can accept a fraud perpetrated by a publicist or a creative
artist as part of their own identity. These well-founded concerns regard-
ing manipulation of national identity need to be acknowledged in the
development of nation-branding campaigns. In any country with a free
press, the media would not allow any government-sponsored invention
of tradition to pass uncontested; hence, the importance of including the
full range of public and private sector stakeholders in the development of
any nation-brand strategy, particularly where the invention of tradition
is being contemplated.

Culture has been described as ‘the most intangible yet the most dis-
tinguishing element of any population and country’ [25]. As such, a
nation’s culture may be regarded as constituting the true essence of the
nation-brand. Culture’s distinguishing role will form the basis for at
least some of the nation’s brand values, and the integration of culture
into the nation-brand will also help elevate nation-branding campaigns
above being merely trite, superficial PR/advertising campaigns. It has
been argued that international business and especially marketing are a
cultural as well as an economic phenomenon [26], and that a perspective
on what is important within national cultures is useful to international
marketers in building marketing mixes, which will appeal to customers
belonging to a national culture [27]. This section therefore provides an
overview of some key cultural elements of national identity. It is beyond
the scope of this section to conduct an exhaustive, in-depth examination
of these cultural elements; rather, it is the relevance of these elements to
the nation-branding construct that is of prime interest for our purposes.
A number of cultural perspectives on national identity are presented in
Table 5.2.

A useful and well-known way of analysing cultures is Hall’s distinction
between high-context and low-context cultures [28]. Using Hall’s termi-
nology, in high-context cultures (such as Japanese, Arabic or Chinese
cultures), indirect styles of communication and the ability to interpret
non-verbal signals and indirect illusions are prized, whereas in low-
context cultures (such as the UK and the USA), non-verbal behaviour is
often ignored and therefore communicators have to provide more explicit
information. Other differences between high-context and low-context cul-
tures can also have an influence on cross-cultural communication and
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Cultural Perspectives on National Identity

Author Cultural Elements

Anderson [3] The cultural products of nationalism: poetry, prose fiction, music,
plastic arts

McCreadie [29] The role of language in the formation of national identity

Haydn [30] The role of history teaching in schools in the formation of national
identity

Hall [28] The contrast between ‘high-context’ and ‘low-context’ cultures

King [31] Through European club football, the outlines can be detected of a

new Europe of competing cities and regions, which are being
disembedded from their national contexts into new transnational
matrices

Shulman [32] The main cultural components of national identity comprise language,
religion and traditions

Tuck [33] The media evoke particularly strong invented traditions and
well-established symbols of national identity in describing the exploits
of the English national rugby team.

relationships — for example in high-context cultures, relationships tend
to be relatively long-lasting; agreements tend to be spoken rather than
written; insiders and outsiders are clearly distinguished; and cultural
patterns are ingrained and slow to change. In low-context cultures, the
opposite characteristics prevail [34].

The link between elements of national identity and consumer behaviour
was explored by Aaker and Williams [35] in their study of the influence
of emotional appeals across cultures. Cross-cultural persuasion effects are
discussed by comparing the effects of emotional appeals across collectivist
and individualist cultures. The authors found that appeals relying on
other-focused emotions (e.g. empathy, peacefulness) versus ego-focused
emotions (e.g. pride, happiness) led to more favourable attitudes for
members of the individualist culture (USA), whereas appeals relying on
ego-focused emotions, as opposed to other-focused emotions, led to more
favourable attitudes for members of the collectivist culture (China). This
perhaps surprising finding is explained by the authors as stemming from
the notion that the novel types of thoughts generated by the persuasion
appeals mediated attitudes, thereby driving the attitudinal and cogni-
tive responses results. Aaker and Williams state, however, that further
research is needed in order to understand the specific role of emotions
in appeals across cultures.
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The issue of individualism/collectivism is central to cross-cultural
studies of decision-making and forms a major component of national
identity; although, opinion is divided whether the individualism/
collectivism construct plays a dominant or merely contributory role in
consumer decision-making [36]. Takano and Osaka report that propo-
nents of the individualism/collectivism construct have arrayed a number
of country difference findings, but others studying similar kinds of deci-
sions have observed no country differences, and recent meta-analyses find
no overall pattern of support for this construct’s predictions. Similarly,
the validity of highly abstract, general measures of cultural knowledge
has been questioned on both methodological and conceptual grounds
[37]. Briley et al. [38] share this view, declaring that their stance begins
with the assumption that cultural knowledge comprises a number of
highly specific structures rather than a few monolithic structures, such
as an individualist versus collectivist orientation. In terms of develop-
ing nation-brand strategy, it is thus clear that appeals to target markets
displaying differing levels of individualism/collectivism will need to be
framed accordingly. A monolithic nation-brand will lack resonance if it
is not adapted to fit its varying markets.

According to Usunier and Lee [39], the concept of ethnocentrism was
first introduced in the early twentieth century by Sumner [40] in order to
distinguish between ‘ingroups’ (those groups with which an individual
identifies) and ‘outgroups’ (those regarded as antithetical to the group).
Keillor and Hult [14] describe an ethnocentric tendency as one in which
individuals, or societies, make cultural evaluations and attributions using
their own cultural perspectives as the baseline criteria. Ethnocentrism is
included in Keillor and Hult’s national identity framework as a means of
accounting for the importance placed on maintaining culturally centred
values and behaviours. The relevance of ethnocentrism in economic terms
is evident, in view of the globalization of the world economy and the
increasing competition that now exists in the provision of most products
and services. Ethnocentrism may be treated as a potentially useful means
of segmenting markets. For example, appeals to highly ethnocentric con-
sumers will highlight the COO of domestic products in order to attempt
to achieve favourable attitudes and behaviours towards those products
as opposed to imported goods. An understanding of the baseline crite-
ria cultural perspectives of ethnocentric consumers referred to above by
Keillor and Hult may therefore be considered as a useful input to the
design of nation-branding strategies.

It is important for those involved to develop a heightened awareness of
the importance of language when framing nation-branding communica-
tions. The role and impact of language as a signifier of a PSC brand’s



Nation branding and national identity

COO may be considerable. Furthermore, within any one language, there
exists a range of linguistic tones or registers that are used every day in
social situations. This represents a rich and diverse range of communica-
tive resources, which marketing strategy in general and nation branding
in particular could draw upon.

The flexibility and adaptability of language is examined by Macdonald
[18] from the theoretical standpoint of sociolinguistics. Sociolinguistic
theorizing is said by this author to attempt to retain the idea that we
cannot understand the meaning of any one term or inflection in isolation,
and that analysis typically focuses upon linguistic practice, variation and
change, for example changes in accents, ‘registers’ and ‘codes’. These
practices, according to Macdonald, generate a range of possibilities, of
different idioms, with different degrees of overlap and spread, which
may be variously drawn upon and realized. The author concludes that
who the speakers and hearers are, their social positioning, and the man-
ner of utterance and context become crucial. Macdonald’s observations
on the crucial nature of who the speakers and hearers are, their social
positioning, and the manner of utterance and context, are of direct rele-
vance to marketing strategy. Although ‘segmentation’ is not a term used
in the sociological approach taken by Macdonald, from a marketing per-
spective it could be argued that that is the phenomenon she is referring
to, in that appropriate discourses must be utilized in addressing different
audiences and stakeholders.

Another important linguistic issue concerns the nature of the rela-
tionship between language and reality. The linguist Edward Sapir con-
tends that

‘No two languages are ever sufficiently similar as to be considered as rep-
resenting the same social reality. The worlds in which different societies
live are distinct worlds, not merely the same world with different labels
attached.’ [41]

An implication of this linguistic view that ‘no two languages . .. rep-
resent the same social reality’ is that nation-branding communications
related to cultural issues may need to be written and designed from
scratch by professionals who are members of the target market, rather
than merely translated.

Literature may be viewed as a determinant and also a manifestation
of national identity. Novels, poetry, plays and other forms of literature
can contribute to a sense of national identity and also occasionally act
as state-of-the-nation pronouncements. The relevance of this to nation
branding lies in the power of literature to establish in an unplanned
way a certain image of the nation, which may or may not chime with
the desired image of official bodies such as national tourist boards. The
magical realism of Colombian writer Gabriel Garcia Marquez, the nov-
els of Peruvian author Mario Vargas Llosa, the hypnotically compelling
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stories of Japanese writer Haruki Murakami — all of this literary output
represents a deeper and richer route into a country’s culture and psyche
than could be obtained through any branding campaign, no matter how
creative. The implications for nation branding are twofold: first, literature
needs to be supported as part of the nation’s cultural strategy, and sec-
ond, a coordinating body needs to be established in order to ensure that
when the nation’s literary figures make an impact on the world stage,
other sectors of the nation benefit from this through coordinated events
to boost tourism, branded exports and so on. Without the existence of
such a coordinating body, opportunities for synergy will be lost (see
Chapter 8).

It could be argued that music as a core element of national identity
has been hugely underutilized in country’s nation-branding campaigns.
Some countries have been receptive to the potential power of music to
communicate the nation’s identity in a positive, celebratory way. Scottish
folk music, for instance, is distinctive and has undergone fusion with
more modern musical styles over the past decade, and this represents
a potentially powerful influence in the branding of Scotland. This has
begun to be recognized by some of the relevant organizations who may
be regarded as stakeholders in the branding of Scottish products and ser-
vices. For example, a recent trade mission by Scottish companies to the
Far East was accompanied by the folk—fusion Scottish band Shooglenifty,
whose music combines traditional Scottishness with an openness to inno-
vation and world influences in a way that might serve as a source of
inspiration for other Scottish sectors on the global stage. Devine [42]
observes that rock bands such as Deacon Blue, the Proclaimers and Run-
rig are emphatically Scottish in style but nevertheless able to convey
their music to a much wider overseas audience. Runrig have celebrated
Gaelic culture in particular and Scottishness in general to a younger gen-
eration of Scots increasingly confident in their own national identity. It
would be to squander an opportunity not to incorporate the dynamic
fusion of tradition and modernity evident in much current Scottish music
into a strategic nation-branding strategy. Whether this would fall under
the remit of a government-funded agency, or a private sector body, or
some other entity, is a key issue. Musicians, like other creative people,
are generally loathe to be dragooned into any kind of formal structure
so the rationale for a sonic branding strategy would need to be clearly
articulated (in non-brandspeak) and a light-touch policy used.

Few components of national identity could be more expressive of the
nation than its food and drink. This is reflected in the proliferation of food
and drink-related national promotions that have occurred over recent
years. These promotions may be at a national or a regional level. The
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country case insight in Chapter 3 shows how Chile has coordinated a
promotional campaign for that country’s wines. Regional campaigns are
also natural vehicles for food and drink promotions. The Brittany region
of France, for example positions itself with a hint of hyperbole as ‘an
Olympus for the gods of food and drink” [43].

Sport engenders high levels of passion and may be considered to be
a central contributing factor to a sense of national identity. For exam-
ple, Bradley [44] cites Spain as a country in which, although there are
other important conduits of regional and ethnic identity, football remains
symptomatic of the major diversities that exist within society. More than
ever before, clubs such as Barcelona, Athletico Bilbao and Real Madrid
are the symbols and the focus, as well as the open vehicles for the expres-
sion of ethnic, cultural and nationalistic identities and differences within
Spanish society.

Whereas, in some countries, the dominant sport contributing to a sense
of national identity is football, in other countries different sports fulfil the
same function. In New Zealand, for instance, the All Blacks rugby team
is a symbol of national pride. With the advent of professional rugby in
the mid-1990s, the New Zealand Rugby Union (NZRU) employed Saatchi
and Saatchi in order to identify a constellation of ‘brand values’ for the
All Blacks, the national rugby team. Collectively, as a team, the All Blacks
were deemed by Saatchi and Saatchi to represent the values of New
Zealand, including values such as excellence, humility, teamwork and tra-
dition [45]. A similar study investigating the relationship between rugby
union and national identity, in the context of England, was conducted by
Tuck [33]. This study found that the English media employed numerous
images to describe the exploits of the English national rugby team, evok-
ing particularly strong invented traditions and well-established symbols
of traditional Englishness such as bulldog spirit and Anglo-Saxon tem-
perament. Another example of sport’s role in identity-building comes
from the Caribbean, where during the late 1950s and early 1960s cricket
became a powerful expression of Caribbean progress and nationhood
with links identified between cricket, black nationalism, Caribbean iden-
tity and anti-colonial struggle [46].

The hosting of international sports events such as the Olympic Games
or the FIFA World Cup have been effectively used to favourably publicize
and re-image a place on a global scale [47]. It has been suggested that
incorporating sports into the nation-branding mix is a relatively under-
used positioning tool [48]. Two countries that now have a tremendous
opportunity to enhance their nation-brands on a European, if not global,
stage are Poland and Ukraine, who have just won the bidding to host
the 2012 European Football Championships. This high-profile sporting
event will be watched by around 150 million people and will also attract
a vast amount of media attention in the run-up to the event. The way in
which Poland and Ukraine manage their nation-branding strategy in the
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coming 5 years will determine the extent of the benefits that the countries
can gain from this historic opportunity to take centre stage in the minds
of tens, if not hundreds of millions of Europeans.

The use of architecture in the creation of national identity is described by
Hess [49], who describes how the architecture and spatial organization of
Accra, Ghana, reflects an identification between architecture and a con-
sciously managed national ideal. The post-colonialist Ghanaian admin-
istration’s reconfiguration of colonial architectural objectives is claimed
to have advanced - in its embrace of architectural modernity and recon-
ceptualization of the urban environment — a distinctive notion of the
‘nation’. This use of architecture in pursuit of a consciously managed
national ideal is examined by Hess in the context of post-colonial iden-
tity formation; some may see the creation of the new Scottish Parliament
building in a similar light, with Scotland emerging from the shadows of
the dominant power, England.

Sonic branding is the creation and consistent use of music, voice or sound
design as a part of an identity or enhancement of an experience.

How does this discipline relate to the branding of nations? Would it
be overstating the case to say it is fundamental, of the essence, essential?

Need some proof? Let’s go back about 4,000 years to Joshua, who
united the Hebrew nation behind the deeply resonant sound of the ram’s
horn. On second thoughts, let’s skip forward a few thousand years to the
1745 when God Save the Queen was first performed as an expression of
British patriotism. While we are on the subject of the UK, we can consider
Jerusalem, Land of My Fathers and Scotland The Brave as sonic branding
for England, Wales and Scotland respectively.

Need more evidence? For England’s attempts to sing about its brand
attributes, think of Rule Britannia (popular freedom), Land of Hope and
Glory (pride), There’ll Always be an England (fighting spirit), Swing
Low Sweet Chariot (rugby prowess) and Barmy Army (cricketing under-
achievement).
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Each of these songs or chants fulfils the essential roles of sonic
branding.

Firstly, they have been created as expressions of the emotions — both
of the essence and of associated values — of nations. Secondly, they have
been used consistently over time and across many different ‘applications’.
Thirdly, they are memorable and fourthly they are distinct (in the main)
and thereby only associated with brand England.

Music, which is elemental to all great sonic branding, is so powerful a
tool for identifying and uniting a nation that since God Save the Queen,
every modern nation on our planet (with the exception of Afghanistan
when under the Taliban) has chosen a national anthem for its subjects to
sing lustily or solemnly, depending upon the desired mood.

Newly independent nations seeking a musical expression of their
national identity may look for inspiration from the five musical genres
below that encompass the world’s anthems. Such nations should consider
one that matches the values they wish to convey and come up with a tune
that has major key tonality and is preferably played by a full orchestra!

A Hymn

Slow and melodic, best served solemn and traditional.

A March

Tempo can be slow or fast but all will sound traditional, spirited and
thrusting.

March “plus’

Add some extra sections to the march, include a complex melody and
an Italian tenor to do it justice. Your nation will sound strong and
traditional but with a bit of extra flair.

World Music

Put together a band of local musicians and have them play in an
authentic traditional style. Your nation will be branded proud and
individual.

A Fanfare

If you do not want lyrics, find some trumpets and military drums.
The world will know you are proud and happy to shout about the
greatness of your nation (even if it is only 60 years old).

Of course, the market for new national anthems has not been very
active in the recent past (except for some ex-Soviet nations) but what have
become more popular in the more recent past are international anthems
such as the Internationale (left wing revolutionaries), Beethoven’s Ode
to Joy (the European Union) and even the UN has an unofficial hymn
created by Pablo Casals and W.H. Auden.

The purpose of these supra-national anthems, however, is exactly the
same as those of the smallest nations on earth. They are key components
in the nation’s identity: as important as the flag. They convey the emotions
of the nation, some with startling accuracy and others with ‘me too’
monotony but usually with a decent tune and a stirring lyric.
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It is in the area of stereotyping that there is a clear conceptual overlap
between the national identity literature on the one hand and the COO
literature on the other. Nations are frequently stereotyped in a negative
way. A major objective of developing a nation-brand is to counter such
potentially damaging national stereotypes.

When used in sociology, the word stereotype means a biased (usually
prejudicial) view of a group or class of people, a view that is resistant
to change or correction from countervailing evidence [24]. Nations too
have stereotypes, which can be positive, negative or neutral, although the
stereotypic attributes associated with a nation need have no carryover
effect on a specific product [50].

Cultural artefacts can be important determinants of national stereo-
type perceptions. In an examination of national stereotypes, Higson [19]
states that a nation’s stereotype can be built up, planned or unplanned,
in many ways. Cultural artefacts such as films can have a strong effect on
how a nation is perceived. Higson explains how, because the domestic
market for British films is not large enough to cover costs, films have to
be made with the international market in mind and this inevitably has
an impact on the ways in which national identities are represented in
them. Such films will often resort to stereotyping as a means of readily
establishing character and identity. Whether such glib stereotyping has
an effect on consumer behaviour or on perceptions of national image is
an area of obvious relevance to nation-brand development. Has Uganda,
for instance, undertaken any initiatives to measure the impact of ‘The
Last King of Scotland” on its own national image? No doubt, a PhD stu-
dent will do so for a thesis at some point. But from a nation-branding
perspective this is clearly not enough. The heightened public aware-
ness of Uganda caused by this film represents a window of opportunity
that will slam shut once the film’s cinema runs and its DVD life cycle
is over.

The role of museums as a vehicle for the expression of national identity
has been studied by McLean and Cooke [51], who propose that muse-
ums, as sites of representation, are important discursive spaces where
images of the nation are produced and consumed. Within a museum
setting, suggest the authors, the narratives of nation are constructed
through the relationship between the collection, interpretation and dis-
play of material culture and the interaction of visitors with the spaces
of the museum. Anderson [3] emphasizes that the construction of such
narratives of nation is not neutral activity and that museums, and what
he terms the museumizing imagination, are both profoundly political.
The important role played by museums in the projection of national
identity therefore requires to be acknowledged in the development of
nation-branding campaigns.
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In a marketing context, the relationship between consumer attitudes
and national stereotypes is a complex one. Papadopoulos et al. [52] found
that, on the one hand, stereotypes about the people of a nation can
arise from the association with their products (e.g. Hungarians viewed
Japanese as trustworthy and likeable on the basis of their products) or,
on the other hand, stereotypes may arise from an image of a people
applied to their products (e.g. Hungarians rated Swedish products almost
as highly as American products, even though few Swedish products at
the time were sold in Hungary). This complexity is acknowledged by
O’Shaughnessy and Jackson [24], who observe that there is an inherent
difficulty in having a coherent image of a nation as people edit out or
rearrange certain attributes (we do not really connect Swiss chocolate
with Swiss banking to be arranged into some coherent overall image of
the nation). Nation-branding strategy must include a significant invest-
ment in ongoing research in order to track which attributes people are
editing out or rearranging when forming their country image percep-
tions. The country case insight in Chapter 4 illustrates how Switzerland
is addressing this issue.

This chapter has reviewed the fundamental features of national iden-
tity, showing the relevance of national identity concepts to the emerging
field of nation branding. Key issues in national identity include view-
ing the nation as an ‘imagined community’, and the notion of ‘invented
tradition’. The cultural elements of national identity are wide-ranging,
encompassing language, literature, food and drink, sport, architecture,
and many other dimensions that nation-branding strategists need to be
aware of so that nation-brand development is firmly rooted in the reality
and essence of the nation, rather than being merely a creation of adver-
tising, marketing and branding agencies. The country case insight on
Russia that appears in this chapter illustrates how nation branding may
provide a means to clarify a nation’s identity both for internal and also
for external audiences.
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In late March of 2007, A.T. Kearney’s Global Services Location Index
showed Brazil advancing five spots from its position in 2005 in the gen-
eral ranking of countries offering offshore outsourcing, reaching the fifth
position after India, China, Malaysia and Thailand.

The study, as well as many other similar items that have started to
appear with increasing frequency in newly published research from other
IT-consulting firms such as Gartner and Forrester showing the growth
of Brazil as one of the most competitive outsourcing destinations, is
welcome news to Brazilian IT companies and Brazilian export promotion
organizations. Since early 2004, several interested sectors in the Brazilian
economy have worked in tandem to put the Brazilian IT industry on the
global map. Even though Brazil is one of the 10 largest IT markets in
the world, worth approximately $15 billion a year, it exports a relatively
small percentage, especially when compared with India, which exports
nearly 75% of its IT production. The effort to boost the Brazilian IT sector
as an exporter has received ample encouragement from the Brazilian
government, through Brazil’s export promotion agency, APEX Brasil.

It is widely recognized by all players in the Brazilian IT sector that to
achieve significant export growth, the Brazilian IT industry would have to
gain recognition as a capable producer of IT services and products outside
of Brazil, specifically in the USA, the world’s largest consumer of IT prod-
ucts. Before 2004, Brazil was hardly ever identified in industry research
and analyst reports as an up and coming outsourcing destination. In
fact, countries with much less-developed IT industries than Brazil’s, such
as Ukraine, Costa Rica and Vietnam, were frequently mentioned as the
emerging IT outsourcing destinations by well-known industry analysts,
whereas Brazil was largely ignored. This reflected a clear image problem.

To begin to change this perspective, APEX Brasil launched in 2004
what initially was a 3-year effort focused on the dissemination of Brazil
IT services and products and of Brazilian IT companies as better suited
partners for US companies seeking differentiated service closer to home.

Having identified the Gartner Group as a key opinion-making institu-
tion, both for its industry analysts as well as for their myriad IT trade
shows, APEX decided to participate in the Gartner ITxpo in October 2004,
in Orlando. APEX also chose to work with several Brazilian companies
that were already established in the US market to develop an action plan
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that could, in the longer term, be applied to other Brazilian companies
not yet selling their services to the USA. A key point of interest: Brazilian
IT companies that worked in the USA at that time were also hurt by
the lack of knowledge about the country’s IT industry abroad, and about
the lack of knowledge about Brazil in more general terms. As one execu-
tive said, at each sales meeting, the company had to expend a significant
amount of time explaining that Brazil did indeed have an IT industry,
cutting down on the time he had for selling his product. The initiative
would also work as a uniform tool for companies developing business
in the USA, creating a common strategy, using each other’s efforts to
leverage overall sales, transforming individual guerilla sales pitches into
a coordinated market-conquering war.

Working with several IT Clusters throughout Brazil, individual IT com-
panies and the Brazil Information Center, a non-profit trade organization
based in the USA that promotes Brazil to American opinion makers and
consumers, APEX Brasil, started brand development — using the term
Brazil IT both as a noun and as a verb, as in ‘Brazil it"", and consistently
disseminating the competitiveness and areas of excellence of Brazil’s
IT industry, as well as the competitive advantages Brazil holds over other
leading outsourcing destinations.

A new logo for Brazil IT was created, and the brand trademarked
in the USA. The tools used for dissemination were video, Internet —
www .brazil-it.com, traditional print media and consistent trade show
participation. The message was focused on a few key points such as
Brazil’s strong domestic IT market, cultural and business environment
similarities to the USA, geographical proximity and time zone compati-
bility, geopolitical stability and the creative power differential of Brazilian
IT engineers when compared with IT engineers in other parts of the
world. Areas of excellence such as Brazil’s banking system, healthcare
and e-gov were chosen as focus points to show a degree of world class
quality and adaptability. Rather than selling itself as another potential
India — where companies have thrived in wholesale outsourcing services,
Brazil IT meant to differentiate Brazilian IT service and software devel-
opers as ‘value aggregators’ in a different league, providing services with
business expertise capable of developing and implementing creative, ‘out
of the box” solutions.

Brazil IT’s inaugural participation at a large trade show in the USA
happened at the Gartner ITxpo in 2004, bringing nearly 30 Brazilian
IT companies to the First Timer pavilion. The participation was so suc-
cessful from the companies’ point of view — measured by new contacts
made and interest from Gartner Symposium participants — that the group
returned in 2005 with a much larger presence, as Market Place Spon-
sors, bringing to the event an institutional space to promote knowledge
about Brazil IT as well as five individual booths occupied by individ-
ual Brazilian IT companies — some with an established presence in the
USA and others still considering whether the time was right to enter the
American market.
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In 2006, Brazil IT’s strategy evolved yet again to participation in several
Gartner events, many of these focused on specific industry segments.
Investment in marketing activities grew alongside with investment in
more events and included a re-launch of the Brazil-IT website in 2005,
a new video, and — in 2006 — the launch of Brazil IT News, a newslet-
ter about Brazil IT which is distributed at trade shows and sent to the
growing list of IT executives who have made contact with Brazil IT
during participation at Gartner events over the last 3 years. The industry-
focused Gartner events allow the presentation of Brazil IT success cases
to small but captive audiences of key IT executives. In June 2006, Brazil IT
was awarded ‘Best Enterprise Vendor Presentation” at IT ChannelVision.
At the 2006 Gartner ITxpo, Brazil IT jumped onto the renewable energy
bandwagon and presented a case study on how IT (software) has been
successfully used in Brazil to allow the low cost production of flex-fuel
cars. It is a case with global ramifications that is not well known abroad,
where many still believe that the flex-fuel versus optimal engine equation
must be resolved through hardware.

Parallel to the work of Brazil IT coordinated by APEX Brasil, other
industry associations in Brazil stepped up their work. Of note, Actminds,
a group of about 10 small Brazilian IT companies based in Campinas,
in the outskirts of Sao Paulo, opened its first US representation, joining
larger companies such as Stefanini, Politec and CPM, some of which
already have multiple locations in the USA serving dozens of clients.
Other IT clusters, such as in the northeastern state of Paraiba and Pernam-
buco, experienced sustained IT exports growth in the range of 30-50%
per year, according to APEX Brazil, and were able to bring an increasing
number of smaller companies that had never considered going abroad
to participate in trade shows. The Brazilian Association of Software &
Service Export Companies, Brasscom, created in 2004 by Brazil’s six
largest IT service providers CPM, Datasul, DBA, Itautec, Politec and Ste-
fanini, with the objective of fomenting IT exports, has now grown to
include Accenture, HSBC, Promon, Braxis, BRQ, CenPRA, Sun and TIVIT,
and hired A.T. Kearney to study the best alternatives and opportunities
in the international market, as well as the roadmap to Brazil’s inser-
tion in it.

More and more Brazilian companies are achieving the coveted capabil-
ity maturity model (CMM) rating, increasing industry credibility. Indi-
vidually, companies such as Stefanini, CPM and Politec, which are among
most active in the US market, are earning independent recognition: in
2006, Stefanini IT Solutions was ranked among the top ten end-to-end
global outsourcing vendors in a survey by the Brown & Wilson Group,
and CPM and Politec were included in the Global Services GS100, a pres-
tigious annual list of the world’s 100 most innovative service providers,
as selected by Global Services magazine.

As a whole, these initiatives and successes reflect the positive results
of a joint, if not always coordinated, will to grow Brazil’s IT industry
abroad, in order to reach the $2 billion export target set by the Brazilian
government in 2004. To keep the momentum going, APEX Brasil is
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continuing its support of the Brazil IT program for the years of 2007
and 2008, stepping up once again trade show participation and public-
ity efforts, while demanding increasing investment from Brazil’s private
sector in promotion activities.
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Country-of-origin and national identity are two related fields that under-
pin the concept of nation branding; yet, rarely have the two fields been
integrated. In this chapter, we identify the areas of commonality between
country-of-origin and national identity and relate them to the differentiat-
ing power of branding that forms the basis of nation-brand development.
A conceptual framework for nation branding is presented in the form
of the category flow model, drawing upon key issues identified in the
twin fields of country-of-origin and national identity. The country case
insight on Brazil shows how a nation can promote an economic sector
that does not necessarily coincide with existing stereotypes of the nation,
whilst the practitioner insight focuses on the paradox of a product and a
national icon.

The national identity literature has rarely been drawn upon by country-
of-origin researchers. This is surprising, in that many of the determinants
of country-of-origin image perceptions are grounded in the cultural,
social and political contexts that constitute national identity. Existing
country-of-origin research has largely focused upon the effects of ‘Made
In” labels on consumer decision-making, without seeking to examine the
cultural dimensions of national identity that contribute to country image.
Papadopoulos and Heslop [1] point out that the vast majority of product-
country image studies have asked respondents to assess the products of
various countries, equating the results with the countries” images — which,
of course, they do not. It is a weakness of much country-of-origin research
that the construct of country image has been approached in such a narrow
way, making simplistic equations between product image and country
image. Country image is determined by a far broader mix of factors than
a country’s products and services alone.

By taking into consideration determinants of national identity such
as the invention of tradition, the role of education and sport, it is
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possible to provide a richer and more culturally informed basis from
which to construct marketing strategies related to the branding of
nations. The implications of national identity for marketing strategy have
rarely been addressed in the country-of-origin literature; yet, the trend
towards country branding will make such integration-of-identity issues
into marketing strategy imperative. In an increasingly globalized econ-
omy, nations that fail to plan the strategic management of their nation-
brand may struggle to compete with nations that take a more pro-active
approach to this issue. Some of the common constructs to be found in the
areas of national identity and country-of-origin are shown in Figure 6.1.
These constructs play an important role in nation branding, influenc-
ing country image formation processes and providing the context within
which nation-brand strategy is developed.

The intersection of the common constructs between national identity
and country-of-origin (Figure 6.1) can be located in the general domain of
culture. ‘Culture’ is a term with different meanings for different people.
It will be helpful to consider how culture has been defined, in order to
clarify how we may consider expressions of culture as a determinant of
country image perceptions and as a significant component of a nation-
brand. Danesi and Perron [2] define culture as ‘a way of life based on a
signifying order” passed along from generation to generation. The term
signifying order referred to by Danesi and Perron is the aggregate of the
signs (words, gestures, visual symbols, etc.), codes (language, art, etc.)
and fexts (conversations, compositions, etc.) that a social group creates
and uses in order to carry out its daily life routines and to plan its

National stereotypes

Ethnocentrism

Country-of-
origin

National
identity

Expressions of culture

Individualism versus
collectivism

Blurring of national
identities and countries-
of-origin

Common constructs
in national identity
and
country-of-origin
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activities for the future. Other definitions of culture that have relevance
to national identity and country-of-origin are provided by Goodenough
[3], who states that culture is a set of beliefs or standards, shared by
a group of people, which help the individual decide what is, what can
be, how to feel, what to do and how to go about doing it. A similar
definition of culture is given by Child and Kieser [4], whose definition
is given in anthropological vocabulary but which could also be viewed
in terms of marketing segmentation. Child and Kieser define culture as
patterns of thought and manners that are widely shared; however, they
also emphasize that the boundaries of the social collectivity within which
this sharing takes place are problematic, and therefore, it may make as
much sense to refer to a class or regional culture as to a national culture.
From the above definitions of culture, it can be seen that many hitherto
under-examined aspects of culture have direct relevance to the crea-
tion of nation-branding campaigns, in that a country’s image is formed
largely by its culture and not solely by consumer perceptions of a coun-
try’s products or services. This view is largely echoed by Kotler and
Gertner [5] who contend that a country’s image results from its geog-
raphy, history, proclamations, art and music, famous citizens and other
features.

In the context of organizations, Handy [6] states that a culture cannot
be precisely defined, for it is something that is perceived, something felt.
According to Handy, factors that influence culture and structure for an
organization include history and ownership; size; technology; goals and
objectives; the environment and the people. It can therefore be seen that
a nation-branding strategy must take into consideration issues pertaining
to organizational culture as well as the more obvious manifestations of
popular culture that tend to receive more media attention.

There are also implications for nation branding to be found in the
organizational identity (OI) literature. In an insightful discussion of OI
in a diversified organization, Barney and Stewart [7] contend that the
problem with diversified firms is that the value-based OI must be broad
enough to signal convergent goals while clear enough to support a wide
variety of knowledge-based means (i.e., core competencies) to achieve
those goals. The authors” conclusion is that in order to generate the nece-
ssary breadth of values, highly diversified firms may have to create an
OI that is defined in terms of moral philosophy — a statement about the
right and wrong ways to behave in society and in a company. Managers
can then take these moral imperatives and apply them in managing their
particular subsidiary business. In terms of nation branding, a nation may
be viewed as a highly diversified organization requiring a breadth of
values as defined by Barney and Stewart.

Griffin [8] places culture in the context of tourism by affirming that
culture is more than just the heritage of a destination and that heri-
tage is the remains of the past, whereas culture is the living essence
of it, comprising heritage (streetscapes, buildings, events), museums
and galleries (ancient and modern); arts (performing, music, dance,
drama) and lifestyle (daylife, nightlife, people). Much of nation-branding
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strategy constitutes an effort to embrace both the past heritage and the
present living culture alluded to by Griffin, so that outdated images do
not obscure consumer perceptions from what may be vibrant modern
societies.

At this point, it is useful to reiterate the nature and impact of brand-
ing techniques alluded to in Chapters 1-3. We focus here on some of
the salient characteristics of branding that may usefully be applied in
a nation-branding context. Governments around the world are turning
to branding techniques to differentiate their nations on the global stage
and also to give themselves a competitive edge over rival countries with
which they must compete in both international and domestic markets
[9-16]. Many scholars and practitioners have defined the nature and
impact of branding. Keller [17], for example states that a brand is a
product but one that adds other dimensions that differentiate it in some
way from other products designed to satisfy the same need; these differ-
ences may be rational and tangible and related to product performance
of the brand, or symbolic, emotional and intangible and related to what
the brand represents. Aaker and Joachimsthaler [18] also acknowledge
the differentiating impact of branding and assert that the key to most
strong brands is brilliant execution that bursts out of the competitive
clutter, provides a boost to the brand and creates a cumulative impact
over time.

Kapferer [19] echoes the notion of branding’s cumulative impact over
time by positing that along with R&D, a consumer orientation, an effi-
ciency culture, employee involvement, and the capacity to change and
react quickly, brands are one of the very few strategic assets available to
a company that can provide a sustainable competitive advantage. Rieze-
bos [20] shares this view and states that within marketing circles there is
now a greater awareness that brands represent not only a financial but
also a strategic value for the company. In an interesting study based on
the premise that there has been a dearth of research into how branding
principles may apply in the services sector as compared with the product
sector, De Chernatony and Dall Olmo [21] contend that branding princi-
ples are common between products and services at the conceptual level
and that in either sector, brands must be developed as the link mirror-
ing the set of functional and emotional values created by the company
and the way these are perceived by consumers. The CBBE perspective
argues that a brand is something that resides in the minds of consumers
[22], and governments around the world are taking an increasingly active
approach to managing their nation-brands, so that what resides in the
minds of consumers is a more favourable set of perceptions than would
be the case if governments left national reputation to stereotype and
cliché.
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In Greece, olive oil is a sacred product. The olive tree is the symbol of
the Greek landscape. At the same time, it is strongly linked to Greek
antiquity when the branches of the olive trees were used to crown the
winners of the Olympic games. Even the Greek Orthodox religion gave
a central role to olive oil that is used in many religious practices, as for
example in the baptism service. In all its preciousness, olive oil in Greece
is paradoxically a commodity.

Greece is the third country in the world in terms of the quantity of
olive oil produced. Greek production not only covers the needs of the
country but a large quantity is also exported. Greek olive oil is very rec-
ognizable because of its deep green colour and its balanced taste. Greeks
are very negative towards consuming olive oils from other countries.
Within Greece, the majority of olive oil that is consumed is bought in
bulk, straight from the producer. The branded olive oil market makes
up approximately 30% of the quantities sold and consumed in Greece.
Greeks have the highest per capita consumption of olive oil — approxi-
mately 13 kg annually. Consumer benefits that have an appeal beyond
the domestic Greek market and that are also relevant to international
markets are as follows:

Health: The Mediterranean diet, famous for its health benefits, is very
strongly linked to olive oil. Therefore, the perception is that olive oil
contributes to longevity. For individual olive oil brands, the problem
with this concept is the fact that it is linked to olive oil as a category
rather than a specific brand.

Origin: In Greece, there are various olive oil-producing areas. The cli-
mate and conditions in each area can lead to olive oil of different tastes.
The importance of origin for olive oil has been acknowledged by the
European Union through its “protected designation of origin” (PDO) sym-
bol, which guarantees that the olive oil is extracted from a specific variety
of olives, cultivated in a specific geographical area. The rationale behind
establishing the PDO symbol is twofold — first, to ensure that farmers
and producers are fairly rewarded for producing high-quality products,
and second, to provide a guarantee to consumers that they have pur-
chased an authentic, high-quality product.

Taste: This is a step further than the origin concept because it
focuses directly on the issue of different taste profiles. Furthermore, it
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is something that a brand can ensure rather than a generic character-
istic of the olive oil category. For example, one olive oil brand variant
was launched as an extra virgin olive oil of strong, ripe taste from the
Peloponnese. With this product, the brand catered to consumers who
appreciate strong-tasting olive oil. At the same time, the Peloponnese is
an important point of reference as it is an area that is famous for its
olive oil.

As can be seen, Greek olive 0il is much more than just a commodity —
the paradox is that this product which appears to be just a commodity is,
in reality, a symbol of national identity for Greece as well. Greek olive oil
has been recognized both by consumers and also by the European Union
(through its PDO symbol) for its outstanding high quality. In the coming
years, Greek olive oil will be highlighting its country-of-origin much
more than it has done in the past. The importance of olive oil to the Greek
economy was acknowledged in April 2005 by the country’s Economy
Minister, George Alogoskoufis, who announced a plan to improve the
branding of Greece’s olive oil supported by a budget of €5 million. The
Minister declared that ‘the aim is that olive oil will be one of the vehicles
for the promotion of Greece, tourism and Greek products in general’
(Hatzidakis, 2006). Olive oil as a symbol of Greece’s national identity
should therefore be well positioned to capitalize on the high profile that
the nation-brand of Greece obtained during not only the Athens 2004
Olympics, but also during the Greek football team’s amazing triumph in
the European Football Championship in the same year. Greek olive oil —
the fusion of a national icon, positive country-of-origin effect and a great
product.

Hatzidakis, G. (2006) ‘Greece Targets Olive Oil Branding to Help Boost Demand,
Economy’, http:/ /www .bloomberg.com, updated April 17, 2006.
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Based on some of the key issues in branding, COO, and national identity
discussed in Chapters 1-5 and integrating these with the original coun-
try case insights, academic perspectives and practitioner insights that
appear throughout the chapters of this book, the conceptual framework
embodied in the category flow model shown in Figure 6.1 proposes a
network of relationships amongst nation-branding antecedents, proper-
ties and consequences. As can be seen from Figure 6.2, the numerous
possible antecedents of the nation-branding construct have been grouped
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into the category of ‘anticipation’; the properties of the nation-branding
construct include the categories of ‘complexity’, ‘encapsulation” and ‘cul-
tural expressiveness’; whilst the consequences of the construct are pre-
sented in the category of ‘engagement’.

The category flow model suggests a sequential flow from an initial
category of anticipation to two further categories, complexity and cul-
tural expressiveness. Complexity and cultural expressiveness comprise
those elements of the nation-brand construct that require encapsulation
through the development of a nation-brand strategy in order to achieve
engagement, the ultimate stage in this conceptual framework for nation
branding.

The category of anticipation represents the initial category in the
model. This category derives from the existing consumer perceptions
of the nation, before any attempts to consciously create a nation-brand.
These perceptions must be analysed and understood as an initial step in
the nation-branding process in order to gain an awareness of the stereo-
types and personal experience that individuals draw on in forming their
perceptions of the nation. The antecedents of anticipation may be based
on superficial stereotyping, misinformation or isolated personal experi-
ence, none of which may truly reflect the essence of the nation-brand.
Therefore, two further categories have been conceptualized in order to
reflect the multi-faceted nature of nation branding, lifting the construct
above the facile stereotypes that can blight perceptions of a country’s
image.



From country-of-origin and national identity

The category of complexity acknowledges the uncontrollability of many
of the factors that impact upon the nation-brand, such as political events,
war, natural disasters, the behaviour of prominent citizens, the perfor-
mance of national sports teams and so on. This category also contains the
related concepts of managing diversity and the urban/rural dichotomy
that exists in most countries.

The category of cultural expressiveness encompasses cultural elements
such as the arts, language and history as well as landscape, which can
play a significant role in the formation of national identity. A nation-
brand that did not acknowledge and incorporate these cultural elements
would be a shallow, overtly commercially driven artifice, unlikely to
secure engagement from its stakeholders.

The categories of complexity and cultural expressiveness thus recog-
nize and encompass the rich, complex and multi-faceted nature of the
nation-brand. These two categories flow into, and are assimilated by,
the category of encapsulation. It is within the category of encapsulation
that explicit branding techniques emerge. By acknowledging the com-
plexity of the processes involved in the nation-brand construct, and by
integrating into the nation-brand, a high degree of cultural expressive-
ness, marketers can then seek to encapsulate the essence of the nation
in a multi-faceted yet coherent nation-brand. Such encapsulation entails
redefinition of the nation-brand values in harmony with the prevailing
zeitgeist. This demands a managerial skill set and a level of cultural
awareness far exceeding that required when branding a PSC brand. Once
encapsulation has been achieved, from this should flow the final category,
engagement. Without engagement from a wide range of stakeholders, lit-
tle success can be expected for the nation-brand. The relationship between
encapsulation and engagement suggests a linkage between the effective-
ness with which the nation-brand redefines and brands itself in the con-
text of the prevailing zeitgeist, and the subsequent level of engagement
that may be achieved in support of the nation-brand. Manifestations of
such engagement may be perceived in terms of the degree of stakeholder
inclusiveness achieved by the nation-brand, the existence of motivating
exemplars, and a reasonable level of transparency in the development
and management of the nation-brand.

The categories of the model and their constituent elements are dis-
cussed below.

In terms of antecedents of the nation-branding construct, the category of
anticipation focuses on the expectations that consumers have of a certain
nation, what is hoped for from the nation and what consumers are pre-
pared for. Disconfirming such expectations is a risky strategy. However,
if the existing stereotypes of a nation are negative, then the nation-brand
must be managed in such a way that these stereotypes can evolve in



‘Anticipation’
category

Nation Branding: Concepts, Issues, Practice

Anticipation

Stereotypes Personal experience

a more positive direction. Therefore, an understanding of the concepts
underpinning the category of anticipation is required (Figure 6.3).

The concepts of ‘stereotypes” and ‘personal experience’ constitute the
elements of the category of ‘anticipation’. The issue of stereotypes is one
of the common constructs identified in both the country-of-origin and
the national identity literatures [23-25], whilst personal experience has
recently attracted attention in the country-of-origin literature as one of the
potential determinants of country image [26]. Stereotypical perceptions
tend usually to be of a negative nature, and this can present a problem to
nations attempting to enhance their reputations amongst external audi-
ences. Effective nation-brand management seeks to counter the poten-
tially damaging caricatures that national stereotypes can embody. In his
academic perspective (see Chapter 10), Prof. Stephen Brown observes
that ‘nation branding strategies are moving beyond hackneyed stereo-
types’. Hackneyed stereotypes are insulting to those on the receiving end,
tedious to more well-informed observers and possibly detrimental to the
nation’s economic welfare, and therefore, it is not surprising that gov-
ernments are increasingly using branding techniques to overcome such
stereotypes. Bolivia, for example has long suffered from an image of mis-
ery and poverty that has obscured the richness of the country’s culture
and nature, and a coordinated nation-branding campaign represents a
potential means to replace the old negative image with a more positive
one (see country case insight on Bolivia, Chapter 7).

It is important, however, to recognize that stereotyping is not always
negative. The anticipated imagery associated with a nation can very often
be positive. In terms of developing the nation-brand, the conceptual issue
centres upon how to harness the positive anticipated imagery without
allowing the nation-brand to become pigeonholed by a too narrow range
of associations. Nation branding requires an acknowledgment, but then
surpassing, of anticipated imagery.

The second concept within the category of anticipation, ‘personal expe-
rience’, represents an important aspect of the nation-branding construct.
Personal experience can range from visits by an individual to a particular
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country to personal interactions with citizens of other nations. Personal
experience can also derive from the consumption of products or services
from a particular country, which underlines the importance for export
promotion agencies to support the international marketing activities of
the country’s exporters. Switzerland has taken an innovative approach in
this regard. In response to research demonstrating that external audiences
perceived Switzerland to be weak in terms of one particular attribute —
‘Strong influence of citizens on political decisions” — the Swiss Con-
federation decided to finance Research Chairs on federalism in foreign
universities to explain and promote the Swiss federal system (see case
county insight on Switzerland, Chapter 4). In this way, foreign students
and academics may revise existing negative perceptions of one aspect of
Switzerland’s governance through the personal experience of interacting
on a regular basis with academics explaining and promoting the Swiss
federal system.

The intricacy and convoluted nature of nation branding presents a major
challenge to marketers wishing to develop a successful nation-brand. The
complexity of a nation-brand is far greater than that of a PSC brand
because of the multi-faceted character of the nation-brand and also the
multitude of stakeholders whose concerns and interests must be taken
into consideration (Figure 6.4).

Managing diversity is a critical component of the nation-brand con-
struct. With increasing global integration, there are now higher levels of
migration across national boundaries, leading to far greater heterogeneity
in many nations’ populations than existed previously. Cultural and social
diversity poses an important challenge to the application of branding
techniques in developing a consistent message about the nation. More-
over, the diversity of organizations involved in nation-branding activities
represents a considerable managerial challenge in terms of achieving
effective coordination and avoiding wasteful duplication of effort. Finally,
the wide range of different audiences for the nation-brand poses yet
further challenges in managing diversity.

| Complexity ]
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All nations have to contend with a diversity of internal stakeholders
as well as a diversity of external audiences. De Chernatony has noted
that there are ‘numerous, powerful stakeholders seeking to influence the
nature of the nation-brand which has to appeal to diverse stakeholders’
(see academic perspective, Chapter 1). Switzerland is one country that
has recognized that the diversity of issues relating to the promotion of the
country leads to a proliferation of agencies and organizations focusing
on different aspects of the country’s promotion, and that a coordinating
organ needed to be created to optimize the overall promotion of the
nation (see country case insight on Switzerland, Chapter 4). In large,
ethnically diverse nations, the challenge of managing diversity assumes
even greater proportions. In India, for instance, it has been stated that
‘despite a mixture of creeds that have longer standing rivalries than some
in the Middle East, India has managed to present a united front; its
president has gone as far as to discuss nation branding to its domestic
audience’ (Jack Yan, practitioner insight, Chapter 7).

The strategies adopted by individual nations in order to manage diver-
sity vary according to the specific needs of each country. Estonia, for
example has developed a nation-brand model that takes this diversity into
account and that uses a series of coordinated and reinforcing messages
that can be used by Estonia’s different public and private sector orga-
nizations when addressing specific audiences (see case country insight
on Estonia, Chapter 9). As a general principle that holds for all nations
regardless of size, the application of CRM technology and techniques is
essential if nations are to successfully manage their diverse stakeholders
and audiences. CRM expert Francis Buttle states that ‘any functional-
ity that marketing, sales and service personnel want to enable them to
understand, service and satisfy a nation’s many customers effectively and
efficiently is available in today’s CRM systems’ (see academic perspective,
Chapter 3).

The concept of uncontrollability is related to that of managing diver-
sity. The greater the diversity of the nation, the less controllable are its
constituent elements and the more challenging it will be to develop a
consistent, widely accepted nation-brand. Brands in any sector of the
economy are subject to the impacts of unexpected environmental factors.
However, nations are subject to a far wider range of impacting factors
than individual PSC brands, given that the behaviour and actions of
every member of the nation’s population are potentially a contributing
factor to perceptions of the nation-brand. Also, sudden events can erupt
that can seriously damage a nation’s image overnight, as could be seen
in the violent reaction in many Moslem countries against Denmark fol-
lowing the publication of offensive cartoons of the Prophet Mohamed
in the Danish press. On a more day-to-day basis, there are numerous
uncontrollable factors that can impact upon nation-branding activities.
For example, Egypt’s Business Image Unit identified the following fac-
tors as beyond its own control: corruption, customs clearance procedures,
quality of products, sclerosis of politics and infrastructure amongst others
(see country case insight on Egypt, Chapter 2).
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The urban/rural dichotomy refers to the gulf that can exist between
urban and rural manifestations of the nation. Managing this dichotomy
in such a way that the urban and rural appeal and imagery of the nation
complement rather than contradict each other is clearly a complex task.
The presence of a nation-branding coordinating body, for example would
help prevent the nation’s image being dominated by traditional rural
imagery as is often promoted by national tourism organizations, to the
detriment of also positioning the nation as a desirable place for compa-
nies to invest (for which more suitable imagery would focus on modern
infrastructure, cutting edge technology and so on rather than bucolic
rural imagery).

A solution to the dilemmas posed above in terms of managing diversity
and uncontrollability may be found in the development of a nation-
brand strategy that adopts and implements the basic marketing technique
of segmentation. A crude, monolithic approach to branding the nation
would fail because it would lack sensitivity to the specific needs and
wants of clearly identified sectors. The bases for market segmentation
that may be employed by the nation-brand are diverse and limited only
by the imagination of the marketers involved in managing the nation-
brand. Possible segmentation variables that have been identified in the
country-of-origin literature include consumer ethnocentrism [27], gender
[28] and segmentation along cultural rather than geopolitical lines [29].
Whichever segmentation variables are selected, it is important that the
nation-brand frames an appropriate appeal to the selected market. Ignor-
ing this important consideration can lead to ineffective use of resources.

Heritage, landscape and the arts are the constituent concepts of the cat-
egory of cultural expressiveness. Anholt [30] has argued that successful
nation branding requires the integration of a country’s cultural and artis-
tic expression in order to achieve unique and sustainable differentiation.
The category of cultural expressiveness reflects this proposition in terms
of the three concepts in this category, namely heritage, landscape and the
arts (Figure 6.5).

Cultural
expressiveness

Heritage I | Landscape I | The arts

Cultural
expressiveness
category
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‘Heritage” as a concept encompasses issues such as a country’s history,
traditions and architecture. The challenge in this respect is to develop a
modern nation-brand, with resonance for contemporary audiences, with-
out throwing away the heritage that has given rise to the current nation.
Leading international consultancy firm Interbrand took this into consid-
eration when developing a nation-brand for Estonia, by seeking to bring
Brand Estonia to life in a way that reflected the country’s heritage, unique
qualities and what the country has to offer the world (see country case
insight on Estonia, Chapter 9).

‘Landscape’ is treated in the present analysis as a concept rather than
merely a physical presence because of the extremely powerful emotional
and symbolic value that is placed upon landscape by many people. This
supports Gray’s contention [31] that landscape and geology play a defin-
ing role in the formation of national identity. Nepal and Bolivia are
two countries for whom their unique, beautiful landscapes constitute
key elements of their respective nation-brands (see academic perspective,
Chapter 2; country case insight, Chapter 7). However, there is a need to
ensure that an exaggerated focus upon traditional rural imagery does not
obscure the fact that a country can have tourist-attracting scenery as well
as a vibrant modern economy that is also an attractive destination for
inward investment and so on.

The third and final concept in the category of cultural expressiveness
is ‘the arts’. Several elements of the arts that play an important role in
the creation of national identity, for example literature, music and other
cultural artefacts. Literature and music are important elements of cul-
tural expressiveness. However, the individualistic, creative temperament
normally associated with those active in the creative arts does not sit
easily with structured marketing campaigns. Considerable hostility from
writers and musicians can be predicted if they were seen to be being
dragooned into acting as cultural representatives of the nation. There-
fore, a challenge exists for those involved in developing the nation-brand
strategy with respect to how to integrate expressions of culture such
as literature and music without doing so in a crude and manipulative
manner. Japan’s nation-branding efforts provide an illustration of how a
country’s cultural assets — in this case, primarily music, movies and food
culture — can be leveraged as part of an overall strategy to improve the
country’s image and reputation (country case insight, Chapter 9).

It is through organizations such as the British Council, the French
Institute, the Goethe Institute and so on that nations incorporate cul-
tural expressiveness into their nation-brands. The activities of some such
cultural organizations are summarized in Table 6.1.

Every nation has its own idiosyncratic cultural expressions, and in
terms of nation-brand management, these cultural expressions represent
an important differentiator that decision-makers need to incorporate into
nation-brand strategy development. State subsidy of the arts and the fos-
tering of a healthy environment for the creative arts may be seen as a
more effective manner of developing a nation-brand’s cultural expres-
siveness rather than crude attempts to present artistic figures as brand
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Vehicles of cultural expressiveness

Nation Arts Organization  Activities

France French Institute French language classes;
programmes of French films;
multi-media libraries; personal
appearances by French cultural
figures

Germany Goethe Institute Promotes the study of German
abroad and encourages
international cultural exchange;
fosters knowledge about
Germany by providing
information on its culture,
society and politics

United Kingdom  British Council Connects people with learning
opportunities and creative ideas
from the UK to build lasting
relationships around the world;
emphasis on English language
teaching and studying in the UK

ambassadors for the nation. Organizations such as the French Institute,
Goethe Institute and the British Council play a crucial role in promoting
their respective nation’s culture.

Encapsulation may be viewed as a crucial element in the nation-brand
construct. Given the diversity and multifaceted nature of nations, it is
necessary to encapsulate an appropriate set of brand characteristics that
can be communicated in a clear and consistent way to the target audience.
Without a conscious process of encapsulation, there is the danger that
an incoherent babble of contradictory messages could be sent out by the
nation-brand.

Redefinition of the nation, branding and integration and awareness of
zeitgeist are the constituent concepts of the category of ‘encapsulation’.
The category of encapsulation focuses on the requirement for a nation-
brand to compress and capture a diverse range of brand values, and at
the same time to tap into the prevailing zeitgeist, which is one of the
concepts underpinning this category. We have defined a nation-brand as
the unique, multi-dimensional blend of elements that provide the nation with
culturally grounded differentiation and relevance for all of its target audiences.
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This definition acknowledges the multi-faceted nature of the nation-brand
and the consequent challenge that exists for marketers seeking to encap-
sulate this in a consistent, clearly differentiated way (Figure 6.6).

Redefinition, one of the concepts underpinning the category of encap-
sulation, refers to the efforts that can be made to actively redefine the
ways in which the nation wishes to present itself to internal and external
audiences. It focuses on the need for nations to consciously redefine their
values and decide on which values they wish to project, both internally
and externally. This is a central tenet of nation branding, the contention
that if a nation does not actively define itself, then others will define the
nation through stereotyping and myths that very often are negative and
derogatory [32]. Russia is one country that found itself in need of redefi-
nition during the 1990s, a period in which the country suffered a crisis of
self-identification and an associated lack of direction regarding its future
development (see country case insight on Russia, Chapter 5). Russia has
subsequently engaged in a concerted effort to establish a positive reputa-
tion on the global stage. Other nations that have experienced the need for
redefinition include Bolivia, which has in the past been positioned mainly
as an Andean country neighbouring Peru, but which now needs to assert
its identity on its own terms rather than as just a next-door neighbour to
Peru (see country case on Bolivia, Chapter 7), and the much larger Brazil,
which needed to redefine itself as a credible and attractive nation in the
global IT services sector (see country case on Brazil, Chapter 6).

The process of redefinition needs to be made manifest through
branding, the second of the concepts underpinning the category of
encapsulation. One could argue that the task of branding always con-
cerns encapsulation of values, but when applied to such a rich and
diverse entity as a nation, this represents a particularly difficult chal-
lenge. According to De Chernatony, the concept of brand can be applied
to nations in that the brand concept represents ‘a cluster of values that
enables a nation to make a promise about a unique and welcomed expe-
rience” (see academic perspective, Chapter 1). For some nations, there
is the added complication posed by a degree of ambiguity regarding
the country’s status as a nation — Northern Ireland, for example has
a debatable nation-status, as well as unfortunate associations with a
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number of undesirable attributes (see academic perspective, Chapter 10).
The identification of a set of positive attributes upon which to build a
strong brand can be seen in the case of the ongoing Brazil IT campaign
mainly targeting the US market, a campaign in which the following key
attributes have been utilized: Brazil’s strong domestic IT market, cultural
and business environment similarities to the USA, geographical proxim-
ity and time zone compatibility, geopolitical stability, and the creative
power differential of Brazilian IT engineers (see country case on Brazil,
Chapter 6).

As was identified in Chapter 4, country images are dynamic rather
than static, and this may be regarded as a motivating factor for marketers
attempting to improve their country image perceptions through a nation-
branding strategy. Given that country images are not fixed, there is no
excuse for a fatalistic attitude towards managing country image through
the use of appropriate branding techniques.

The third concept in the category of encapsulation is ‘zeitgeist’, which
is closely related to the first concept of ‘redefinition” in that the develop-
ment of the nation-brand is an ongoing process that must, as is the case
with many PSC brands, adapt to global economic and political devel-
opments, evolving social trends and changing market conditions. The
concept of zeitgeist is the third of the concepts constituting the category
of encapsulation. Zeitgeist has been defined [33] as ‘the defining spirit
or mood of a particular period of history’. Although zeitgeist is a dif-
ficult concept to identify exactly, it represents an essential concept in
the nation-brand construct because nation branding does not operate in
a vacuum. The social trends and phenomena contributing to zeitgeist
require to be monitored and taken into consideration if the nation-brand
is to have resonance and relevance within society at large.

Certain countries may be better positioned than others to exploit the
prevailing zeitgeist. For example, the consumer trend towards natural
and organic food and drink chimes happily with the country-of-origin
connotations possessed by nations that have a competitive advantage in
those sectors. In this case, the implication for the development of a nation-
brand would be to incorporate the brand value of ‘naturalness’ into the
overall nation-brand. This would allow the nation-brand to leverage the
maximum potential from the prevailing zeitgeist in respect of the trend
towards natural, pure products. Mounting concern about global warming
has raised interest in renewable energy, and the Brazil IT campaign
has acted upon this current interest by making a presentation at an
international conference on how IT software has been used in Brazil to
enable the production of low-cost flex-fuel cars (see country case insight
on Brazil, Chapter 6).

A further aspect of zeitgeist that informs the nation-brand construct
lies in the prevailing attitude of particular societies towards marketing
and branding as desirable or undesirable activities. Although there is a
significant backlash against marketing and branding in the developed
world, embodied by Naomi Klein’s influential anti-branding book No
Logo [34], this is counter-balanced by the emergence of many countries
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onto the global stage, which are using branding techniques to differentiate
themselves in order to compete in the increasingly globalized economy.
It is an ongoing social debate whether branding per se is an exploitative
process as claimed by Klein, or whether branding in itself is neither good
nor bad, it depends upon the use to which the techniques of branding are
put. Smaller, less wealthy, and emerging nations are applying branding
techniques to their nations in order to establish themselves on the global
stage, and if such techniques can help reduce poverty and contribute
to sustainable development for these nations, then it would be hard to
argue that this application of branding is exploitative.

The nation-brand construct cannot therefore be viewed outwith the
context of the prevailing zeitgeist. Should there be considerable resistance
to the application of branding techniques to the nation, then the nation-
brand strategy will need to focus on the less-visible aspects of nation-
brand building such as the development of business networks throughout
the world, and the exploitation of the nation’s diaspora.

The concepts in the category of ‘engagement’ are inclusiveness, exem-
plars and transparency. Engagement is as a major foundation of nation
branding. Without engagement, no basis exists for nation branding
and no resonance for the nation-brand throughout the wider society
beyond the limited confines of political decision-makers and those mar-
keting and branding specialists employed to develop the nation-brand
(Figure 6.7).

The concept of ‘inclusiveness’ refers to the need to establish a level of
commitment to the nation-brand from its full range of stakeholders. Such
a pact will not occur if some stakeholders feel excluded from the nation-
brand. There are, however, difficulties in this respect. It is extremely
problematic to try and include every stakeholder in the nation-brand,
and high levels of hostility can be expected from those who feel that
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the brand does not reflect their own values. The utilization of Delphic
brand-visioning technique may be one solution to this dilemma (see
academic perspective, Chapter 1). The attempts at taking an inclusive
approach to their nation branding by countries such as Egypt, Russia, Ice-
land and France can be seen in the country case insights in Chapters 2, 5,
8 and 10.

A further aspect of inclusiveness exists with regard to the nation’s
diaspora. Many nations possess large diasporas. Greece and Italy, for
example are two European nations with a large diaspora present in coun-
tries as geographically distant as the USA and Australia. Members of
diaspora networks are often intensely patriotic, albeit at a distance, and
well disposed to helping the homeland in its economic development.
There exists, therefore, considerable reputation-building capacity offered
by the existence of ready-made diaspora networks that may be harnessed
in cultivating the nation-brand. The strategic development of diaspora
networks may well represent a more effective manner of building strong
nation-brands rather than glossy television-advertising campaigns, for
example.

The concept of inclusiveness also needs to be refined in order to dis-
tinguish between an ideal state of full inclusiveness, and on the other
hand, an actual state of programme-specific inclusiveness. This important
distinction is discussed in Chapter 8.

The second concept in the category of engagement is ‘exemplars’.
Exemplars, in the form of examples of best practice or other types of
success stories, are crucial to secure engagement for the nation-brand in
the face of apathy, cynicism or hostility. Any nation-branding activity
that is funded by public money will find itself under intense scrutiny
from the media, and therefore, it is essential to provide some examples
of tangible benefits delivered from such branding activity. Also, in order
to boost credibility, specific nations will need to provide examples of suc-
cess and testimonials from relevant sources to bolster the nation-brand’s
credentials. For example, the New France campaign used testimonials
from senior executives in top international corporations such as FedEXx,
Toyota, Xerox, GE and Sony in order to improve perceptions of France
as an attractive proposition for inward investment.

The issue of transparency is closely related to the concept of “inclusive-
ness’. Strikingly divergent views may exist regarding the desirability of
transparency in the nation-branding process. The issue of transparency
therefore represents a key challenge in the development of the nation-
brand. If governments or other agents involved in nation-brand develop-
ment operate in a transparent manner, communicating to the nation the
aims and objectives of the nation-brand, will this achieve buy-in to the
nation-brand or will it have the opposite effect and unleash a cacophony
of competing claims? Lack of transparency could result in few stakehold-
ers buying in to the strategy. On the other hand, a less publicly visible
approach to building the nation-brand may be taken in order to avoid
a storm of dissenting voices from derailing the nation-brand strategy
before the strategy can deliver its first benefits.
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At this point in time, Germany is faced with the challenge of finding
ways of presenting and representing its past economic, social, cultural
achievements alongside its modern achievements in ways that appeal
to internal and external stakeholders. In the summer of 2006, Germany
hosted the football World Cup. The German philosopher Gunter Gebauer
mused that the World Cup gave Germans a glimpse of who they want
to, and could, be. Previously touted as dour and humourless, during
the World Cup Germany came across as fun-loving and friendly. The
German Foreign Secretary, Frank-Walter Steinmeier, said that although
other nations had expected perfect organization from the Germans, the
degree of enthusiasm, openness and tolerance during the 4-week-long
football spectacle was a surprise. In this context, the British Prime Minister
Tony Blair argued the World Cup ‘beat all expectations ... the old clichés
have been replaced by a new, positive and fairer image of Germany’.
Indeed, it appears Germans have pulled off a fundamental re-branding
of their country.

According to the Anholt Nation Brand Index (2007), Germany is one
of the world’s top three countries in terms of nation-brand equity. The
Anholt Nation Brand Index suggests the brand ‘Germany’ is worth almost
US $4.6 billion, only surpassed by Japan (US $6.2 billion) and the USA
(US$17.9billion). Furthermore, Germany was among the strongest climbers
between 2005 and 2006. This has led to a special mention in one of the
latest Anholt Reports: ‘As the country that hosted a successful Soccer
World Cup, it could have expected to experience a boost in its international
image. The increase in Germany’s score in this period was a respectable
2.3%, enough to move it from 6th place at the end of 2005 to 2nd place
in the last two surveys. Until the last quarter of 2006, its year-on-year
increase was even higher, over 3%’ (Anholt Nation Brand Index 2007, p. 9).

Figures like these suggest that much is to be gained if a country’s
brand equity is harnessed and its brand is managed effectively. If we
accept the notion that Germany shed its old reputation and successfully
re-branded itself in the course of a few weeks, we may also render it
possible that a comprehensive national branding programme could lead
to a sustainable change in Germany’s reputation. But, of course, it is
a bit short-sighted to believe that successful event marketing might be
sufficient to dramatically increase a nation’s brand equity. As important
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as such a globally highly observed sports event might be in creating an
effective communications platform, many more activities are necessary to
gain convincing and sustainable branding effects. To manage Germany’s
reputation, it is necessary to gain an understanding of the dimensions
of Germany’s, or any other county’s, reputation from the perspective
of internal and external audiences and stakeholders. As a rule, national
branding programmes are directed at foreigners (Fan, 2006), aiming to
improve one country’s reputation in the eyes of the rest of the world.
However, it is equally important to create programmes that aim at that
country’s own people, because in the long-term a nation is perceived also
through its individuals.

Nobody doubts the football World Cup organized in Germany was
a success. But, what has led the Germans to come out of the shell and
to become the people that have been credited for a wonderful sporting
event? And what helped to prevent the disaster of nationalistic acts of
violence breaking out? We should not forget the decisive warnings about
Germany in the run-up to the World Cup, especially about cities in the
eastern part of Germany that tourist guidebooks or other media warned
about, for example in the ‘Rough Guide’, ‘Frommer’s Germany’ and
‘Cultureshock’, the Australian-British tourist guide ‘Lonely Planet’, the
British ‘Time out’. ‘Skinheads’, ‘Glatzen’, ‘Neo Nazis” were introduced to
the international audience as a very concrete risk for foreigners.

In the case of nation branding, there is not only one institution that
is planning, implementing and controlling a branding strategy. Many
institutions, as well as individuals, get involved in such processes, and
in the end a nation brand is not only developed through displaying the
national flag on different objects or marking products with a ‘Made in
Germany” sign. The focal point of nation-branding activities is the whole
national brand identity that is influenced by

the national reality in the past, present and the potential future consist-
ing of the economic, technological, political, cultural and natural infras-
tructure, the behaviours of all citizens and institutions, all achievements,
offerings and artefacts (products, architecture, works of art, etc.),

the perceptions of and the associations with the national reality that
form brand images relevant to the different internal as well as external
stakeholders,

the nation’s overall reputation as a result of the interplay between the
different brand images in relation to reality as well as reflecting the
attitudes, and especially the support potentials and supportive
behaviours of all relevant stakeholders.

This description of the different components of a nation’s brand
identity clearly shows that nation brand management is a complex task.
It deals with the idea of influencing national reality as well as the
images of this reality aiming for an overall reputation, which is help-
ful for the future development of a nation and its relations to other
nations. Against this background, brand management has to be conceptu-
alized as an activity that involves all processes and arrangements geared
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towards canalizing and supporting developments within the national
reality. Moreover, nation-branding strategies have to pay heed to the
perceptions of relevant stakeholders that display supportive behaviours
to ensure a desired development of a nation from different perspectives
(e.g., economic, political, cultural).

Although not one single institution may try to influence such pro-
cesses and arrangements, we have to take very different goal systems
into account when developing nation-branding strategies because with-
out any coordination we may end up in a disjointed incrementalism that
is not very effective and efficient. However, in reality, a nation brand will
not only be developed consciously. More often than not, no purposeful
brand management activities whatsoever take place; nevertheless, brand
images will occur because eventually, all perceptions, associations and
impressions will contribute towards shaping the nation’s brand.

To give a very brief overview over the institutions possibly getting
involved in nation-branding processes, we may differentiate between
governmental institutions, economic institutions (e.g. companies, asso-
ciations, trade unions) and social institutions in the areas of science,
culture, religion, media, sports, etc. As evidenced in the recent ‘Du bist
Deutschland” (You are Germany) campaign (see Table CS6.1), two or
more of such institutions can collaborate and make a concerted effort

Overview over Major Campaigns

Title

‘Perspektive
Deutschland’
(Perspective
Germany)

'‘Du bist
Deutschland’
(You are
Germany)

Campaign Summary

Main focus and objectives: causing a societal change through public
information and discussion, especially aiming for a change of mood, and
activating new initiatives. No specific target groups, but only implemented in
Germany

Core components of concept: a) incorporating huge online surveys each year
since 2001 identifying and analyzing public opinions about relevant societal
issues, b) developing reform proposals, and c) publications, events, etc.
Initiator and partners: McKinsey, stern, ZDF and WEB.DE; private corporate
sponsors and the former President, Richard von Weizacker as patron

For more information see: www.perspektive-deutschland.de. Status: ongoing

Main focus and objectives: causinga change of mood, increasing national
pride and joy, activating all citizens and institutional representatives to

take responsibility for Germany’s future and to get active creatively and
innovatively. Target groups: all citizens, all national media, important
advertising and PR agencies, enterprises, non-business organizations and
initiatives. Period of main activities: 2005 and 2006 flanking the football World
Cup, but still ongoing as an initiative on a lower level

Core components of concept: advertising and PR campaigns spread over a
wide range of media and planned along a three-step concept — 1. ‘detonation’:
starting with celebrities convinced to take part for nothing, 2. ‘widespread

(Continued)
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(Continued)

Title

‘Deutschland —
Land der Ideen’
(Germany -
Land of ideas)

'Partner fur
Innovation’
(Partner for
innovation)

Campaign Summary

effect’: motivating all kind of institutions to join in with their own theme and
example supported by agencies at no more than cost, and 3. ‘communication
of success’ through presentations, events, articles, etc., also trying to get more
and more institutional representatives and citizens involved. Along all three
phases an internet platform providing information as well as options for
interaction played — and stills plays — a major role

Initiator and partners: initiated and organized by Bertelsmann A.G., supported
by 25 important media companies, joined by numerous business and
non-business institutions as well as private citizens over time

For more information see: www.du-bist-deutschland.de. Status: ongoing, since
2007 on a lower level

Main focus and objectives: strengthen and maintain Germany’s reputation as
‘Land of Ideas’ both within Germany and abroad, especially focussing on:
nation of science and culture — the land of poets and thinkers, innovative
products ‘made in Germany’. Target groups: all citizens within Germany and
abroad, but especially concentrated on decision-maker in all kinds of business
and non-business institutions achieve their support and willingness to invest in
Germany

Core components of concept: advertising and PR campaigns spread over a
wide range of media as well as events, presentations, lectures, publication of
books, which support the claim ‘Land of Ideas’ with historical and present-day
evidence, from Gutenberg right up to the present day. Building a network of
people and institutions to support all kinds of innovative initiatives, especially
new business ventures, flanked by an internet portal to organize information
and exchange

Initiator and partners: German government and commerce and industry,
represented by the German Industry Association (BDI) and leading
corporations. German President Horst Kéhler as patron. FC Deutschland GmbH
was founded for the implementation of ‘Germany — Land of Ideas’

For more information see: www.land-der-ideen.de

Main focus and objectives: establish a well-functioning cooperation between
all relevant institutions in business, politics and science to initiate innovation
processes, and especially to help to get as soon as possible from ideas to
market maturity. Target groups: experts and decision makers in all kind of
institutions, and young people as well as small and medium sized companies
who might have potential for future success

Core components of concept: building networks of people and institutions to
support all kind of innovative initiatives, especially new business ventures by
consulting and venture capital. Some advertising and PR campaigns, but
mainly events, presentations, lectures, publication of books, etc., flanked by an
internet portal to organize information and exchange

Initiator and partners: initiated in 2004 by the former Chancellor, Gerhard
Schroeder, supported by the Federal Ministry of Economics and Labour, and
over 200 companies, unions and other institutions

For more information see: www.innovationen-fuer-deutschland.de. Status:
ongoing.
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to improve Germans’ perceptions of themselves. Those ‘joint ventures’
formed together temporarily to realize common projects will be dissolved
after having reached their goals.

For example, the initiative ‘Germany — Land of Ideas” focusses on dif-
ferent target groups and stakeholders abroad, and continues to try to
convey many examples for Germany as a nation of science and culture —
the land of poets and thinkers, innovative products ‘made in Germany’.
The message stands for a world-renowned quality of Germany: its inven-
tiveness and creative passion. There is plenty of historical and present-
day evidence of this wealth of ideas, from Gutenberg right up to the
present day. Another initiative ‘Partner for Innovation” was established
to flank and support this initiative. The main purpose is to build up
and maintain an effective network to help in particular young scientists,
and small and medium-sized companies to develop and implement their
ideas.

In sum, a nation brand should not only be seen as a complex symbol,
but rather as a very complex brand identity that is the result of a spe-
cific national reality, its perceptions and evaluations by many different
internal and external stakeholders (brand images), and is characterized
by a specific overall reputation containing the ‘good will” as well as the
‘bad will” of different audiences. To manage a country’s reputation, it is
necessary to explore and understand gaps between national reality, and
the internal and external reputation of a country. The internal view of the
country held and to some extent, shared, by a country’s citizens may dif-
fer from that held by multiple external groups, such as potential foreign
investors and tourists to the country. Arguably, effective nation-branding
management hinges on establishing a convincing national reality and
reducing the perception gap between reality and its perception as well
as between internal and external views.

Fan, Y. (2006) Branding the nation: What is being branded? Journal of Vacation
Marketing, January 1, 12, 1, 5-14.
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Although they have to a large extent be treated separately in the past,
country-of-origin and national identity share many common constructs
and these constructs infuse the emerging concept and practice of nation
branding. Whereas COO research has focused mainly on the effects of
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the ‘Made In’ label, national identity examines the essence of nations,
their culture and character — those elements which constitute the reality
of the nation and which must therefore form the basis of the nation-
brand. The category flow model offers a conceptual framework for
understanding nation branding, based on a set of interlocking categories
including anticipation, complexity, encapsulation, cultural expressiveness
and engagement.
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Bolivia lies at the heart of South America. The country, rich in terms
of natural resources and diversity, is a fascinating place to visit. From
the Amazon to the Andes, the different regions, varied climatic zones
and diversity of people offer visitors a wide range of destinations. This
cultural and ecological array makes Bolivia a unique place to visit. In
terms of nature, the identity that Bolivia has tried to show to the world
is based on its unique attractions, including

Uyuni Salt Flats: This is the biggest salt flat in the world, surrounded
by coloured lagoons, exotic rocky formations, diversity of animals,
volcanic craters and fumaroles.

Lake Titicaca: The highest navigable lake in the world is shared with
Peru. This lake is famous because it was the centre of culture and
religion of all the high-plateau cultures.

Chiquitania: Jesuit Mission temples that were founded between 1691
and 1767 and have remained intact after hundreds of years.

Madidi National Park: Considered the door to the Bolivian Amazons,
where unique flora and fauna are found. This protected area has the
largest biological diversity in the world.

Colonial Cities: Like Potosi and Sucre, amazing cities that are an
example of ancestral cultures.

Bolivia’s identity is based on two characteristics: its culture and nature.
In terms of culture, the true identity of Bolivia is in its ‘ancestral cultures’,
cultures that have been maintained without any alteration throughout
time and that make Bolivia a unique place in comparison with its neigh-
bouring countries. The main characteristic of the Bolivian culture is the
respect to the traditions in terms of folklore, clothing, food and all the
ancestral traditions of native origins. In terms of nature, the identity of
Bolivia is based on its unique natural features such as Uyuni Salt Flats
and Madidi National Park, which make the country a unique place to
visit.

For many decades, the country has suffered from not being able to
show to the world all the beauty, attributes and resources it has, whereas
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the image that has been portrayed to the outside world is a negative
one of poverty and misery. It is important to recognize that Bolivia is a
poor country, but it also has different realities that ought to be shown
to the world. Bolivia is a rich country in terms of natural resources and
has a lot to offer to visitors. However, all the incredible attributes of the
country have remained a ‘secret’ for the rest of the world. The country has
suffered from an absence of promotional strategies to show its treasures
to potential visitors. This situation has been aggravated because of the
social and political uncertainty of recent years, which has threatened the
development of the tourism sector of the country. Through adopting a
nation-branding campaign focused on the tourism sector, Bolivia may be
able to start countering this negative image and begin to create a more
positive, balanced and beneficial image.

Bolivia needs to develop a marketing plan in order to create a new
image to show to the world an image that highlights the diversity and
attractiveness of the country, which would create and/or develop the
interest of people all around the world to think about Bolivia as an
attractive tourist destination. Tourism has tremendous potential for con-
tributing to the Bolivian economy, but because of various social, political
and economic factors, this potential has not yet been realized. According
to experts in the field, Bolivia could live from the tourism sector, based
on its incredible natural, cultural and historic attractiveness. However,
the industry has not yet been properly developed.

Studies have shown that potential tourists have very low levels of
awareness about Bolivia as a country and as a tourist destination. Many
people do not even know which continent Bolivia is in. One reason for
this is that Bolivia as a country has not had clear and sustained marketing
strategies, and there has been little involvement and coordinated work
between the different stakeholders. Furthermore, few resources have been
committed in order to promote the country.

Kotler and Gertner (2002) mention that the image of a country can be
related to many things such as history, art, music, etc., but sometimes
country image can also be related to societal ills. Unfortunately, it appears
that Bolivia is suffering from the latter type of association. The image of
Bolivia that has been shown to the world has always been of poverty, and
with the recent political and social conflicts, there has also been a negative
perception about the country in terms of stability and safety. This point
confirms the strong power that the media has on consumers/tourists and
how important it is to manage the communication process and to control
and measure the intensity of its impact. The perception that many have
about Bolivia is associated with generalized perceptions about South
America as a continent. Corruption, drugs and a laidback lifestyle feature
among the most commonly held perceptions.

The Bolivian Tourism Institute (IBT), which is an independent entity,
has made several efforts in order to promote Bolivia to the world.
However, in order to more effectively promote the image of Bolivia, there
needs to be a clear strategic vision for the development of targeted mar-
kets. To date, Bolivia has been positioned mostly as an Andean country,
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which is connected to Chile and to the ruins of Machupichu in Peru.
There has been a so-called ‘trickle-down’ tourism effect from Peru to
Bolivia whereby some tourists visiting Peru have been tempted to add on
a visit to Bolivia. However, Bolivia needs to promote itself to the world
based on its own attractiveness, and not merely as a next-door neighbour
to Peru. In recent years, there has been a boom in the eco-tourism and
adventure tourism areas, and Bolivia is uniquely well endowed to be
able to benefit from this trend.

In terms of marketing strategies and communication channels, Bolivia
has been utilizing a logo and the tag line ‘lo autentico aun existe’ —
‘the authentic still exists” — which is coherent with the country’s identity
and conveys the main message that Bolivia wants to send to the world,
namely that the country offers an authentic experience in terms of nature
and culture.

Bolivia

Source: Tourism Vice-Ministry — Bolivia, 2006.

The former Vice-Ministry Tourism authorities developed a website
(www.turismobolivia.bo) that provides important and relevant informa-
tion for tourists. However, following a change of administration, this
website has been left adrift. There is a feeling in the tourism industry
that there has been a lack of continuity regarding the communication
channels and elements that have been utilized.

It is critical for Bolivia to analyse its current situation and take the
necessary steps in order to reposition itself in the mind of potential
tourists. According to Cromwell (2006), a self-analysis is the starting point
of the nation-branding process. Bolivia needs to identify, analyse and
understand the internal and external environmental forces. In an internal
context or environment, Bolivia needs to be aware of its strengths in
order to exploit them but also needs to identify its weaknesses in order
to face them and work to overcome them. When referring to the external
environment, it is critical for the country to identify the opportunities in
the market and take advantage of them, but it is also important to be
aware of the threats so as to be prepared to confront them. Table CS7.1
presents some of the internal and external factors which are identified as
part of the self-analysis process.

This self-analysis is critical for the country in order to structure the
branding process, and as mentioned by Cromwell (2006), it is important
because it will help to develop a truthful and believable brand.
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Internal and External Analysis — Bolivian Tourism Sector

Strengths

Weaknesses

Unique natural attractions Lack of resources for the promotion of the

Distinctive culture

Ancestral history

tourism industry

Lack of involvement of the different stake-
holders

Negative image shown to the world

Inexpensive place to visit

Opportunities Threats
Growing interest in eco-tourism all over the Strong competition from neighbouring coun-
world tries in terms of tourist attractiveness
Attention attracted to the country because High cost of travelling to South America and
of the recent presidential election within the continent
Strategic geographic position in South Amer- Volatile political and social situation of the
ica in order to attract tourists and conven- country

tions/conferences

The level of awareness about Bolivia as a country and as a tourist des-
tination is very low. This, accompanied by the negative image projected
to the outside world and the lack of marketing and branding strategies,
is making it difficult to position the country in the mind of potential
tourists in an international context. For these reasons, it is fundamental
first to develop a strategic vision for tourism in the country and to re-
define Bolivia’s identity and reposition its image, based on a clear view
of the target audience whom the country wants to attract. Bolivia is a
rich country in terms of its nature and culture, and can take advantage
of the opportunities in the market such as the growing interest in eco-
tourism and adventure-tourism and focus its efforts in that niche of the
market.

It then becomes important to design the strategies to promote the coun-
try to the outside world, conveying a clear and real message, which is
by developing adequate programmes in order to send a truthful message
to create, change and improve the image of Bolivia in an international
context. However, this is only going to be possible by having the
commitment of the different stakeholders that are involved in the process,
which includes not only the government but also the private sector and
the country’s citizens. This will take time, but it is imperative for the
country to take the first steps for the branding or re-branding of Bolivia,
which must be a priority in order to augment the economic and social
development of the country.
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It is impossible to divorce nation branding from a number of ethical
imperatives, given that every citizen of a nation is a stakeholder in
the nation-brand and is therefore affected by activities connected to the
nation-brand. The fact that public funds will almost certainly be allo-
cated to a country’s nation-branding strategy means that there will be
a high level of critical scrutiny of the strategy. Ethical issues surround-
ing nation branding include the overall legitimacy of applying brand
management techniques to whole nations rather than to mere product
brands; who has the right to identify and select nation-brand values; and,
ensuring that nation-brand strategy contributes to the nation’s sustain-
able development.

If nation branding is to become accepted by both governments and citizens,
it needs to establish itself as a socially and politically acceptable activ-
ity. A key ethical question that must be answered centres on the follow-
ing issue: If a nation is to be treated as a brand, who has the right to be
the nation-brand manager? Evidently, the only individual who can claim
the legitimacy of a democratic mandate to fulfil the role of nation-brand
manager is the elected head of state. However, few politicians possess the
requisite business and marketing skills to perform a brand management
role. On the other hand, professional marketers and brand managers pos-
sess (at least to some extent) the required skill set, but they do not possess
the democratic mandate. This dilemma in itself may lead some to dismiss
nation branding as a conceptual dead-end and an exercise in futility.
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Such cursory rejection of nation branding would, nonetheless, be short-
sighted. The solution to the dilemma of legitimacy can be found in
collaborative public—private sector structures and programmes wherein
citizens’ interests are represented by elected politicians, and commercial
interests are represented by industry associations and individual compa-
nies. This collaborative model reflects the reality that no single individual
can realistically be considered to be the ‘nation-brand manager’; instead,
the infinitely wide scope of nation-branding activity can only adequately
be conducted through an inclusive stakeholder approach.

A further ethical imperative to be taken into consideration when debat-
ing the legitimacy of nation-brand management resides in an issue that
affects every citizen, namely why should any nation tolerate the perpetu-
ation of inaccurate, outdated, and offensive stereotyping and caricature?
If a nation itself does nothing to counter negative stereotypes, then there
is nothing to stop the enduring degrading effect that such stereotypes
can have. Nations do not have the choice of being branded or not; on
the contrary, nations can merely make a simple choice between allowing
others to brand the nation — through ignorant stereotyping — or, alter-
natively, nations can embrace the challenge of projecting a truer, more
accurate and more uplifting image of the nation to the rest of the world.

As can be seen in Jack Yan’s practitioner insight in this chapter, another
ethical justification for nation branding is that it can benefit smaller,
less-developed nations that cannot compete with larger, more powerful
countries in the global economy. Smaller, emerging nations do not possess
the economic, diplomatic and military power of larger nations, but this
disadvantage can be confronted through creative coordination of the
country’s assets — unique culture, environmentally sustainable policies,
diaspora networks and so on. Nation branding thus hugely transcends
the inanity of crass advertising campaigns, which are incorrectly thought
by some to be what nation branding is all about. Done correctly, nation
branding represents a culturally sensitive yet commercially driven set of
techniques and strategies to deliver tangible social and economic benefits
to those nations most in need of it.

Nationbrandingisa very real concept. And why not? The twentieth century
has shown us that branding has, by and large, worked. In some cases, it
has worked for all the wrong reasons and causes. But you cannot distance
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the human nature to want to belong to tribes by exhibiting certain brands,
or the use of semiotics to signal those brands in our collective minds.

But nation branding, on the other hand, has not caught on quite as
rapidly as organizational branding or even personal branding. There is
some logic there: personal branding relies on the conduct and publicity of
one person in his or her interaction with the audience, so it is reasonably
easy to control. Organizational branding has a finite group of people,
but it is still possible to communicate, symbolize and differentiate them
as an entity. There have been traditional departments that take care of
branding, so it is, for better or for worse, fairly easy to pigeonhole it.

Nation branding is another matter. By its definition, it must be gov-
ernmentally sponsored. However, governments are voted for very short
terms, much shorter than what a branding campaign necessitates. In addi-
tion, governments have not always been stellar exhibitors of promotion.
Which department must helm a nation-branding campaign? Groupthink
tends to set in (or worse, corruption), and the resulting nation brand is
no different to what the country started out with.

But nation branding’s practical weakness with many established, and
usually occidental, countries may be its strength with smaller nations
wanting to play on the world stage. Simon Anholt has already shown,
time and time again, how brands contribute to the bottom lines of their
nations of origin, ahead of any wealth that may have come from the state.

Nations such as Sri Lanka are blessed with populations that are quite
centralized, with passionate leaders who want to see their country strong
and part of the global community. There is an opportunity to have a carte
blanche, for a government to approach these leaders, who in turn take the
question back to their communities. Because of that unified desire to do
well in the global economy, there is less dispute about which department
must helm the development of a nation brand.

Indeed, India has been doing well with tourism branding (Incredible
India) and is beginning to examine how profits from the technology
sector might be used in impoverished rural areas. Despite a mixture of
creeds that have longer standing rivalries than some in the Middle East,
India has managed to present a united front; its president has gone as far
as to discuss nation branding to its domestic audience. Again, this has
stemmed from a unified desire to do well as a nation, helped in some part
by the freedom of movement of its citizens and its capital, particularly
when it involves the Indian diaspora in the Middle East and the USA.
By the second part of the twenty-first century, India will probably be the
source from which the west will learn how to nation brand.

Nation branding may well be the great equalizer, just as branding has
worked for the corporate sphere. Some may say the Internet was the
democratizer that allowed the self-employed businessman to beat the
large corporation, but that hardly explains the rise of Richard Branson
or, in New Zealand, Angus Tait, both later knighted. Both men relied to
some degree on brands. They managed to play with larger companies.
Thus, brands for nations will allow smaller, perhaps even less-developed,
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countries to participate in the global dialogue and economy, competing
successfully with the G7.

As citizens of the twenty-first century, we have become accustomed
to reading the signals of branding and interpreting them, in addition to
what nature blessed us with. We know, oftentimes, what a bad brand
is (one with little corporate citizenship that fails to follow through with
its promises) and what a good brand is (the means through which an
organization lives its promises and fulfils its raison d’étre to all audiences).
That same training will allow us to judge, fairly, a good nation brand
with a bad one — and in 2007, the occident has not picked up the baton
anywhere nearly as quickly as the Asian subcontinent.
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Any nation-branding campaign needs to be guided by the identification
and selection of a set of appropriate brand values. Who has the right
to identify such values and then decide which values will be used as
foundations of the nation-brand strategy? In terms of values, nations do
not start with a blank slate. Advertising agencies or branding consultants
cannot be given a free rein to conjure up a set of values that do not
adhere to the cultural norms and expectations that prevail in the nation.
The identification of nation-brand values needs to be based on exten-
sive research, both qualitative and quantitative in nature, that takes an
inclusive approach to all the nation’s stakeholder groups. An example
of this type of transparency in action could be seen in Taiwan’s brand-
building exercise in 2005, when the people of Taiwan were invited by
their government to vote on which out of 24 iconic Taiwanese images
should be used to represent the Taiwan brand to the rest of the world [1].

Without extensive consultation on the values by which the nation-
brand should be driven, there may be little buy-in to the positioning
and imagery derived from those values. Many countries already have a
motto that encapsulates certain values embodied in the nation. This can
provide a useful starting point for nations embarking on an exercise in
identifying and selecting nation-brand values. Some examples of nations
and their existing mottos are summarized in Table 7.1.

The identification and selection of nation-brand values may be facil-
itated through inviting key stakeholders to surface their vision for the
nation-brand and then through the use of the Delphic brand-visioning
technique, attempting to arrive at a consensus vision (see academic per-
spective, Chapter 1). As an example of the kinds of values that can be
used to underpin nation-branding campaigns, the following values were
identified as being suitable for underpinning the action plan devised by
Egypt’s Business Image Unit: integrity, guardianship, inclusion, initiative,
teamwork and accountability (see country case on Egypt, Chapter 2).
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Nation mottos

Nation Motto

Columbia ‘Liberty and Order’

France ‘Liberty, Equality, Fraternity’
Argentina ‘In Union and Freedom’

Botswana ‘Rain’

Scotland ‘No one provokes me with impunity’
Pakistan ‘Unity, Discipline, and Faith’
Tunisia ‘Order, Liberty, Justice’

Australia ‘Advance Australia Fair’

Cuba 'Homeland or Death’

Greece ‘Freedom or Death’

Norway ‘All for Norway’

Armenia ‘One Nation, One Culture’
Senegal ‘One People, One Goal, One Faith’

Compiled from Wikipedia [2].

For some, there is a deep-seated hostility to the very idea of treating
a nation as a brand. To some extent, the hostility towards the idea of
branding a nation may be rooted in an aversion to the word ‘brand’, and if
alternative terminology was used, for example to talk in terms of building
a nation’s ‘reputation’ rather than ‘brand’, then there would perhaps
not be the same degree of scepticism towards the concept of nation
branding. In recent years, there has been a trend towards integrating
ethical considerations into brand management, with many companies
turning to ethical branding to gain differential advantage as consumers
become more ethically conscious [3]. Emphasis has also been placed on
the power of branding to contribute to progress [4]. Specifically, in the
context of nation branding, it has been argued that ‘branding does not
equate with the commercialisation of local culture, but with the protection
and promotion of diversity” [5].

In recent years, there has grown ever-increasing concern on a global
level regarding the dire threat to the environment from pollution, green-
house gases and other consequences of industrialization. Environmen-
tal awareness has spread from the traditional sphere of conservation
activism into the economic and political mainstream. In the same way
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that corporate social responsibility (CSR) has focused public attention
onto the ethical behaviour of commercial organizations, the heightened
concern for good environmental stewardship represents an opportunity
to spotlight the level of responsibility with which nations are managing
their environmental resources. Which of the world’s nations are behav-
ing in an environmentally responsible way and which are failing in their
duty to engage in sustainable development? Through the efforts of var-
ious organizations, there now exist various sustainability indexes that
allow the ranking of individual countries with regard to the quality of
their environmental stewardship. We shall look at one of these indexes in
some detail — the Environmental Sustainability Index (ESI) — and briefly
compare this index with alternative sustainability indexes. How well or
how poorly a country performs in such indexes may impact upon that
country’s nation-brand image. High-performing countries can expect to
benefit from an enhanced nation-brand image whereas poor-performing
countries may see their image damaged. If the results of the sustainability
indexes are highlighted to the general public and widely disseminated
through the media, national government policymakers may be encour-
aged to improve their sustainable development credentials.

Although perhaps not readily associated with being at the cutting
edge of environmental activism, the World Bank has contributed signifi-
cantly to the sustainable development agenda in recent years, particularly
through the publication in 2005 of its report ‘Where is the Wealth of
Nations” [6]. This report argues that current indicators used to guide
development decisions — national accounts figures, such as gross domes-
tic product (GDP) — ignore depletion of resources and damage to the
environment. The World Bank goes on to propose other measures of
total wealth, including natural resources and the value of human skills
and capabilities, which show that many of the poorest countries in the
world are not on a sustainable path. Although the report’s conclusions
show a general lack of sustainability in many nations” development path,
the World Bank offers some examples of countries that have successfully
embraced sustainable development principles — Mauritania, for instance,
is praised for enhancing its sustainable development trajectory through
better management of its fishery resources, whilst Botswana also dis-
tinguishes itself through specific provision in its budget to ensure that
mineral revenues are invested rather than consumed through govern-
ment expenditures — a policy that can both finance future investments
and also buffer the government budget from swings in diamond prices.
These achievements should be promoted to the world by Mauritania and
Botswana so that their respective nation-brands receive due recognition
for their commitment to sustainable development.

In a similar vein to the World Bank, the United Nations Environment
Programme has also sought to encourage sustainable development by
calling upon nations to make well-directed investments in the environ-
ment such as terracing agricultural land to slow erosion, which can have
a payback rate of $3 or more for every dollar invested [7]. The economic
argument for good environmental stewardship is likely to carry more
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weight amongst national policymakers than purely ethical appeals. At
this juncture in world affairs, nation branding can play a key role in
aiding implementation of the sustainable development agenda by allow-
ing individual countries — whether emerging nations, established eco-
nomic superpowers or anywhere in between — to project and benefit from
enhanced positive country image if their national environmental stew-
ardship has been good. There has been much debate in recent years about
the decline of Brand America [8,9]. In a recent poll of over 26,000 people
in 25 countries, BBC World Service found that the image of the USA was
deteriorating, and only 29% of those surveyed felt that the USA currently
had a positive influence on world affairs [10]. Whilst numerous factors
have contributed to the USA’s declining nation-brand and no single, iso-
lated remedial measure can reverse this decline, there can be little doubt
that re-connecting with global environmental concerns could bolster the
USA'’s tarnished image. Failing to ratify the Kyoto Protocol was widely
regarded in the rest of the world as an abdication by the USA of its global
environmental responsibilities, even though there were some legitimate
reasons for the USA’s stance. But, for a nation that aspires to lead the
rest of the world, a more committed approach to participation in interna-
tional environmental initiatives could represent one potential means to
help re-establish some of the USA’s recently depleted moral authority.

Perhaps the most high-profile country-ranking list for sustainable devel-
opment is the ESI, produced by a team of environmental experts at
Yale and Columbia Universities [11]. The ESI is an environmental
scorecard that was launched at the World Economic Forum (WEF) on
January 27, 2005, in Davos, Switzerland. The Executive Summary to the
full report explains how the ESI attempts to benchmark the ability of
nations to protect the environment over future decades by permitting
country-by-country comparison across five fundamental components of
sustainability:

Environmental systems (air quality, biodiversity, land, water quality,
water quantity)

Reducing environmental stresses (reducing air pollution, reducing
ecosystem stresses, reducing population growth, reducing waste and
consumption pressures, reducing water stress, natural resource man-
agement)

Reducing human vulnerability (environmental health, basic human
sustenance, reducing environment-related natural disaster vulnera-
bility)

Social and institutional capacity (environmental governance, eco-
efficiency, private sector responsiveness, science and technology)
Global stewardship (participation in international collabora-
tive efforts, greenhouse gas emissions, reducing transboundary
environmental pressures)
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A comparison between the ESI and two other widely used sustainability
indexes — the Ecological Footprint Index (EFI) and the Environmental
Vulnerability Index (EVI) is summarized in Table 7.2.

Sustainability indexes

Sustainability index

Environmental
Sustainability Index
(ESI)

Ecological Footprint
Index (EFI)

Environmental
Vulnerability Index
(EVI)

Adapted from 2005 Environmental Sustainability Index [11].

Source

Yale Center for
Environmental Law and
Policy, Yale University;
Center for International
Earth Science Information
Network, Columbia
University; in collaboration
with World Economic
Forum, Geneva,
Switzerland and Joint
Research Centre of the
European Commission,
Ispra, Italy

Same source as ESI

South Pacific Applied
Geoscience Commission
in collaboration with
the United Nations
Environment Programme
and others

Scope

The ESI integrates 76 datasets —
tracking natural resource endowments,
past and present pollution levels,
environmental management efforts
and a society’s capacity to improve its
environmental performance - into

21 indicators of environmental
sustainability. It aims to enable
national governments to take a more
data-driven and empirical approach to
policymaking.

The EFI converts a country’s total
resource consumption into the
equivalent of hectares of biologically
productive land and then divides this
by population to obtain a final value of
hectares per capita. High levels

of resource consumption are not
sustainable long-term; however,
countries with small footprints are

not necessarily sustainable if their
footprints are small because of a lack of
economic activity and pervasive poverty

The EVI aims to provide a sense of
the environmental conditions that
predispose a country to internal

and external shocks that adversely
impact its physical entities (people,
buildings, ecosystems), economy and
wellbeing. This includes susceptibility
to natural hazards, sea-level rise,
natural resource depletion, fragile
ecosystems and geographical isolation.
High environmental vulnerability
creates a variety of impediments to
sustainable development
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From the ESI analysis, several conclusions emerged relating to the
benchmarking of nations’” environmental stewardship. For instance, the
report notes that whilst no country appears to be on a fully sustainable tra-
jectory, at every level of development, some countries are managing their
environmental challenges better than others. Also, measures of gover-
nance such as the rigour of regulation and the degree of cooperation with
international policy efforts correlate highly with overall environmental
success. A further key conclusion, with significant political implications
for the future of environmental sustainability, is that environmental pro-
tection need not come at the cost of competitiveness. Prof. Daniel C. Esty
of Yale University, and creator of the ESI, states that

‘The ESI provides a valuable policy tool, allowing benchmarking of envi-
ronmental performance country-by-country and issue-by-issue. By high-
lighting the leaders and laggards, which governments are wary of doing,
the ESI creates pressure for improved results.’ [12]

This increased pressure for improved results should help drive the sus-
tainable development agenda at a global level. The ‘leaders’ referred to
by Prof. Esty should maximize the positive halo effect that good environ-
mental stewardship may bestow upon their nation-brand, whereas the
‘laggards’ should improve their performance in order to avoid degrada-
tion of their nation-brand with the associated negative consequences of
lower global esteem. In this respect, it is interesting to compare the top 20
countries in the ESI with the top 20 countries in the Anholt-GMI Nation
Brands Index (Table 7.3). By making this comparison, the potential for the
future integration of environmental sustainability into nation branding
may be identified.

There is a striking divergence between the top 20 country rankings
of the ESI ranking on the one hand and the NBI ranking on the other.
Before drawing any hasty conclusions from a comparison of the two
rankings, it is important to note that whereas the ESI covers a total of
146 countries, the NBI covers only 25 countries, which obviously places
a severe limitation on any comparative analysis of the two rankings.
However, some pertinent observations can still be made based on the
respective top 20 lists from both indexes.

From the perspective of smaller, less-developed or emerging nations,
it can be seen that a high ranking on the ESI is more achievable than on
the NBI. Given that countries such as Bolivia do not currently possess the
necessary recognition levels to make an impact on the NBI, such countries
may benefit more than most from highlighting their impressive ranking
on the ESIL. In an era that has seen the rise of the ethical consumer, coun-
tries such as Bolivia can hope to use their ESI ranking to enhance country
image perceptions which in turn could generate increased tourism from
environmentally conscious consumers, as well as increase willingness to
buy Bolivian products on the part of ethical consumers. Good perfor-
mance in environmental sustainability could contribute to a generalized
positive halo effect around the overall nation-brand. For less-developed
and emerging countries that do not have the financial resources to fund
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Top 20 nations in Environmental Sustainability Index and
Nation Brands Index

Top 20 Environmental Nation Brands
country Sustainability Index
ranking Index

1 Finland Australia

2 Norway Canada

3 Uruguay Switzerland
4 Sweden United Kingdom
5 Iceland Sweden

6 Canada Italy

7 Switzerland Germany

8 Guyana Netherlands
9 Argentina France

10 Austria New Zealand
11 Brazil United States
12 Gabon Spain

13 Australia Ireland

14 New Zealand Japan

15 Latvia Brazil

16 Peru Mexico

17 Paraguay Egypt

18 Costa Rica India

19 Croatia Poland

20 Bolivia South Korea

Adapted from Environmental Sustainability Index [11] and GMI Poll [13].

expensive image-building advertising campaigns, committing to the sus-
tainable development agenda and communicating this commitment to
the rest of the world represents perhaps a unique opportunity to build a
strong nation-brand.

Remote countries, in particular, may benefit from committing to envi-
ronmental sustainability as a means of overcoming their lack of proximity
to large markets. Such a policy has been advocated, for example in the
case of Armenia whose products may have more chance of succeeding in
international markets if they are ‘characterized by environmental qual-
ity distinction and are marketed vigorously as ecologically qualified and
certified products’ [14].

This chapter has discussed the key ethical imperatives related to nation
branding. The concept of nation branding is far from universally accepted
and some people remain sceptical as to whether a nation can, or should,
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ever be treated as a brand. The legitimacy of nation branding therefore
needs to be established if the concept and practice of nation branding is
to find wide acceptance and buy-in from a broad range of stakeholders.
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‘Iceland was probably the worst marketing case in the world. Leifur
Eiriksson named it Iceland and no one wanted to go there. Then, having
learned from his mistake, he went to what was truly an ice land, and
named it Greenland thinking that if it got a better name, people would
go there...’

Ilves, Toomas, 2003.

This statement is not entirely accurate, as in reality it was not Leifur
Eiriksson who named the country; it was Hrafna-Floki around the year
860. But does it have some truth in it? The population of Iceland is
around 300 000. This puts the country in a group with the least populated
countries in the world; yet, despite its small size, it is a rich country that
enjoys high standards of living. The name of Iceland is likely to have
affected the country in some way, either positively or negatively. It is a
fact that many people associate Iceland with the stereotype of ‘ice and
cold’, which is not a true or balanced picture of contemporary Iceland.
The name might, though, work in favour for some industries according
to Baldvin Jénsson, an Icelandic marketing specialist working on the US
market: ‘Iceland is a good name. The name of the country is good, both
for tourism and for food production. Cold and fresh,” (Morgunbladio,
26 June 2005).

Iceland does not generally get much attention from the outside world.
However, at the end of 2006, the Icelandic government decided to allow
whale-hunting to start again, despite warnings about possible hostile
reaction to this in the rest of the world. The negative reactions have been
considerable. For example, one of the negative reactions was that the
General Manager of the Whole Food Market chain in the USA, Kenneth
J. Meyer, sent a declaration to the Icelandic Minister of Fisheries, Einar K.
Gudfinnsson, in December 2006, in which he declared that the stores had
decided not to put any emphasis on Iceland in their marketing strategy
for the Icelandic products sold in their stores. It was thought that the
resumption of whale-hunting had had a negative influence and that the
goodwill that the customers had for the Whole Food Market stores could
be damaged (Fréttabladio, 8 December 2006). The Chairman of the Ice-
land Chamber of Commerce, Mr Erlendur Hjaltason, has also concluded
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that by starting whale-hunting again the nation was upsetting the envi-
ronment in such a way that it could affect the long-term interests of the
nation (Fréttabladid, 8 February 2007; Morgunbladid, 7 February 2007).

The Icelandic government and its industries were not ready for this
kind of attention. It is safe to say that Iceland’s country image was affected
in a negative way. In February 2007, Iceland was ranked at number 19
in the Anholt-GMI Nation Brands Index, shockingly for Iceland as that
made it the lowest of the OECD countries as well as the lowest of the
Nordic countries. Both in relation to this and to other recent develop-
ments, the government and private companies have been evaluating how
it is possible to protect and affect the image of Iceland in a positive and
strategic way. One of the first ways that the Icelandic government has
chosen to make the country recognizable in today’s global market is the
Iceland Naturally programme (IN programme), which was launched in
1999 in North America and is still running. Even though the programme
has not been identified by the government and other associations as
nation branding, the attempt to build up a unified identity for the country
can be recognized.

In 2000, the Icelandic Minister of Foreign Affairs, Mr Halldér
Asgrimsson, concluded in one of his speeches that the IN programme
was probably the first step towards developing a clear image of the coun-
try. The IN programme is a joint marketing programme between tourism
and business interests. It has been developed to increase demand for and
to promote the purity of products from Iceland and also to encourage
travel to the country. The programme combines efforts of the New York
office of the Iceland Tourist Board and the Icelandic Foreign Service Over-
seas Business Services (OBS), within which the Ministry of Communica-
tion and the Ministry of Foreign Affairs represent the government along
with eight leading Icelandic companies and associations: Iceland Group
ple, Icelandair, Icelandic Agriculture, Iceland Spring Natural Water,
Leifur Eiriksson Air Terminal, 66°North, the Blue Lagoon and Glitnir
Bank.

Before the launch of the IN campaign, research on perceptions of the
country was carried out by the Icelandic government in 1999 in the North
American market. The purpose of the research was to find out about the
general level of knowledge that the average American had about Iceland.
The results were disappointing, as the general awareness about Iceland
and its products was low. Another of the results was that there were
a lot of inconsistent messages in the market from many companies in
the same industry. This resulted in a lack of impact and coherence. The
results clearly showed that the public—private sector partnership could
benefit from delivering consistent messages. The research also conclu-
sively demonstrated that ‘Icelandic companies and the government can
benefit by working together to create a strong brand image for Iceland’
(Ministry of Communication, 1999).

After these discussions, the government decided to start a promotional
campaign using the IN programme. The main idea of the programme is
to increase the awareness of Iceland, its products and its services by using



Pragmatic challenges to the nation-branding concept

various marketing tools including events, advertising in leading travel
and lifestyle publications, a website, monthly newsletters, sweepstakes
and other promotional techniques.

Companies were offered the chance to join for a 5-year period. The
government was prepared to pay two-thirds of the campaign budget,
with the remaining one-third to be contributed by participating com-
panies. It was decided that the slogan for IN would try to capture the
diversity of the country and also attempt to create a warmer image of
Iceland. The IN brand was designed to represent the essence of Iceland
in terms of its purity and unspoiled natural environment. It was consid-
ered that it would be possible to use the ‘IN’ logo for promoting almost
everything related to Iceland, when promoting flights, business, tourism,
food products and so on. Soon the largest Icelandic companies in the
North American market were prepared to join the programme. The final
version of the IN logo can be seen in Figure CS8.1. When looking at the
IN programme as an umbrella brand, it can be seen that it covers many
of the leading industries in Iceland and perhaps it can be seen as the first
step in creating a brand for Iceland.

The government and the private sectors have set the tone by estab-
lishing the IN programme and by trying to control — or at least manage
with a light touch — what kind of messages should be sent. However,
one dimension that is thought to be missing from the process of the IN
programme is the perception of the nation, what the internal view of
the country is and what the companies and associations think should be
embodied in the brand. The programme is one of the first attempts by
the Icelandic government to affect the image of the country in a strategic
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way. Since the programme started, research to measure awareness of
Iceland and Icelandic products among US consumers has also been con-
ducted in 1999, 2000, 2003, 2004 and 2006. The research clearly indicates
positive trends in key areas such as associations with Iceland, interest in
Iceland as a tourist destination and interest among the younger audience
and outdoor types (Iceland Naturally, 2007). The programme expanded
over to Europe in 2006 with the same terminology used, even though not
all the same companies decided to take part in the programme. Three
leading countries were chosen: France, Germany and Great Britain. Now
it remains to be seen whether the same approach will work as well in
European markets as it has in North America.

From the above strategic initiatives, it can be seen that the Icelandic
government recognizes the importance of trying to influence the image
and reputation of the country and great steps have been taken. Companies
involved in IN have also shown interest and commitment by taking part
in the programme. In early 2007, the Prime Minister of Iceland, Mr Geir
H. Haarde, announced that the government will put together a group of
qualified people to discuss the image and reputation of Iceland and how it
is possible to achieve a better performance (Fréttabladio, 8 February 2007).
Key public and private sector stakeholders in Iceland have acknowledged
that it is important to have a clear strategy on how the nation wants to
be seen and what messages should be sent out to the world in order to
attract tourists, investors, entrepreneurs and consumers.
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From a managerial perspective, there are several pragmatic challenges to
the nation-branding concept. The extent of stakeholder participation repre-
sents one such key challenge. Further challenges relate to the coordination
of nation-brand touchpoints, the need to develop a coherent nation-brand
architecture and the highly politicized nature of nation branding.

The wide-ranging nature of nation branding necessitates the involve-
ment of many parties in the formulation and implementation of nation-
brand strategy. The principle of inclusiveness holds that all the relevant
stakeholders need to be involved in campaign development. However,
the inclusiveness concept is moderated by the unique set of circum-
stances prevailing within individual nations. Therefore, it is useful to
distinguish between two forms of inclusiveness. First, the ideal state, or
fully inclusive approach. Second, the actual state, or programme-specific
inclusiveness.

The benefits of an inclusive approach to strategy may be considered
in terms of motivating employees, generating buy-in and commitment,
stimulating creativity, and aligning stakeholders behind the corporate
vision. Such issues have been well documented in the internal /employer-
branding literature [1,2]. De Chernatony has identified some of the key
stakeholders in the nation-brand as including representatives from gov-
ernment, commerce, not-for-profit organizations, tourism and the media
(see academic perspective, Chapter 1), whilst Sri Lanka has been cited
as an example of a country with passionate leaders who want to see
their country strong and part of the global community; this represents an
opportunity for government to approach those leaders who then take the
question back to their communities (see practitioner insight, Chapter 7).
The need for inclusiveness is also highlighted in the case of Bolivia, where
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the country’s nation-branding objectives can only be met ‘by having the
commitment of the different stakeholders that are involved in the process,
which includes not only the government but also the private sector and
the country’s citizens’ (see country case insight on Bolivia, Chapter 7);
similarly, in order for Russia to improve its unsatisfactory image abroad,
there will need to be a fully inclusive combining of efforts by all stake-
holders, including government, the business community, the media, the
institutions of civil society, as well as cooperation with the 30 million
members of the Russian diaspora (see country case insight on Russia,
Chapter 5).

Applying the principle of inclusiveness to the context of nation brand-
ing, the fully-inclusive stakeholder (FIST) approach shown in Figure 8.1
provides a framework indicative of the range of potential stakehold-
ers in the nation-brand. The framework is not exhaustive, as every
individual nation will have its own specific range of stakeholders;
however, the framework offers a basis for analyzing the diversity of
stakeholders that will need to be consulted in the development of the
nation-brand.

The FIST approach may be considered to represent the ideal state,
rather than the actual state, regarding levels of stakeholder inclusiveness
in the formation of nation-branding strategy. It is a truism that nations
truly come together only as a defensive impulse in response to an external
threat such as imminent invasion or attack, and that once such a threat
passes, nations return to their old political and social divides. In times
of peace and relative prosperity, a nation’s actors (institutions, political
parties, corporations, individual citizens and so on) perhaps have the
luxury of not needing to reach out from their comfort zones to try and
establish a consensual vision for the nation-brand. However, many other
less developed, transition or emerging nations may be able to act more
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decisively in a fully inclusive, consensual way in order to face down
the spectres of poverty and under-development. When the need for con-
certed action is more urgent, the greater the opportunity for governments
to unite the nation’s stakeholders behind an inclusive programme. Yan
illustrates this in the case of Sri Lanka, where ‘because of that unified
desire to do well in the global economy, there is less dispute about which
department must helm the development of a nation brand” (see practi-
tioner insight, Chapter 7).

It can be seen from the FIST framework that the government is the
only one of the nation’s key actors that can realistically aspire to coordi-
nate nation-brand activities encompassing the full range of stakeholders.
The establishment of a coordinating body is essential in order to avoid
fragmentation and duplication of activity by the different stakeholders.
The coordinating body needs to be set up by government, but the coor-
dinating body also needs to possess a degree of political independence
so that nation-brand strategy, which is a long-term undertaking, does
not veer off-course every time a new Minister is appointed. As is dis-
cussed later in this chapter, nation branding is a highly politicized activity
and efforts need to be made to minimize disruption of nation branding
activities because of the waxing and waning of individual politicians’
careers.

Public sector organizations represent a key component of the FIST
approach. Tourism boards, inward investment agencies, economic devel-
opment agencies and so on all have their own agendas and goals, and
there is increasing evidence that many nations are successfully coordi-
nating the activities of such organizations in order to achieve important
economic goals (see country case insights on France, Iceland, Brazil).
Public sector organizations frequently work closely with private sector
organizations — export promotion agencies, for example will inevitably
have close links with at least some of the nation’s key export companies —
yet, there is little evidence of countries within which the representatives
of civil society are being included in overall nation-branding activity.
Given that much of the funding of nation-branding activities comes from
the tax-payer, governments need to give some consideration to the ways
in which the nation’s citizens can be included in the development of
nation-brand strategy.

Whereas the ideal state of full inclusiveness may be attained by nations
facing acute economic threat, or by nations that are in the process of
emerging onto the international stage for the first time or which need
to effect a radical change in their international image, a more realistic
aspiration for other nations will be to achieve good levels of programme-
specific inclusiveness in their nation-branding activities. This has been
achieved by various nations, and therefore, we name programme-specific
inclusiveness as an actual state rather than an ideal state. This does not, of
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course, imply that all nations have achieved an actual state of programme-
specific inclusiveness. On the other hand, many nations may find their
nation-branding efforts stymied by political corruption, power struggles
or a lack of strategic vision on the part of the country’s ruling elites.
Even in such unpromising circumstances, it should still be possible for
nations to initiate nation-branding activity that embodies a modicum of
programme-specific inclusiveness.

In this section, we shall look at three campaigns that illustrate the con-
cept of programme-specific inclusiveness — ‘Brazil IT’, ‘Iceland Naturally’
and ‘The New France’. The stakeholder participants in each of these three
campaigns are summarized in Table 8.1.

Although Brazil, Iceland and France are very different nations and
facing different nation-branding challenges, each of the three campaigns
summarized in Table 8.1 demonstrates the importance of fostering
programme-specific inclusiveness for nations of any size, regardless of
their stage of economic development or status in the global economy.
In terms of campaign objectives, two of the above campaigns — ‘Brazil
IT” and ‘The New France’ - illustrate how it is possible for a clearly
defined strategy to remedy a country image deficit. In the case of ‘Brazil
IT’, before the campaign was launched, there was little awareness or
recognition of Brazil as a provider of IT services and products. Brazil
benefits from tremendously positive associations in other respects, such
as football, music and other hedonic appeals; yet, these associations con-
ferred no COO advantage onto Brazilian IT providers. A different type
of country image deficit was identified in the case of “The New France’
campaign, whose key objective was to improve foreign investor opinions
of France in order to attract new business and increase inward invest-
ment. Pre-campaign, the image of France as a nation, was dominated
by highly positive perceptions in terms of the country as an attractive
tourism destination and a country with fine food and drink; however,
perceptions of France as a business destination were much weaker and
‘The New France” campaign was launched to remedy this country image
deficit. The ‘IN’ campaign differs notably from the ‘Brazil IT” and “The
New France’ campaigns in that for Iceland, the challenge was not to
overcome pre-existing dominant associations but rather to develop an
effective awareness-raising programme that would communicate to tar-
geted markets the closeness of the fit between Icelandic products and the
country’s overall image of purity and naturalness.

It is notable from the country case insights (see Chapters 6, 8, 10) that all
three campaigns fulfil the basic marketing principles of segmentation, tar-
geting and positioning. ‘Brazil IT” primarily targeted the US market, ‘IN’
also targeted the North American market before expanding to include
Europe, whilst “The New France’ targeted five key investment countries —
the USA, the UK, Germany, Japan and China. The clear strategic focus
of each campaign may be viewed as an important condition for estab-
lishing the wide-ranging stakeholder participation that each campaign
achieved.
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Stakeholder participants in nation-branding campaigns

Campaign

Key
Objectives

Stakeholder
Participants

Brazil IT

To gain global
recognition for the
Brazilian IT industry as
a capable producer of
IT services and
products, particularly
in the USA, the world'’s
largest consumer of IT
products

Brazilian government
through Brazil’s export
promotion agency,
APEX Brasil

Several IT clusters
throughout Brazil

Individual IT
companies

Brazil Information
Center, a non-profit
trade organization
based in the USA,
which promotes
Brazil to American
opinion-makers and
consumers

Iceland Naturally

To increase demand
for Icelandic products
in the North American
market

To promote the purity
of Icelandic products

To encourage travel to
the country

Icelandic government
through the Ministry
of Foreign Affairs
and Ministry of
Communication

Icelandic Foreign
Service (Overseas
Business Services)

Iceland Tourist Board

Eight leading Icelandic
companies and
associations: Iceland
Group plc, Icelandair,
Icelandic Agriculture,
Iceland Spring Natural
Water, Leifur Eiriksson
Air Terminal, 66°North,
Blue Lagoon, Glitnir
Bank

Source: adapted from country case insights in Chapters 6, 8, 10.

The New France

To raise France's economic
profile among five leading
target investment

countries: the USA, the UK,
Germany, Japan and China

To improve foreign investor
opinions of France to
attract new business and
increase inward investment

To create solid relationships
with foreign investors for
long-term dialogue

Campaign developed

and run by the Invest

in France Agency, a
government organization;
UBIFrance, international
business development
agency; Maison de la
France, the national
tourist office; Information
Service Department;
Ministry of Foreign Affairs;
French Economic Mission;
Sopexa, the national
agricultural marketing and
communication consultant;
EDUFrance, the education
promotion agency;
Treasury Directorate;
French State Council; Pierre
Dauzier, communications
expert and ex-president of
advertising company Havas

Government involvement in all three campaigns and commitment
to achieving the campaign objectives are essential in order to sustain
the participation of all the necessary stakeholders, although the degree
of government involvement may be contingent upon the nature and
stage of each individual campaign. Government involvement could be
most active in the initial stages, in order to kick-start the campaign and
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galvanize stakeholder participation, and then government involvement
may become more hands-off as private sector companies engage more
actively in the campaign’s development. ‘Brazil IT’, ‘IN” and “The New
France” demonstrate the different types of public sector bodies that can be
involved in specific campaigns; these campaigns also show that there is
no rigid blueprint for nation-branding campaigns, whose diversity defies
easy categorization — there is no set checklist of stakeholder participants
for nation-branding campaigns, and the appropriate range of participants
will vary according to each campaign’s specific strategic objectives.

Nations should benefit from a cumulative effect in terms of stakeholder
participation in specific campaigns. Participation in any campaign should
allow the formation of social networks that can usefully endure beyond
the shelf life of the campaign in question and underpin future campaigns.
Social network theory in the context of the firm offers some interesting
perspectives for those involved in nation-branding campaigns. It has
been argued, for example that firms can draw on their unique social
networks of relations to make a difference to their strategies rather than
accepting strategy as merely a function of the market or of internally
driven forces, and moreover, managers need to identify and develop
network structures that are ‘resourceful, rare and inimitable’ [3]. For
nation-branding campaigns, such network structures are embodied in the
range of stakeholder participants actively engaged in the three campaigns
analyzed here. An additional network at the disposal of nations is their
diaspora, and governments are beginning to appreciate the potential
benefits of engaging with their diaspora networks as key participants in
developing a powerful nation-brand (see Chapter 9).

Brand touchpoints exist whenever and wherever the brand is experienced
by any of its stakeholders or audiences. Brand touchpoints occur most
obviously during consumption of the brand, although touchpoints also
exist pre-consumption and post-consumption through multiple chan-
nels and occasions. Touchpoints consist of planned, controllable brand-
building activities such as advertising, promotion, PR, customer service
and so on, as well as unplanned touchpoints beyond the control of brand
managers — blogs, discussion boards on the web, the personal behaviour
of individuals associated with the brand and so on. For any PSC brand,
there exists a multiplicity of brand touchpoints; for complex and mul-
tifaceted nation-brands, with their vast range of internal and external
stakeholders and audiences, the number of brand touchpoints assumes
almost infinite proportions. The reason that brand touchpoints matter is
that they can all contribute to, or detract from, brand equity in terms of the
positive or negative perceptions that occur in audience’s minds because
of the assessments they make of how satisfying the brand touchpoint
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experience was. The totality of brand touchpoints cannot be controlled
but they can be managed, based on ongoing research that identifies and
evaluates brand touchpoints as and when they occur. Brand expert lan
Ryder has noted that in place branding, ‘you need to know where the
touchpoints are that will make a difference in the acceptance or manage-
ment of the brand’ [4]. Nation-brand touchpoints can be bewilderingly
diverse, from the potentially harmful effects on Iceland’s country image
because of that nation’s resumption of whaling (see country case insight
on Iceland, Chapter 8) to the potentially positive reputational effects of
improved business formalities on perceptions of Egypt as a business des-
tination (see country case insight on Egypt, Chapter 2). In the context of
Brand Estonia, Interbrand consultancy point out that ‘as well as the more
obvious communication points that a new brand needs to touch, public
infrastructure and public services are the most noticeable and memorable
national symbols for visitors and those who come to work in a country’
(see country case insight on Estonia, Chapter 9).

In many respects, there are similarities between corporate branding
and nation branding. Both types of branding involve more complexity
than is the case with product brands. The added complexity of corpo-
rate and nation branding lies in the wider range of stakeholders that the
brand has, the multiplicity of communications channels that need to be
used in order to reach those audiences, the difficulty of encapsulating a
multifaceted entity into the distilled essence of a brand and the unlim-
ited number of uncontrollable factors that can affect perceptions of the
brand.

Hankinson [5] has proposed five guiding principles for the manage-
ment of destination brands based on an adaptation of corporate-branding
theory. Whilst a destination brand could be a single town, city, resort or
other relatively limited entity, it could also be a whole nation and many
destination-branding campaigns are run at a national level. Hankinson’s
five guiding principles may therefore be considered as having potential
application at a nation-branding level. His five principles are as follows:
first, strong, visionary leadership; second, a brand-oriented organiza-
tional culture; third, departmental coordination and process alignment;
fourth, consistent communications across a wide range of stakeholders;
and fifth, strong, compatible partnerships. Further insight into the poten-
tial adaptation of corporate-branding theory to the context of nation
branding is provided in this chapter’s academic perspective by Olutayo
B. Otubanjo and Prof. T.C. Melewar. The need for consistent commu-
nications across a wide range of stakeholders alluded to by Hankinson
is illustrated in the case of South Africa, where there was a realization
that the country was suffering from certain perceptions that needed to
be changed, but the uncoordinated proliferation of messages emanating
from the country was not helping to challenge the problem — ... there
were many messages entering the international arena, and these mes-
sages were as varied as the sources and did very little to change the
perceptions. They added to the confusion’, (see country case insight,
Chapter 1).
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Corporate brand differentiation is one of the most challenging business
practices in corporate brand management. It provides the platform
through which firms distinguish themselves from competitors. Whether
in theory or practice, corporate brand differentiation drives firms towards
unique positions in the minds of stakeholders. Although corporate brand
management has been an aspect of corporate marketing since the 1950s,
it did not develop fully as a marketing practice and discipline until the
early 1980s. Many firms in Europe and most importantly those operating
in the financial services industry in the UK have since the early 1990s
embraced corporate branding as a strategic tool for corporate differenti-
ation. The widespread adoption of such branding techniques by nations
is a yet more recent development.

For many years, the British financial services industry has been domi-
nated by a strong generic corporate brand. Many financial services firms
that emerged successfully from the business and economic turbulence
of the 1980s consciously sought ways of differentiating themselves from
competition. Plush and exquisite corporate visuals were deployed to
break the generic mould that dominated this industry. However, the
notion that there is no real difference between these corporate brands
grows evermore.

To address this challenge, successful corporate brand differentiation
requires self-determination, willpower, creativity and innovation. Dis-
tinct corporate brands can evolve in the financial services industry
by identifying and communicating the ‘highest central common factor’
(HCCF), which binds the universal characteristics of diversified busi-
ness portfolios (i.e. retail, commercial, corporate and investment banking)
together (see Figure 8.2). The HCCF may be one thing or a combination
of factors that gives members of a firm a sense of belonging. It may
be the informal and formal set of rules or a firm’s unique history or
conditions of employment. The HCCF concept may also apply to nation-
brands, whereby the diversified business portfolios of corporate financial
service brands (retail, commercial, corporate and investment banking)



Pragmatic challenges to the nation-branding concept

Retail banking

PORTFOLIO o

Commercial banking

Corporate banking

Highest central common factor (HCCF)

are mirrored by the diverse agencies engaged in the nation-brand, e.g.
inward investment, tourism, export promotion and so on.

The notion behind the HCCF holds that there is a cultural identity
common to all business portfolios no matter how diversified a firm and
its culture may be. It is these common characteristics that serve as a glue
binding the firm together. HCCF is a phenomenon reflective of the largest
common character denominator prevailing in sub-business cultures. It is
that unique character that prevails and is commonly embedded in the
sub-cultural systems. It is the distinct collective corporate character of
firms that, when fully conceptualized, cannot be imitated by competitors.

The HCCF is a four-stage corporate brand differentiation process that
begins with a rigorous and comprehensive review of the corporate char-
acteristics in the firm’s diversified business portfolio followed by an
identification of characteristics common to all business portfolios. In the
third stage, an internal assimilation of the characteristics takes place. As
can be seen in Figure 8.3, the process is completed with the presentation
of the characteristics to external stakeholders through various forms of
corporate communications.
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To adequately address the multiple audiences that a nation-brand
possesses, the principles of integrated marketing communications (IMC)
need to be applied. The emergence of IMC has been driven both by
the proliferation of new media channels in the digital age and by the
fragmentation of previously homogeneous audience ‘blocks” into smaller

Investment banking
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and more numerous discrete groups. IMC has been defined as ‘the prac-
tice of unifying all marketing communication tools — from advertising to
packaging — to send target audiences a consistent, persuasive message
that promotes company goals’ [6]. The marketing communication tools
that are available to brands include traditional media advertising such as
TV, radio, newspapers and magazines; online advertising; event market-
ing; publicity; trade journal advertising; conferences and expos, and so
on. Nation-brands can utilize such marketing communications tools to
pursue their objectives in the same way that PSC brands have used such
tools. For example, an illustration of the use of IMC in nation branding is
provided by “The New France’ campaign, which used the following com-
munications options: print advertisements in top economic news publi-
cations such as the Financial Times, Wall Street Journal, Handelsblatt and
Nikkei; billboard advertisements in major airports in the USA, UK, Japan,
China and France; sector videos; a book available in five languages enti-
tled ‘France means business’, with 10 000 copies distributed in 60 different
countries; a microsite, www.thenewfrance.com, containing testimonials
and information on doing business in France; and face-to-face meetings
with economic leaders and potential investors at high-profile events such
as the World Economic Forum in Davos, the Forbes CEO Conference,
the BusinessWeek Leadership Forum and the Fortune Innovation Forum
(see country case insight on France, Chapter 10).

Iceland and Brazil have also implemented the principles of IMC in
their nation-branding activities, unifying their marketing communication
tools in order to send their target audiences a consistent, persuasive
message. The ‘IN’ programme, for example created a logo for the
campaign and used a variety of marketing tools including events, adver-
tising in leading travel and lifestyle publications, a website, monthly
newsletters, sweepstakes and other promotional techniques (see country
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case insight on Iceland, Chapter 8). The ‘Brazil IT” campaign also created
a new logo and trademarked the brand in the USA, and then drew upon
a range of communication tools such as video, the www.brazil-it.com
website, traditional print media and consistent trade show participation
(see country case insight on Brazil, Chapter 6). The visual coordination of
nation-brand touchpoints is relatively straightforward compared with the
management of the many uncontrollable touchpoints that every nation-
brand has. New Zealand, for example has for many years used its silver
fern logo to unify the visual aspect of its sport, education, trade and
tourism promotions, and it has been observed that ‘origin devices like the
fern have a deep connection people, culture, tradition, pride and national
heritage’ [7].

The coordination of nation-brand touchpoints is therefore a complex,
challenging and necessary undertaking. A report by the Oxford Said Busi-
ness School on developing a brand for Latvia, for example states that the
coordinating role in the nation-brand should be played by a Brand Stew-
ard whose activities should be enabling rather than directive, providing
the different groups working for the nation-brand with ‘tools that will
ensure their efforts are harmonious with those of their counterparts in
other arenas to guarantee a joint national vision’ [8]. Weak coordination
of nation-branding activities in the past has been identified as a problem
now being addressed by Russia (see country case on Russia, Chapter 5),
whilst a similar lack of coordination has been observed in Switzerland’s
past nation-branding activities — ‘the promotion of Switzerland’s image
had previously been managed in a fragmented manner by various public
and private sector organisations’ — in response to which the coordinating
body ‘Presence Switzerland” was established in order to coordinate the
activities of other organizations such as Pro Helvetia, Swiss Info, Location
Switzerland, OSEC Business Network Switzerland and Swiss Tourism
(see country case insight on Switzerland, Chapter 4).

A further pragmatic challenge in nation branding is the question of decid-
ing upon a suitable nation-brand architecture (NBAR). Brand architecture
is a key concept in brand theory. It has been defined as ‘an organizing
structure of the brand portfolio that specifies the brand roles and the rela-
tionships among brands and different product-market brand contexts’
[9]. Temporal believes that ‘brand architecture is possibly the most dif-
ficult area of brand management, in that there are simply no rules, and
endless opportunities to try out many variations. Some variations work,
while similar ones don’t’ [10]. Yvonne Johnston, CEO of the International
Marketing Council of South Africa, has described how that country has
developed a brand architecture that has defined the relationship between
the mother-brand and the various sub-brands that comprise Brand South
Africa.
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One of the clearest and most useful descriptions of brand architecture is
given by Olins [11] who distinguishes between three basic brand portfolio
structures: monolithic, endorsed and branded. In the monolithic struc-
ture, there is a single dominant corporate umbrella brand. In the endorsed
structure, individual brands have their own brand names and identity
but are clearly endorsed by the parent brand. Finally, in the branded
structure, each individual brand stands alone with its own identity and
the parent brand is not visible. Examples of a monolithic brand structure
can be seen with companies such as Canon (where the umbrella brand
covers printers, fax machines, cameras, etc.) or Mitsubishi (financial ser-
vices, cars, domestic appliances); an endorsed brand structure is used by
General Motors (Chevrolet, Buick and so on); finally, a branded structure
is used by Johnnie Walker Red Label, where the parent brand (Diageo)
is not visible to the consumer and the individual brand stands alone.
Within these three basic structures, there can be endless permutations and
variations; yet, Olins” monolithic-endorsed-branded perspective remains
a robust framework for brand architecture analysis and development.

Why do companies use different brand architectures and how can
they decide upon the most appropriate brand architecture for their own
unique brand portfolios and markets? The rationale for a monolithic
brand structure derives from the ability of a monolithic brand to create a
unified, powerful and consistent image across different markets. Corpo-
rate brands such as Yamaha are so strong that they can enter sectors as
disparate as motorbikes and guitars, and many other product categories
in between. A risk with the monolithic structure, however, is that if one
sub-brand receives bad publicity or performs poorly, this may taint the
other brands in the portfolio. The rationale for an endorsed structure is
that an endorsed brand can enjoy the best of both worlds — it benefits from
the power of the parent or umbrella brand, whilst simultaneously estab-
lishing its own individual brand identity. A drawback of the endorsed
structure is that the sub-brand’s freedom to position itself in its target
markets is restrained by the need to conform to the parent brand’s posi-
tioning. The rationale for a branded structure is that it allows maximum
potential to develop a clearly differentiated brand that can stand alone
and prosper without being associated with the parent brand. The branded
structure is commonly used in the spirits drinks sector, where quirky,
heritage-focused, or in other ways highly individualistic brands would
gain no benefit — and in fact would almost certainly lose brand equity —
if they were associated with the faceless multinational corporations that
own them. However, a weakness of the branded structure is that there
may be a failure to benefit from the positive associations of a powerful
parent brand.

Douglas et al. [12] contend that establishing a coherent international
brand architecture is an important element of a firm’s international
marketing strategy because it provides a structure that enables the firm
to leverage strong brands into other markets, and to integrate strategy
across markets. Transposing the concept of brand architecture to the
specific case of South Africa’s nation branding, Dooley and Bowie [13]
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show how South Africa has developed a ‘nation umbrella brand” whose
purpose, like that of a corporate umbrella brand, is to link together indi-
vidual sub-brands; the ‘sub-brands’ referring to regions, cities and their
industry sectors such as tourism, exports and FDL

There are no universal guidelines for firms that are trying to select the
correct brand architecture for their own brand portfolios. For lazy man-
agers, who need the crutch of off-the-shelf solutions to their problems,
this is perhaps unfortunate, but for motivated nation-branding teams
who are energized by the pride they take in the honour of working
to develop their nation-brand, the lack of rigid formulae is a positive
thing in that it represents an exciting opportunity to do original, cre-
ative and effective work to promote the nation’s economic and social
well-being.

Although there exists no brand architecture panacea, on a general level
managers must analyse the existing corporate and sub-brand equities
of their portfolios in the light of the markets they operate within and
those markets they are contemplating entering. These equities must be
evaluated in terms of what value the umbrella brand and the sub-brands
are currently contributing, and the potential value that they could deliver
in the future. In nation-branding terms, the corporate or umbrella brand
is evidently the nation as a whole. The nation’s ‘sub-brands’ include
its cities, regions and landmarks; PSC brands from all sectors; tourism,
FDI and export promotion agencies; sporting teams, at both national and
club level; cultural and political figures, and so on. The purpose of the
brand architecture concept is to instil some order and structure on this
otherwise sprawling and disjointed list of sub-brands, in order to achieve
synergistic benefits and to advance the overarching nation-brand. The
NBAR model in Figure 8.4 shows one possible NBAR that could enable
the nation to introduce some strategic coordination and direction to its
host of sub-brands. In the NBAR model, the nation-brand represents the
“umbrella brand’; at the next level down can be found ‘endorsed brands’
such as the nation’s tourism, exports, inward investment, talent attraction
and sports; whilst the third level comprises a mix of ‘endorsed’ and
‘standalone” brands.

Mentally stimulating though it may be, the development of effective
and coherent NBAR is not an intellectual game. The strategic purpose of
NBAR is to fully leverage the overarching, umbrella nation-brand and all
the ‘sub-brands’ of the nation in order to achieve maximum synergy on
a long-term basis. It requires a creative and concerted effort to overcome
the silo mentality that afflicts many large corporations. Whereas corpo-
rations need to foster cross-functional collaboration between marketing,
R&D, operations, finance and so on, nations on the other hand must
address a similar challenge in facilitating fertile collaboration between
distinct bodies such as tourism boards, inward investment agencies, ter-
tiary education providers, export promotion agencies and others.

The NBAR model proposes a brand architecture that encompasses
the umbrella, endorsed and branded structures. The model is intended
to stimulate the creative development of synergistic linkages between
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different sub-brands, for example between tourism and talent attraction,
or between exports and sports. It is also designed to prevent the pro-
liferation of uncoordinated visual branding systems that could cause
confusion in target audiences and reduce potential synergies. Under the
umbrella nation-brand, an endorsed structure is suggested for the main
agencies, sections and dimensions of the nation-brand such as tourism,
exports, inward investment, talent attraction, sports, and cultural and
political figures. However, this endorsed structure comes with one impor-
tant caveat — the visual expression of endorsement by the umbrella brand
should be merely the name of the nation-brand, accompanied by a logo,
for example the New Zealand fern. It is probably futile to try and boil
down the essence of a nation to a single-phrase slogan, as such a slogan
would have to be so broad and all-encompassing that it would actually
be vacuous and pointless. It is at the endorsed, sub-brand level that each
sub-brand should produce a slogan appropriate to its own specific target
markets.

There is no getting away from the fact that nation branding is a highly
politicized activity. Governments are assumed to represent the peo-
ple of a nation, and therefore, governments must play a key role in
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nation-branding strategy. Private sector organizations do not, on their
own, possess the legitimacy to lead the direction of nation-brand strategy.
The country case insight on Brazil, for example (see Chapter 6) illustrates
how government can productively interact with public and private sector
stakeholders to help drive forward the nation-brand strategy. However,
as Jack Yan has stressed, ‘governments are voted for very short terms,
much shorter than what a branding campaign necessitates ... In addition,
governments have not always been stellar exhibitors of promotion’, (see
practitioner insight, Chapter 7).

Hungary has become a successful destination brand but has been less
successful at more comprehensive country branding, which involves the
systematic promotion of economic, commercial and political interests at
home and abroad. Developing a coherent and strategic country brand
can take decades and require a harmoniously co-ordinated approach;
however, many country-branding initiatives fall short on this criterion,
including Hungary too.

When analysing the evolution and development of country branding,
it is crucial to understand and examine the context in which country
branding emerged. In Central Europe, the context has been potential EU
membership as well as distancing the countries from the old images of
communism by developing a ‘Euro-confirm” identity, which is sellable in
and to the Western world.

In 1998, the Hungarian government set up the Country Image Centre
to manage Hungary’s reputation abroad. The Centre was responsible
for developing a concept for Hungary’s new image and building this
new image both inside and outside the country. The Centre’s aim
was to survey and evaluate the image of Hungary both domesti-
cally and internationally, to search for Hungary’s exceptional values
and strengths, and to communicate these with the help of other
organizations.

Country promotion and image management have become a highly
sensitive issue in Hungary since the launch of the Country Image Centre.
It was heavily criticized by the opposition given that the Centre was
more concerned with promoting the government rather than the country
itself — eventually, the Centre was abolished once the new government
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was formed in 2002. This is a common phenomenon in Eastern Europe,
where country branding and reputation management becomes the victim
of domestic politics, especially when there is no agreement among the
different political parties about how or by whom the country’s reputation
should be managed abroad.

In Hungary as well as in many other Central European countries, the
newly elected governments have usually erased the efforts of the previ-
ous government, resulting in discontinuity of country promotion. Soon
after, however, the new government also realizes that there is an ‘image
problem’ abroad and tries to set up institutions and develop new strate-
gies to deal with them. Other institutions, such as the 19 Hungarian
Cultural Institutions worldwide, the Hungarian Investment and Trade
Development Agency, the Hungarian National Tourism Office (HNTO),
and the Ministry of Foreign Affairs together with the Ministry of Cul-
ture and Education have had their own share in promoting Hungary
abroad; however, strategies and messages about the country are rarely
synthesized or co-ordinated.

Not only governmental organizations but also for-profit organizations
can also contribute to a successful country brand. In 1999, four Hungarian
companies founded the Hungaricum Club with the aim of creating a ‘call-
ing card’ for Hungary. The founders” aim was to contribute to Hungary’s
image by their own means and through their joint appearance and to ‘fur-
ther Hungary’s progress towards membership of the European Union,
while retaining their traditional identities as Hungarian brands’. Mem-
bers of the Club put together a boxed set called A Taste of Hungary fea-
turing selected samples of their products, Herend Porcelain, Pick Salami,
Tokaj Aszu Wines, Zwack Unicum liqueur and the Halas sewn lace,
all linked to traditional dining. These are typical Hungarian products,
which have come to symbolise the country and are important cultural
artefacts.

Hungarian country branding did not follow the so-called ‘land of
contrast” approach, where the contrast between the country’s past and
present and paradox of country characteristics serve as the central theme.
Rather than following the same clichés advised by Western branding
consultancies, Hungary’s approach was different: to promote the coun-
try by real ‘faces” and emphasize the human dimension in branding
as opposed to other countries” approaches, which relied more on the
natural, physical characteristics of the country. In 2005, the Hungarian
National Tourism Organisation developed a new brand identity for Hun-
gary, with the slogan ‘Talent for entertaining’. This idea was developed
by a public relations agency, based on research among those foreign cit-
izens who often choose Hungary as a holiday destination. The research
revealed that Hungary is most often associated with hospitality and tal-
ented people, which is reflected in the slogan. The core idea of the cam-
paign involved the personalization of the strategic tourism products of
Hungary and the promotion of the country by 11 recognized Hungarian
celebrities, who are professionals in their own field. This campaign was
aimed at foreign audiences only, because a different campaign targeted
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domestic tourism with different slogans and visuals. The ‘Talent for. ..’
initiative followed an earlier campaign where the American actor, Tony
Curtis — whose parents were Hungarians — was promoting Hungary in
the USA.

To develop a more coherent country brand for Hungary, the so-
called ‘Hungary Roundtable” was set up in 2005 where the Hungarian
National Tourism Organisation played a co-ordinating role. The ‘Talent
for. ..’ theme has been suggested as the core of the Hungarian country
brand around which several sub-brands could be developed and tailored
towards the different stakeholder groups. This initiative, however, came
to a halt with the national elections in 2006, although the organizations
involved are determined to reinvigorate the initiative.

The majority of Central European countries maintain modern and up-
to-date country websites, which serve as a ‘one-stop shop’ about the
country. The http://www.hungary.hu website is run by the government
and serves as an important country branding as well as public
diplomacy tool, providing general information about Hungary. The
http://www.hungary.com website is run by the HNTO and specializes
in information related to tourism.

According to the GMI Nation Brand Index, published at the end of 2005,
Hungary’s brand value was estimated at US $78 billion and the country
occupied the 21st position of the 35 countries surveyed. The Brand Index,
commissioned by Hungarian National Tourist Office, confirms the find-
ings of previous research done by the HNTO, thus revealing little new
information. Its most important value is that it puts Hungary well ahead
of its competitors; namely the Czech Republic (29th place) and Poland
(30th place). The Brand Index survey evaluated Hungary to be in a “pretty
good shape’. If one can rely on the Index, this can be considered a good
result because Hungary is one of the very few CEE countries that has not
employed a foreign (usually British) branding agency or consultant but
has used only its own resources. Hungary has had a long experience in
destination branding, dating back to communist times when the country
was branded as the ‘happiest barrack’ of the Eastern block and Hungary
had a relatively positive image, which the country did not capitalize upon
after the fall of the Berlin Wall.

Another characteristic of Hungary’s country branding is the increas-
ing role of public relations over advertising. Third party endorsement,
events management, efficient media relations, study tours for the foreign
press, road shows organized by embassies to attract investment, efficient
crisis and issues management are among the most frequently used public
relations tools. Public relations is integrating the communication activi-
ties and has become crucial in developing and maintaining relationships
with key stakeholders and publics.

Attracting investment into a country is another important goal of
country branding. In 2007, China chose Hungary as its gateway to Europe,
opting to build a US $1 billion commercial hub in Budapest to allow
Chinese companies to market and sell their goods across the Euro-
pean Union. Central Hungary came second in the Financial Times” fDi
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magazine’s prestigious ‘Region of the Future 2006/07" award, in which
Vilnius and Kaunas took the prize. In the Central Hungary region alone,
over 100 foreign direct investment deals were signed in 2004 and the
region boasted more than 1255 public and private Research and Develop-
ments units. FDI promotion was one of the judging criteria where Vilnius
and Kaunas excelled but Central Hungary was weak.

A country can have a successful brand, but it can be threatened by pol-
itics or politicians. Hungary’s socialist Prime Minister Ferenc Gyurcsany
made the international headlines a few times during 2005 and 2006. When
the Hungarian national soccer team played a friendly game against Saudi
Arabia in February 2005, he praised the Hungarian players’ performance:
‘I think that there were very many terrorists also among the Saudi soccer
players, and our sons fought with death-defying bravery against these
terrorists, so a draw away from home is a fantastic result’. This quote
received worldwide publicity and damaged not only Gyurcsany’s repu-
tation but that of Hungary among Arab states too. The Saudi ambassador
left Hungary and the government begged him to return to Hungary and
had to apologize. In a leaked video tape in 2006, Gyurcsany admitted
that he and his socialist government ‘lied in the morning, and lied in
the evening’ for years, which created a wave of protests against the
government and a moral crisis in Hungarian politics. Protests reached
a climax at the fiftieth anniversary of the 1956 Hungarian revolution,
where serious fights broke out between protesters and the police, mak-
ing international headlines again and showing Hungary in a bad light.
No branding initiative can protect a country against such actions and
comments.

As this case has demonstrated, Hungary still has a long way to go
to achieving a coherent, well-synthesized and strategic country brand;
however, the pieces of the puzzle are slowly coming together.

>k %k ok koK

In this chapter, we have looked at the pragmatic challenges to the nation
branding concept. In terms of inclusiveness, nation-brands may aspire to
a fully inclusive approach whereby all the nation-brand’s stakeholders
are involved in the country’s nation-branding strategy; alternatively, a
programme-specific approach may be adopted, as in the case of cam-
paigns such as ‘Brazil IT’, ‘IN” and ‘The New France’. The concept of
brand architecture has been discussed and related to the concept of the
nation-brand. It has been noted that nation branding is inevitably a highly
politicized activity, which requires the active commitment of government
if the nation-brand’s goals are to be achieved.
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In 2004, the Task Force on Contents in the Intellectual Property Policy
Headquarters (Policy Headquarters) organized the Japan Brand Working
Group to discuss the directions and the key elements of branding Japan.

The goal of this nation-branding effort is to ‘improve the image and
reputation of Japan and turn it into a nation that is loved and respected
by people throughout the world’.! Thus, naturally, the focus is on lever-
aging the lifestyle and the overall power of Japan’s cultural assets. The
Working Group’s discussion (as well as the report) focuses on three areas
of emphasis: food culture, fashion and local brands.

In 2002, Japan took the first significant step towards becoming an intel-
lectual property-based nation (chizai-rikkoku). Specifically, then Prime
Minister Junichiro Koizumi declared in his policy speech to the Diet
that Japan had set the new goal of becoming more competitive through
the creation, protection and strategic utilization of intellectual property.
Following the speech, the government established the Strategic Council
on Intellectual Property, comprising the prime minister, related minis-
ters and experts from the private sector. The council recommended the
enactment of the Basic Law on Intellectual Property, a bill that was then
submitted to the Diet and subsequently passed. In accordance with the
new law, the Policy Headquarters was established in 2003. Since then,
a cohesive intellectual property policy has been formulated and imple-
mented in Japan to achieve the above goal.

Shortly afterwards, the Policy Headquarters adopted the Intellectual
Property Strategic Program 2003, a strategic program for the creation, protec-
tion and effective utilization of intellectual property. This program, which
originally consisted of about 270 measures, has been renewed each year
since then, with the number of additional measures increasing annually.

! Intellectual Property Strategy Headquarters (2006), Intellectual Property Strategic Program
2006.
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These measures encourage a wide range of creative activities ranging
from scientific inventions and technology development to art and design.
Particular emphasis has been put on the creation and management of
intangible assets such as technology, design, brands and media contents.
To develop these measures, the Policy Headquarters established the Task
Force on Contents, as well as three other task forces.? The Task Force on
Contents primarily discusses issues pertaining to media contents and the
Japan brand.

Established in 2003, the Task Force on Contents first focused its dis-
cussion on the management of media contents, such as music, movies,
game software and animation.® It then expanded the scope of its agenda
to include other key resources of Japan branding, namely, intellectual
and cultural assets related to food culture, local brands and fashion. The
Japan Brand Working Group was organized within the task force in 2004
to conduct more in-depth discussions on the three areas of food cul-
ture, local brands and fashion, as well as policy issues concerning ways
to build an attractive Japan brand, which would lead to more specific
measures for Japan branding.*

The Policy Headquarters has provided the vision of a strong Japan brand
to be built strategically by strengthening the contents business, nurturing
unique and attractive lifestyles as reflected in the food culture, local
brands and fashion and assimilating the brand image in collaboration
with the tourism industry, as well as through cultural diplomacy. A key
premise here is that Japan aims to become an intellectual property-based
nation, attractive and influential in entertainment contents, lifestyle and
culture in general.

The Policy Headquarters functions as the hub of Japan branding efforts.
Its annual Strategic Program report has been a guiding principle for related
government offices as well as private organizations. The Task Force on
Contents plays a leadership role in the discussion, providing guidance
for the direction of Japan branding. In its first report, Content Business
Development Policy, it proposed the goal of making Japan a world-class
content superpower and suggested that the promotion of content business

2 The three other task forces are the Task Force on Strengthening of the Foundation for
Rights Protection, the Task Force on the Protection of Patents of Medical-Related Acts
and the Task Force on the Intellectual Creation Cycle.

% The summary of the early discussion and a set of subsequent measures have been reported
in the Promotion Policy of Contents Business.

* The Task Force on Contents had organized two more working groups by 2007 to provide
more in-depth discussion of media contents; the Digital Contents Working Group and the
Planning Working Group.
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be made a core national policy. The task force also devised measures for
achieving this goal. The Japan Brand Working Group compiled the report
entitled, Promotion of Japan Brand Strategy, in which it sets three goals.
These three goals are (1) fostering a rich food culture, (2) establishing
diverse and reliable local brands and (3) establishing Japanese fashion
as a global brand. The working group has soon added a fourth goal of
adopting a strategic approach for publicizing Japan’s attractive features.
Again, each of these goals is accompanied by a set of measures. The
report contains 12 proposals in all.

Although the Japan Brand Working Group, the Task Force on Contents
and the Policy Headquarters as a whole, set goals and adopt measures,
actual implementation must be undertaken by various related organiza-
tions through government offices and representative organizations in the
private sector. Indeed, the annual Strategic Program has significantly influ-
enced several government offices and prominent organizations in Japan
and has shaped their thinking and activities accordingly. Exhibit 1 shows
a chronological table of the Japan brand-related initiatives of these gov-
ernment offices, along with the achievements of the Policy Headquarters.

As shown in Exhibit 1, one early initiative taken by the ministries was
the formulation of Global Tourism Strategy in 2002 by the Ministry of

A Chronological Table of Japan Brand-Related Initiatives

Formulation of Global Tourism
Strategy by the Ministry of Land,
Infrastructure and Transport

Background, activities and results of Policy Initiatives by government offices
Headquarters (especially Task Force on
Contents)

2002

February Policy speech by Prime Minister Koizumi

February Strategic Council on Intellectual Property
inaugurated

July Fifth meeting of Strategic Council on Intellectual
Property
Intellectual Property Policy Outline adopted

December

2003

March Basic Law on Intellectual Property put into force

Intellectual Property Policy Headquarters
inaugurated

Secretariat of Intellectual Property Policy
Headquarters established within the Cabinet
Secretariat

(Continued)
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(Continued)

Background, activities and results of Policy Initiatives by government offices
Headquarters (especially Task Force on
Contents)

Fifth meeting of Intellectual Property Policy
Headquarters

Strategic Program for the-Creation, Protection
and Effective Utilization of Intellectual
Property adopted

The Task Force on Contents established

Report of the Task Force on Contents compiled
Content Business Development Policy

Eighth meeting of Intellectual Property Policy
Headquarters

Intellectual Property Strategic Program 2004
adopted

First meeting of the Task Force on Contents’
Japan Brand Working Group

Report of the Task Force on Contents’ Japan
Brand Working Group compiled

Promotion of Japan Brand Strategy

The National Conference for the
Export of Agricultural, Forestry and
Fishery Products was inaugurated by
Ministry of Agriculture, Forestry and
Fishery
Establishment of an advisory panel to
the Brand Promotion Council for a
New Japanese Style
(Japanesque*Modern) at the Ministry
of Economy, Trade and Industry
Eleventh meeting of Intellectual Property Policy
Headquarters

Intellectual Property Strategic Program 2005
adopted

First meeting of the Task Force on Contents’
Digital Content Working Group

Prime Minister Koizumi called for the
first meeting of the Council on the
Promotion of Cultural Diplomacy

(Continued)
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(Continued)
Background, activities and results of Policy Initiatives by government offices
Headquarters (especially Task Force on
Contents)
2006
January Japanesque Modern Committee was
established and the Neo-Japanesque
Conference was inaugurated
February Report of the Task Force on Contents compiled
Strategy for the Development of Digital
Contents
March
April
June Fourteenth meeting of Intellectual Property
Policy Headquarters
Intellectual Property Strategic Program 2006
adopted
September First meeting of the Task Force on Contents’

Planning Working Group
September First Policy speech by Prime Minister Abe

Source: Compiled by the author based on Intellectual Property Strategic Program 2006.

Land, Infrastructure, and Transport, which was incorporated into the
widely publicized ‘Visit Japan Campaign’. It is followed by the Neo-
Japanesque Conference sponsored by the Ministry of Economy, Trade
and Industry and the National Conference for Export of Agricultural,
Forestry and Fishery Products, organized by the Ministry of Agriculture,
Forestry and Fishery. Prime Minister Koizumi himself called for the first
meeting of the Council on the Promotion of Cultural Diplomacy and con-
tinued to be a high-profile leader of the Japan branding efforts. Although
the government took the lead in initiating these actions and conferences,
the private sector and ordinary citizens played a major role by dis-
cussing the issues, setting the direction and implementing the proposed
actions.

In concert with the initiatives by government offices, leading business
organizations such as the Japan Business Federation (Nippon Keidanren)
and the Japan Association of Corporate Executives (Keizai Doyukai) have
established committees, sections and the like to discuss matters related
to the Japan branding. The Japan Business Federation has contributed to
the annual Strategic Program by providing opinions and suggestions from
a business perspective. The Japan Association of Corporate Executives
submitted a policy proposal on Japan’s nation-branding strategy, drawing
attention to the urgent need to create a set of appealing Japan Brand
identities.



Japan Brand-Related Goals and Achievements by FY2006

Goals

Making
Japan a
World-Class
Content
Superpower

Nation Branding: Concepts, Issues, Practice

Much progress has been made in the implementation of Japan Brand-
related measures, initiatives and activities. Key achievements critical to
Japan branding initiatives aspire to two major goals (with respective
sub-goals) set by Policy Headquarters, as summarized in Exhibit 2. The
two major goals are (1) making Japan a world-class content superpower
and (2) implementing the Japan brand strategy based on the Japanese
lifestyle. The first goal can be further divided into the sub-goals of making

Making Japan a
content-user
superpower

Making Japan a
content-creator
superpower

Making Japan a
content-business
superpower

Details

Use of IP multicasting
Adopting protection
systems

Efforts to establish
content archives

Assuring fair returns
for creators

Helping creators to
exercise their Abilities
Developing human
resources in the
contents field
Honouring
outstanding content

Strengthening the
functions of content
producers

Exporting contents
Solving problems related
to copyrights

Promoting live
entertainment

Achievements

The Visual Industry
Promotion Organization
(December 2004) was
established as an
organization for the
development of
content-related human
resources

The Film Production
Course at the Tokyo
National University of Fine
Arts and Music was
established in
collaboration with the
government of Yokohama
City (April 2005)

The Copyright

Law was revised

(put into force in January
2005)

(Continued)
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(Continued)

Goals

Implementing
the Japan
Brand Strategy
Based on the
Japanese
Lifestyle

Details

Accomplishing
the roadmap
for reforms
Appropriately
applying the
Law on
Promotion of
the Creation,
Protection, and
Exploitation of
Content

Fostering a rich
food culture

Spreading Japanese
food culture and
foodstuff around the
globe

Developing diverse
human resources in the
culinary world (e.g.
Established food-related
faculties and schools at
universities)

Promoting

Shokuiku [1]°

Establishing Creating and spreading

diverse and attractive local brands

reliable local Developing and

brands publicizing standards
for local brands

Establishing Making information

Japanese available worldwide

Fashion as a (Fashion Week,

global brand Japanese street fashion)

Increasing the
international
competitiveness of the
Japanese Fashion
Industry

Discovering and
developing
fashion-related human
resources

Achievements

The Act on Creation,
Protection, and
Exploitation of Content
was put into force (in
June and partially in
September 2004)

The Council on the
Promotion of Food
Culture Study issued a
report on the
‘Promotion of the
Japanese Food Culture’
(July 2005)

The Trademark Law was
revised, with the aim of
protecting local brands

more appropriately (put
into force in April 2006)

The Japanese fashion
Week in Tokyo was held
(October 2005, March
2006)

(Continued)
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(Continued)

Goals Details Achievements
Strategically Making information The Council on the
publicizing the available in collaboration Promotion of Cultural
attractiveness with Cultural Diplomacy Diplomacy issued
of Japan and the Tourism Industry report ‘On the

Creation of Japan as a
Peaceful Nation of
Cultural Exchange’

(July 2005)
Promoting a new Japan Japanesque Modern
Brand, ‘Neo-Japanesque’ Committee selected

items for the
inaugural Japanesque
Modern Collection.
(October 2006)

> Generally, ‘Shokuiku' is defined as ‘Promotion of learning on the healthy diet from an early stage, in particular
on the choice of foods, so as to secure the healthy living over the course of one’s life.” (http://www.nih.go.jp/
eiken/english/research/project_shokuiku.html)

Source: Compiled by the author based on the Intellectual Property Strategic Program 2006.

Japan a world-class (i) content-user, (ii) content-creator and (iii) content-
business superpower, as well as (iv) accomplishing the roadmap for
reform and (v) appropriately applying the law on the promotion of the
creation, protection and exploitation of content. Similarly, the second goal
is divided into the aforementioned four sub-goals.

Whereas the first goal suggests a rather unique emphasis of Japan'’s
brand identity, the second goal seems more standard as a nation brand
element, reflecting its comprehensive nature. As discussed, the Policy
Headquarters had become aware of Japan brand strategy when it spec-
ified the second goal. The first goal originally had been a future vision,
but eventually became the identity to which the Japan brand aspired. As
such, many of the visible achievements resulting from the Japan brand
strategy so far relate to the second goal.

Noticeable achievements related to the food culture were actions taken
by the Council on the Promotion of the Food Culture Study, which mainly
consists of parties from the private sector. Regarding progress on local
brands, the trademark law was revised to better protect local brands, and
local governments began providing increased support for local brands.
For example, Fukushima prefecture established the Fukushima Brand
Certification Committee in 2006 to systematically support local brands.
Many other prefectures have engaged in similar initiatives. To promote
Japanese fashion, the Fashion Strategic Council was inaugurated, and its
executive committee held the Japanese Fashion Week in Tokyo in October
2005 and March 2006.
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As its background suggests, issues for branding Japan have been dis-
cussed as part of broader discussion of intellectual property develop-
ment and management at the Policy Headquarters. Although the Policy
Headquarters serves as the policy-making unit for national branding, its
authority is limited, and therefore, it could not effectively take respon-
sibility for the overall management of the national identity and Japan
branding as a dedicated central body would. The limitations of the cur-
rent setup need to be acknowledged, and the following tasks for the
future need to be addressed.

The Policy Headquarters aims to create a new Japan brand associated
not only with high-quality products and manufacturing but also with
intellectual and cultural contents and their creation. Although being a
world-class content superpower, in particular, seems a key identity for the
Japan brand, they suggest that more comprehensive and open discussion
of Japan’s brand identity may be required. On the other hand, building
a comprehensive nation brand requires a wide range of branding efforts,
and thus contributions from various agents — public and private, domestic
and foreign — are necessary. These contributions need to be compiled,
organized and coordinated by some responsible authority. The authority
may want to open a Japan brand portal website to accomplish this task
efficiently.

Just like a company brand, the equity of a nation brand resides in
the minds of its audiences. Somebody must keep track of the equity of
the Japan brand and manage this brand effectively, using an analytical
approach. Management can be improved by developing the scale and the
measurement method, by carefully selecting and/or effectively collecting
data and by devising analytical models. It may be necessary to create an
institute dedicated to carrying out this task, even if data collection on a
global basis is to be handled by the existing agencies and institutes, such
as the overseas agencies of the Ministry of Foreign Affairs.

%k 3k sk kok

There is no universal template for nation-branding strategy, as nations
have only relatively recently engaged in nation branding and are explor-
ing different strategies for achieving their nation-brand goals. However,
there are certain basic principles of strategy that we shall look at in this
chapter, relating these principles to the context of nation branding. Inter-
nal and external analyses, for example, are important bases for strategy
formulation, and we outline techniques and issues in this regard. Spe-
cific elements of nation-branding strategy are also discussed, including
advertising, customer and citizen relationship management and diaspora
mobilization.
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In his country case insight on the directions and the key elements
of branding Japan, Professor Satoshi Akutsu discusses the work of the
Japan Brand Working Group and describes the Working Group’s focus
on three key areas — food culture, fashion and local brands — as part of
an overall nation-branding effort to improve the image and reputation
of Japan. In the second country case insight in this chapter, the leading
international branding consultancy Interbrand give an account of their
work on developing a nation-brand for Estonia, the main objectives of
which were to enable Estonia to achieve greater success in attracting FDI,
to expand its tourist base beyond Sweden and Finland and to broaden
European markets for its exports.

The basic principles of strategy centre upon three key questions for the
firm, or in our case, the nation. First, where are we now? Second, where
do we want to go? Third, how do we get there? The formulation and
implementation of strategy is a complex task, yet these three guiding
questions provide a framework within which strategy can be developed.
Strategy has been defined as ‘the direction and scope of an organisation
over the long term, which achieves advantage in a changing environ-
ment through its configuration of resources and competences with the
aim of fulfilling stakeholder expectations’ [2]. Nations, like companies,
must decide on their long-term direction and scope; for nations, this
will involve strategic decisions regarding the configuration of resources
and competences to achieve goals in the areas of FDI, export promotion,
tourism, talent attraction and so on. Nations will rarely be able to excel in
all of these competitive domains, and therefore, strategic decisions must
be made regarding the nation-brand’s direction.

To assess the nation-brand’s current competitive position, it is necessary
to conduct both internal and external analyses. The main thrust of the
internal analysis is to evaluate the nation-brand’s capabilities across a
range of sector-specific indicators. External analysis, on the other hand,
focuses on the nation-brand’s competitors and also on the wider envi-
ronmental forces that affect the nation-brand’s activities.

Internal analysis for the nation-brand serves to evaluate the nation’s
capabilities across the different arenas it competes within. The analysis
needs to be conducted on a sectoral basis in order to identify existing
capabilities, evaluate the strength of these capabilities and then derive
appropriate action points based on the nation-brand capability analysis.
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The main sectors that nation-brands compete in include tourism, FDI,
export promotion and talent attraction. The internal analysis required by
nation-brands competing in these sectors is outlined below.

Tourism: Many nations are heavily dependent upon tourism. Remote,
landlocked states in particular find it difficult to compete in the other
arenas of nation-brand strategy and therefore turn to tourism as a key
component of economic development (see academic perspective on the
repositioning of Nepal, Chapter 2). Other nations, blessed with attractive
climates and sights, but poor in other resources, also rely heavily on
tourism as a reliable revenue stream. An indicative, though not exhaus-
tive, range of key success factors for nation-brands’ performance in the
tourism sector are shown in Table 9.1.

The key success factors in Table 9.1 are clearly beyond the control
of national tourism organizations; yet, tourism boards can and do take
initiatives to try and drive up overall levels of customer service levels,
for example. Amongst the other key success factors, reasonable levels of
safety and law and order are a pre-requisite for attracting mainstream
tourism; value for money is an important attribute; whilst accessibil-
ity can represent a considerable obstacle for otherwise highly attractive
destinations — Australia and New Zealand, for example, enjoy positive
perceptions as a tourist destination amongst UK consumers yet the dis-
tance involved in travelling there is a considerable deterrent. For other
countries, such as Iceland and other nordic states, their remoteness may
be more perceptual than real; in such a case, there is clearly potential for
effective nation branding to overturn misperceptions of remoteness.

FDI: Globalization has sharpened the competition between nations to
attract inward investment. In response to this, nations need to put in
place a long term strategy to ensure that their levels of FDI attraction
make a significant contribution to the nation’s economy (see country case
on France, Chapter 10). Some of the key success factors in attracting FDI
are shown in Table 9.2.

Without a stable economic and political environment, there is little
likelihood of attracting FDI. Companies looking to make long-term invest-
ments in foreign nations will be put off by a volatile political situation
or a mismanaged economy. A skilled workforce is attractive in that it
minimizes the need for companies to pay for the training of their work-
forces in foreign locations and offers the prospect of higher productivity

Nation-brand internal analysis — tourism

Key success factors Nation-brand capability

Customer service levels 1
Safety 1
Value for money 1
Accessibility 1
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Nation-brand internal analysis — FDI

Key success factors

Stable economic and political environment

Skilled workforce

Streamlined administrative procedures

Infrastructure

Nation-brand capability

1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10

than less-skilled workforces in other nations. Administrative procedures
can be so complex, bureaucratic and slow in some nations that compa-
nies will look elsewhere rather than submit to the uncertainty of a wait
of several months for approval to do business in a nation whose busi-
ness environment is strangled by cumbersome administrative processes.
Finally, nations need to invest in efficient, modern infrastructure if they
are to compete effectively for highly sought-after FDI.

Export promotion: A key objective of nation-branding strategy is to boost
the nation’s level of export performance. Country case insights on Chile,
Iceland and Estonia, for example, have illustrated the ways in which these
nations have sought to improve their export performance (see Chapters
3, 8 and 9). Some of the key success factors for export promotion are
shown in Table 9.3

An indicative range of key success factors for export promotion
includes the need to build high-quality brands, establish effective COO
positioning through sound management of country image perceptions,
the strategic development of target markets and high levels of innovation.

Talent attraction: The two major objectives of talent attraction are to
attract skilled workers and to attract foreign students to the country’s
higher education system. Some of the key success factors for talent attrac-
tion are shown in Table 9.4.

The attraction of suitable numbers of skilled workers will depend
upon various criteria, including favourable visa and residency regula-
tions, opportunity for career progression and an attractive lifestyle. For
potential students, the country’s reputation for higher education plays an
important role, particularly in the highly competitive market for Masters
and MBA students.

Nation-brand internal analysis — export promotion

Key success factors

High quality brands

Effective COO positioning
Strategic development of target markets

Innovation

Nation-brand capability

1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
1 2 3 4 5 6 7 8 9 10
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Nation-brand internal analysis — talent attraction

Key success factors

Favourable residency criteria (for visa, passport, etc.)
Attractive lifestyle

Opportunity for career progression

Reputation for higher education
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External analysis takes two main forms — competitor analysis and environ-
mental analysis.

Competitor analysis focuses on a number of key questions, which have
been identified as follows: Who are our competitors? What are their
strengths and weaknesses? What are their strategic objectives and thrust?
What are their strategies? What are their response patterns? [3]. Nation-
brands need to conduct this type of competitor analysis for each of the
arenas within which they are competing. This can encompass tourism,
FDI, export promotion, talent attraction and any further nation-branding
domains. The competitor set will vary according to which competitive
arena is under analysis — a nation that is a key competitor in the tourism
sector may barely figure at all as a competitor for FDI, for example. The
nation-brand competitor analysis matrix provides a tool for analyzing
the nation-brand’s competitive set across the key dimensions of nation-
branding activity such as tourism, FDI, export promotion and talent
attraction (Table 9.5).

Nation-brand competitor analysis matrix

Strengths Weaknesses Strategic Current
goals strategies

Tourism
Country A
Country B

FDI
Country C
Country D

Export promotion
Country E
Country F

Talent attraction
Country G
Country H
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The nation-brand competitor analysis matrix allows for the concise
presentation of a large number of complex variables. It can be used not
only for analysis of the nation-brand’s key competitors but also as a basis
for strategy development.

Strategic planning involves setting specific, measurable goals and tar-
gets. It has been suggested that ‘few businesses pursue a single
objective; instead they have a mixture, which typically includes prof-
itability, sales growth, market share improvement, risk containment,
innovativeness. . .’ [4]. Likewise, nations will pursue multiple objectives,
and these objectives should underpin strategy formulation. One of the
most widely used tools in strategic planning is Ansoff’s matrix, which
identifies potential directions for the development of strategy based on
permutations of existing or new products and existing or new markets [5].
In the context of nation branding, Ansoff’s matrix can be used to identify
strategic directions across the full range of nation-brand activities.

After the preceding stages of analysis and strategic planning, the final
and obviously crucial stage in strategy lies in the implementation of
the chosen strategy. Key challenges in strategy implementation include
ensuring control, managing knowledge, coping with change, designing
appropriate structures and processes and managing internal and exter-
nal relationships [1]. It is perhaps in the area of implementation that
nation branding faces its biggest challenge, given that the nation-brand
stakeholders may not be as easily structured and managed as the various
business units of a commercial organization. Switzerland is one coun-
try that has addressed the challenge of strategic implementation through
establishing a coordinating body, Presence Switzerland, that performs
many of the strategy implementation roles outlined above, for example,
managing knowledge, coping with change and managing internal and
external relationships (see country case insight, Chapter 4).

Having provided an overview of the fundamental issues in strategic
analysis, planning and implementation, we shall now focus on some of
the specific elements that nation-branding strategy may encompass.

Nation branding does not consist merely of running advertising cam-
paigns. Advertising can obviously be a powerful tool, but it is only
one element of a nation-brand’s overall strategy. In fact, if a nation has
severely limited financial resources, it would probably be far better off
activating its diaspora rather than placing its hope in an advertising cam-
paign. However, if the funds are available, then advertising should be
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used as part of an integrated strategy to achieve specific, clearly stated
goals.

Advertising can deliver numerous benefits to brands. It can generate
new markets for a brand; revitalize a declining brand; change consumer
behaviour and generate rapid sales increases [6]. There are, however, a
number of common mistakes in advertising that nation-brands need to be
aware of before handing over significant resources to advertising agen-
cies. Such mistakes have been identified as including mistaken assump-
tions about consumer knowledge; failure to break through the advertising
clutter; distracting, overpowering creative in ads; under-branded ads;
failure to use supporting media; changing campaigns too frequently and
substituting ad frequency for ad quality [7]. The foregoing mistakes in
advertising have been found in advertising for FMCG brands and do
not necessarily appear in such nation-branding advertising as has been
produced to date. For example, the mistake concerning the overpowering
creative element of an ad can certainly be seen in product-brand adver-
tising, where the viewer of the ad may find the ad itself entertaining yet
have no idea what brand the ad was for. This phenomenon has not yet
afflicted nation-branding advertising, where a far more common mistake
is to produce bland, information-heavy ads that fail to break through the
advertising clutter.

If some advertising is going to be bought as part of a country’s overall
nation-brand strategy, those involved in procuring the advertising need
to have at least a basic knowledge of the advertising industry and the
way that advertising agencies work. Without a basic level of advertising
literacy, precious resources could be wasted through failing to develop
a mutually beneficial relationship with the advertising agency selected
to produce the campaign. People in the nation-brand team need to be
familiar with what is meant by a client brief, creative teams, the con-
cept of brand positioning and so on. Individuals with a background or
qualification in marketing will know all about such things, but it cannot
be assumed that people with non-marketing backgrounds, government
officials or other stakeholders in the nation-brand team will be equally
knowledgeable in this area. The concept of brand positioning has already
been covered (see Chapter 2), so we will focus here on the other key
advertising-related issues.

The client brief isissued by the client to the advertising agencies itis invit-
ing to pitch for its business, in the form of a written brief which details the
client’s requirements; after an advertising agency has been appointed, the
brief willnormally be refined in order to establish clear lines of communica-
tion and accountability between client and agency [8]. The creative team
within the ad agency will normally comprise an art director and a copy-
writer, whose role is to produce creative work that will grab the target
audience’s attention and deliver the campaign’s specified goals. The art
director will be responsible for the visual element of the advertisement,
whilst the copywriter will provide any text that the ad will use.

On a day-to-day basis, however, the client will not normally be in con-
tact with the agency’s creative team. Rather, the agency will communicate
with the client through an account manager whose role is to ensure a
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smooth relationship between client and agency throughout the duration
of the planning and implementation process. The quality of the work
produced by the agency is therefore dependent not only on the agency’s
own creativity but also on the client’s ability to clearly communicate
its needs to the agency. Clients can influence the creativity of their ad
agency, for example, by ‘setting direction” through their initial brief to the
agency and also as they interact with the agency during the advertising
planning process and also by ‘resource allocation” in terms of providing
the ad agency with access to the client’s top management in order to
provide strategic insights to the campaign and also by providing access
to previously conducted consumer research data [9].

Whereas the client brief will detail the strategic objectives to be met by
the advertising campaign, the client will also need to produce a so-called
creative brief that focuses more closely on exactly what the ad is going
to say, to whom and the tone that is going to be used. It is important
to ensure that an appropriate tone is used in the ad’s message. If the
wrong tone is used, the audience may feel alienated or even offended.
The advertising campaign promoting Australian tourism that used the
tagline "Where the bloody hell are you?’ clearly runs the risk of offending
its audience, who may find the slogan rude and aggressive. A different
type of nation-branding advertising, aimed at attracting FDI rather than
tourists, was carried out by “The New France” campaign, which launched
in 2004 and which followed up the first wave of advertising with a sec-
ond wave in 2005, with 77 ads appearing in 19 publications; the effect of
this campaign was evaluated based on a survey of the target audience —
company managers in four of the target countries — and taking into con-
sideration the survey results, the advertising approach in one of the target
countries was switched to focus on sector-based magazines rather than
financial publications (see country case insight on France, Chapter 10).
This illustrates the importance of evaluating the effectiveness of an adver-
tising campaign and then fine-tuning the campaign based on the results
of the evaluation.

A full-service advertising agency will not only produce the advertising
for the client but also buy the media space within which the advertising
will appear. However, there are many dedicated media buying agencies
that exist independently of the creative advertising agencies, and in some
cases, it may be cost-effective to hire the services of such a specialized
media buying agency. It is a complex task to evaluate the numerous
different media channels and vehicles available for any one advertising
campaign. Media channels include TV, newspapers and magazines, Inter-
net, radio, outdoor and so on. Media vehicles include the different options
that exist within each media — for example, within newspapers as a media
channel, the available vehicles are represented by the individual news-
paper brands within that sector such as the Financial Times, Wall Street
Journal and so on. Full-service ad agencies or specialized media buying
agencies will normally use media planning software to determine the
optimum mix of advertising media in order to achieve the campaign’s
stated goals. Media planning software works in the following way: first,
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the user develops a media database of possible advertising vehicles,
specifying their ratings and cost; second, the user selects the criterion
for schedule optimization, e.g. reach, frequency; third, the user specifies
constraints, e.g. a budget constraint for the media planning period; and
finally, the software algorithm seeks out the optimum media schedule
according to the specified objectives and constraints [10].

The structure of the advertising industry has been in flux over recent
years and clients will usually have a choice between opting for a full-
service agency or specialized creative agencies and media buying agen-
cies. It has been argued, for example, by the head of WPP’s media
network, Mindshare, that the media agency is best placed to orchestrate
a brand’s communication efforts [11].

CRM is a well-established practice in the business world, where the
acronym is widely considered to stand for ‘customer relationship man-
agement’. The application of the CRM concept to nation branding is
a much more recent development, where the term ‘citizen relationship
management’ has been used [12]. The concept of citizen relationship man-
agement suggests that governments need to engage with and respond
to their citizens in a similar way in which companies do with their cus-
tomers. Understanding citizens’ needs and communicating with citizens
in an appropriate manner at an appropriate frequency represent CRM
principles that nation-branding strategy may usefully adopt. CRM as
a process that ‘involves the application of technology to help manage
interactions and transactions with customers, so that organisations can
optimise their returns across their customer portfolio” (Francis Buttle,
academic perspective, Chapter 3) also has direct applicability to nation-
brands that have a customer portfolio spread across sectors as diverse as
tourism, FDI, export promotion, and talent attraction.

Citizen relationship management may be seen in the case of Russia’s
‘Church diplomacy”’ project as well as in its social projects (see country
case insight on Russia, Chapter 5) and in the nation-branding efforts of
Estonia, where it is hoped that the brand’s aim of establishing broader
international recognition will motivate Estonia’s own citizens (see country
case insight on Estonia, Chapter 9).

Companies in many sectors employ brand ambassadors in order to pro-
vide a human face to their activities. Currency exchange firm Travelex,
for example, signed up England rugby star Jonny Wilkinson as a brand
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ambassador for a 2-year period; Travelex had previously signed up Aus-
tralian cricketer Adam Gilchrist as a brand ambassador in 2003 [13]. Other
companies appoint brand ambassadors internally. These brand ambas-
sadors are highly enthusiastic individuals imbued with a deep knowledge
of their company, and they also possess the ability to communicate the
company’s brand values effectively to targeted audiences.

Nations, on the other hand, traditionally employ ambassadors in a
more discreet role, so discreet that few people outside of diplomatic
circles will know much, if anything, about them. Famous sporting or cul-
tural figures may perform an unplanned, unscripted form of nation-brand
ambassador role, without any official endorsement from their nation or
any agreement by the individual concerned that they are in fact a type
of ambassador for their nation. Likewise, the behaviour of individual
citizens when in foreign countries can be interpreted as being represen-
tative of their home nation (see country case insight on Russia, Chapter
5). When this behaviour is bad, as in the case of English football hooli-
ganism during the 1980s, it can tarnish the overall country image. It is
clearly unrealistic to expect every citizen in a population of millions to act
as a nation-brand ambassador, yet it may be possible to identify certain
individuals who are qualified and willing to play such a role.

Nations that fail to have a strategy for activating their diaspora network
are squandering a unique and precious resource. The existence of dias-
pora networks spread across the globe represents a potentially immense
asset for the nation, not only in terms of remittances sent by diaspora
members but also in terms of stimulating FDI through interventions by
well-placed senior executives in international firms. Furthermore, the
reputation-building capacity of diaspora networks represents another key
opportunity to enhance the nation-brand.

Some observers remain unconvinced that remittances by migrants can
have a significant impact on a nation’s development, although they
acknowledge that such remittances play an important role in poverty
alleviation [14]. Rather than the financial flows inherent in remittances,
it has been suggested that a more important role of diasporas is their
knowledge and institution-building capacity [15]. Kuznetsov [16] has
described successful diaspora networks as combining three main features:
first, networks bring together people with strong intrinsic motivation;
second, members play both direct roles (implementing projects in the
home country) and indirect roles (serving as bridges and antennae for
the development of projects in the home country) and third, successful
initiatives move from discussions on how to get involved with the home
country to transactions, i.e. tangible outcomes. There is huge variation
in the impact that different nations’ diasporas have had — the diaspo-
ras of China and India, for instance, have had a considerable positive
impact on their home countries, whereas Armenia has failed to benefit
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from its wealthy diaspora [17]. This highlights the necessity of integrating
diaspora networks into overall nation-brand strategy.

Diaspora networks are not necessarily monolithic and homogeneous.
For example, there are many diaspora networks that take the form of
professional associations dedicated to helping members advance in their
professional field — such networks include the Association of Doctors
of Armenian Origin in the United States, the Association of Engineers
from Latin America or Indus Entrepreneurs [18]. South Africa has two
diaspora networks, the South African Network of Skills Abroad, a net-
work that links expatriate and South Africa-based academics, researchers
and practitioners working in science and technology; and the South
African Diaspora Network, which focuses on developing knowledge
and entrepreneurial connections between South African firms and well-
connected, strategically placed individuals in the UK [19]. Government
support for such networks should focus on achieving synergies between
the different diaspora networks and simultaneously avoiding duplication
of effort and activity by complementary networks.

The celebration of nation days represents another potential element of
nation-brand strategy, both internally as a means of generating interest
and pride domestically from the nation’s citizens and also externally as
a focal point for events to promote the nation-brand. The natural place
to hold such nation day celebrations outside of the home country is in
locations where there is a significant diaspora presence. Ireland and Scot-
land, for example, have done this through their respective nation day
celebrations in New York, a city that is home to large numbers of Irish
and Scottish diaspora. The Irish celebration is based on St. Patrick’s Day,
whilst the Scottish celebration is based on what started as ‘Tartan Day’
but which has since expanded to “Tartan Week'. It has been suggested
that “‘whilst both are phenomena that rely on a certain amount of con-
structed heritage, the Tartan Day events are recent and politically created,
whereas St. Patrick’s Day has several centuries of what may be regarded
as “genuine” heritage’ [20]. The question of how ‘genuine’ heritage is
relates to the concept of ‘invented tradition” that has been widely debated
in the field of national identity (see Chapter 5).

The country case insight on Iceland (see Chapter 8) illustrates the poten-
tial effect of a nation’s name on its country image perceptions. Nations
rarely tamper with their names and when they do so, it is often to sig-
nal a powerful symbolic event such as the birth of a nation gaining its
freedom from a former colonial power. This can be seen in the case of
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many African states, for example, the name Ghana replacing Gold Coast
when that country achieved independence from the UK. Sometimes there
can be widespread misunderstanding of a nation’s name — many people
considered the old Soviet Union to be ‘Russia’, for example (see country
case insight on Russia, Chapter 5), and there is still a widespread mis-
perception that the UK and England are interchangeable terms. A further
dimension of the naming of nation-brands is that some nations have two
different names in use — Greece/Hellas, Holland /Netherlands and so on.
To avoid potential confusion, when nation-brand architecture is being
developed (see Chapter 8), there will need to be a strategic decision taken
on which name is to be used as the “‘umbrella brand’.

The effectiveness of nation-branding strategy needs to be assessed on
an ongoing basis. Various types of tracking studies can be conducted,
and there are numerous indexes available that can be used to determine
different facets of nation-brand performance. A widely publicized sur-
vey in the field of nation branding is the Anholt-GMI Nations Brands
Index, an analytical ranking of the world’s nation-brands that appears on
a quarterly basis. There are also other indexes available that, although
not designed with nation branding in mind, represent useful indicators
of national performance that nations could use to enhance their country
image perceptions — on condition, of course, that the nation performs
well in these indexes. One such index is the Environmental Sustainabil-
ity Index, which measures the quality of nations’ environmental stew-
ardship (see Chapter 7); another index is the World Economic Forum’s
Global Competitiveness Index, which assesses a nation’s competitiveness
in terms of its institutions, infrastructure, macroeconomy, health and pri-
mary education, higher education and training, market efficiency, tech-
nological readiness, business sophistication and innovation. If a nation
scores highly on these criteria, then it should highlight and communicate
its positive performance in order to achieve strategic objectives such as
increasing FDI, talent attraction, and so on.

This project was commissioned by Enterprise Estonia and undertaken in
2001-2002 to promote the Republic of Estonia abroad. Its objectives were
to enable Estonia to achieve greater success in attracting foreign-direct



Elements of nation-branding strategy

investment, to expand its tourist base beyond Sweden and Finland and
to broaden European markets for its exports.

In 2001, when this project was in its early stages, Estonia was relatively
undefined and poorly understood among Europeans at large and, indeed,
the rest of the world. In reality, Estonia has a great many things to offer.
To attract the world’s attention, however, it needed to say something
interesting about itself.

Simply announcing one’s existence, however, will not in most cases
attract investment or tourism; people need to be given motivating reasons
for choosing to do business with a country. By explaining in a clear,
reasoned and targeted manner why Estonia is a great location for a
holiday or office or factory, Estonia can cleverly position herself ahead
of other countries. By doing so over time, and by ensuring consistency
in message and appearance, Estonia will establish a set of recognizable
brand attributes.

Second, Estonia is at a unique moment in her history. Its re-emergence
on the European stage has given Estonia a critical and rare opportunity
to make a first impression on millions of European business people and
potential tourists. For most of them, the name “Estonia’ will be unfamiliar,
or, if they have any impressions at all, they will more likely than not be
vague or even negative regarding Estonia’s occupied past or perceived
poor climate. By informing people in a compelling and distinctive way,
we can begin to generate interest and forge a desirable reputation for the
country.

Finally, by proving that the country has a lot to say and a lot to
offer, there is a real opportunity to ‘punch above its weight’ in Euro-
pean and world affairs. Estonia’s perspective, opinion and voice will
ultimately represent and deliver far more than a population of 1.4 mil-
lion people could have achieved in the absence of ‘brand recognition’.
Being recognized and seen to stand for the tangible and the relevant
enables small countries to surpass expectations in creating demand for
exports, attracting strong foreign direct investment and building and pro-
moting a thriving tourist industry. In addition, the brand should estab-
lish broader international recognition that will motivate Estonia’s own
citizens.

Despite an absence of any managed effort in the past, Estonia’s brand
identity has been reasonably well understood within the Nordic region,
yet it is less robust than those of other Nordic nations. It is relatively
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indistinct among the EU applicant states (even in comparison to some
less-well-prepared nations) and is largely unknown or not understood
outside Europe and Russia.

To successfully develop and promote Estonia’s image abroad, a rig-
orous, six-month brand-development process was commissioned and
undertaken. The initial segment of the project focused on understand-
ing the way people think about Estonia now and defining how they
should view it in the future, through an understanding of contemporary
Estonia. This research involved extensive reading and desk research, 70
in-depth interviews with Estonian political, cultural and opinion-leaders,
entrepreneurs and journalists, a comprehensive audit of Estonia’s exist-
ing visual identity, focus-groups with Estonian and non-Estonian busi-
ness people, 250 telephone interviews within Estonia and a further 1476
with tourists, investors and importers in the UK, Germany, Finland,
Sweden and Russia, team participation in several public panels and con-
ferences on national identity and, lastly, input from artists, designers,
marketing professionals, researchers and public and private officials in
Estonia.

This comprehensive understanding fed into the development of the
Brand Estonia strategy; recommendations for the brand’s core messages
and eventual verbal and visual expression.

At a qualitative level, the themes uncovered in the process of researching
and understanding internal and external perspectives regarding Estonia
were remarkably consistent across different audiences. Through the quan-
titative component, however, internal perceptions were seen to be rather
more positive than those of external audiences — particularly among peo-
ple with little real experience of Estonia or who were geographically
further away (e.g. in the UK and Germany).

In summary, it is clear that while Estonia offers great potential for
distinctive and positive experiences among both tourist and business
audiences, there is much more that can be done to communicate and
deliver this. However, one of the most obvious lessons from the research
is a clear impression of change and contrast within the country that, in
turn, affords many opportunities. People who do not know the coun-
try, or are encountering it for the first time, seem positively surprised.
Such notions of contrast, surprise and change seem to be striking iden-
tifying elements in what now characterizes contemporary Estonia. This
evidence of change and transformation provides powerful drivers in the
branding of Estonia. These elements are not only well recognized by
people who know the country but also illustrate real, positive benefits
to those who will perceive Estonia from abroad. How these ideas will
manifest themselves will be discussed below in the context of the brand
strategy.
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Because Estonia’s potential audiences are so diverse, a brand model has
been developed, which takes this diversity into account. Within this
model, a series of co-ordinated and reinforcing messages or ‘stories” can
be used by the different public- and private-sector organizations in the
country when speaking to specific audiences.

The brand model contains a number of interrelating components that
include essence that defines the country when seen as a brand, a series of
Brand stories or Narratives to explain and explore the breadth thereof and
a translation of those stories into specific messages for tourism, exports
and inward investment.

Ultimately, the brand model provides a systematic means to communi-
cate positive and valuable ideas about the country, particularly to foreign
audiences, in a way that will position Estonia favourably and competi-
tively. It is the reference point for the differentiated, creative expressions
of the brand, and thus naturally drives the ‘look and feel’ of Brand
Estonia’s communications.

A fresh perspective

A radical, reforming and

s transforming attitude Tourism
Positively 9

Transforming A Nordic temperament

and environment Export

A resourceful self-starter
by nature Investment

A European society

The brand essence has been captured in two words: positively trans-
forming. Over the past decade, Estonia has proven herself capable of
revolutionary, positive and welcome change against all odds.

A series of Estonian brand stories or narratives provides a relevant and
motivating way of articulating the essence — positively transforming — to
the world.
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A fresh perspective: To the outsider, Estonia’s culture and landscape
differs vastly from what they are accustomed to. Although aspects
of Estonia will be familiar through reference to other European
societies — architecture, cuisine, language, landscape and music to
name a few — their uses and the forms they take will often be innova-
tive or surprising to newcomers.

A radical, reforming and transforming attitude: Because Estonia has had
to learn first hand how to participate in the contemporary, political
economy, she has had to take risks, to innovate and use creativity
to solve substantial problems in order to leapfrog ahead and put the
country squarely on the politico-economic map.

A Nordic temperament and environment: Estonia has always been part of
the web of Northern Europe. Yet, an accident of history links Estonia in
the minds of most people with the East instead of the West. Although
some specific elements of Estonia’s social and economic structure do
diverge from the established ‘Nordic’ pattern, the country is very
much a part of the Nordic socio-geographic region in temperament
and environment.

A resourceful self-starter by nature: To attain the advanced level of polit-
ical and economic development Estonia enjoys, the country has to
acquire the utmost confidence in itself and its abilities. The Estonian
labour force is educated, advanced in skills and adept in languages,
and its solutions to the most pressing of contemporary issues in busi-
ness and governance have proved effective time and again.

A European society: Despite so much change in so little time, Estonia
has not forgotten its roots and its place in the world. The Estonian lan-
guage and folk culture have survived despite a millennium of foreign
occupation, socio-linguistic influence and outright suppression, as if
the society of the past knew that these elements had to be preserved
for a future generation that would fully enjoy the freedom to be them-
selves, by themselves.

To make the Brand Stories as motivating and relevant as possible, these
stories may also be translated into specific messages aimed at each of
Brand Estonia’s target audiences: tourists, investors and importers.

Each of these stories translates into verbal and visual brand-
communication pieces or brand manifestations — posters, brochures,
website, environmental design and so on, to be seen in places such as
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the airport, police vans and sides of taxi cabs. (2007 Postscript: Since the
project was rolled out, t-shirts with “Welcome to Estonia’” emblazoned
on them have become something of a cult statement, with students seen
wearing them in nightclubs around Europe and America.)

Why is this so important? As well as the more obvious communication
points that a new brand needs to touch, public infrastructure and public
services are the most noticeable and memorable national symbols for
visitors and those who come to work in a country. Taxi-cabs are also
important in portraying a location: one only has to think of London’s
black and New York’s yellow cabs, both of which are ‘postcard” images
and give a real sense of place. Managers of public infrastructure may
thus choose to ignore the obvious role they play in characterizing the
country, or whole-heartedly adopt the spirit of Brand Estonia to assist in
positively transforming the way they are seen.

To establish Estonia’s identity firmly among potential tourists,
investors, and importers-as well as politicians, officials, journalists, writ-
ers, artists and everyday people throughout Europe and the world -
Brand Estonia will need to be brought to life in a way that reflects the
country’s heritage, unique qualities and, above all, what Estonia has to
offer the world.

ok oskokok

Nation-branding strategy is a complex undertaking. The principles of
strategic analysis, planning and implementation apply to nations as they
do to companies, although the specific elements of nation-branding strat-
egy will differ considerably from those encountered by commercial orga-
nizations. Nation-brands need to conduct internal and external analysis
in order to assess the current competitive position, from which they
can formulate and implement strategy in an appropriate direction. The
country case insights on Japan and Estonia that appear in this chapter
show how those two nations have gone about developing their respective
nation-branding strategies.

1. Johnson, G., Scholes, K. and Whittington, R. (2005) Exploring Corporate Strat-
egy: Text and Cases, Seventh Edition, FT Prentice Hall, UK.

2. Johnson, G., Scholes, K. and Whittington, R. (2005) Exploring Corporate Strat-
egy: Text and Cases, Seventh Edition, FT Prentice Hall, UK.

3. Jobber, D. (2004) Principles and Practice of Marketing, Fourth Edition, McGraw-
Hill, UK.



Nation Branding: Concepts, Issues, Practice

o U1

10.

11.

12.
13.

14.

15.

16.

17.

18.

19.

20.

. Wilson, RM.S. and Gilligan, C. (2005) Strategic Marketing Management:

Planning, Implementation & Control, Third Edition, Elsevier Butterworth
Heinemann, UK.

. Ansoff, H. (1988) Corporate Strategy, Penguin, UK.
. IPA Effectiveness Awards (1998) http: /www.ipa.co.uk (accessed 08/03/02).
. Keller, K.L. (2003) Strategic Brand Management: Building, Measuring, and Man-

aging Brand Equity, Second Edition, Prentice Hall, USA.

. Hackley, C. (2005) Advertising and Promotion: Communicating Brands, Sage

Publications, UK.

. Koslow, S., Sasser, S.L., and Riordan, E.A. (2006) Do Marketers Get The

Advertising They Need Or The Advertising They Deserve? Journal of Adver-
tising, 35/3, 81-101.

Shimp, T.A. (2003) Advertising, Promotion, & Supplemental Aspects of Integrated
Marketing Communications, Sixth Edition, Thomson South-Western, USA.
Marquis, S. (2007) Buyers storm the creatives’ citadel. The Guardian, Media-
Guardian, Monday April 23, p. 10.

Sheth, J. (2006) Keynote Speech, Academy of Marketing Conference, July.
Barrand, D. (2005) Travelex secures Jonny Wilkinson as ambassador. Market-
ing, May 18, p. 4.

Kuznetsov, Y. and Sabel, C. (2006) International Migration of Talent, Diaspora
Networks, and Development: Overview of Main Issues, in Diaspora Networks
and the International Migration of Skills: How Countries Can Draw on Their Talent
Abroad (Y. Kuznetsov, ed.), WBI Development Studies, pp. 3-19.

Kapur, D. and McHale, J. (2005) Give Us Your Best and Brightets. The Global
Hunt for Talent and Its Impact on the Developing World, Center for Global
Development, Washington D.C., USA.

Kuznetsov, Y. (2006) Leveraging Diasporas of Talent: Towards a New Policy
Agenda, in Diaspora Networks and the International Migration of Skills: How
Countries Can Draw on Their Talent Abroad (Y. Kuznetsov, ed.), WBI Develop-
ment Studies, pp. 221-237.

Kuznetsov, Y. and Sabel, C. (2006) International Migration of Talent, Diaspora
Networks, and Development: Overview of Main Issues, in Diaspora Networks
and the International Migration of Skills: How Countries Can Draw on Their Talent
Abroad (Y. Kuznetsov, ed.), WBI Development Studies, pp. 3-19.

Kuznetsov, Y. and Sabel, C. (2006) International Migration of Talent, Diaspora
Networks, and Development: Overview of Main Issues, in Diaspora Networks
and the International Migration of Skills: How Countries Can Draw on Their Talent
Abroad (Y. Kuznetsov, ed.), WBI Development Studies, pp. 3-19.

Marks, J. (2006) South Africa: Evolving Diaspora, Promising Initiatives, in
Diaspora Networks and the International Migration of Skills: How Countries Can
Draw on Their Talent Abroad (Y. Kuznetsov, ed.) WBI Development Studies,
pp- 171-186.

Nunan, D. (2005) Marketing to Diasporas: A comparison of nation branding
strategies employed by Scotland and Ireland, unpublished MSc Dissertation,
University of Strathclyde.



CHAPTER 10

Future horizons
for nation
branding




This page intentionally left blank



Now the world’s fifth-largest economy, France is a modern and dynamic
country located at the heart of the largest market in the world — Europe.
It has reinvented itself over the past few years with significant priva-
tizations and reforms across key sectors to be more competitive on an
international scale. Business formalities have been simplified, and work-
time regulations have been improved to attract foreign investors, while
its first-class infrastructure and talented workforce are other advantages
that have helped raise France’s allure worldwide.

Despite these realities, some people around the globe — in the USA
and the UK in particular — continue to have stereotyped images of the
nation that overshadow its business leadership and thriving economy:
France is still viewed as the tourist capital of the world, best known for
its fine wine, food and fashion. Its leading-edge technology and inno-
vation in healthcare, already familiar to investors in China and Japan,
are overlooked by companies in the USA and the UK, who are preoc-
cupied with outdated perceptions that go against the modern actuality
of France.

The French government recognized that correcting the discrepancy
between the myth and the reality of France’s image was important to the
success of its economy and inward investment levels. But, how does a
nation convince the world that it would make a savvy business partner
and sell itself to foreign investors?

In France’s case, it had the help of the Invest in France Agency (IFA), a
government organization responsible for promoting international invest-
ment and helping foreign investors succeed in France. As part of its
mission, IFA has helped erase misconceptions about France over the past
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3 years with the rollout of an image campaign entitled “The New France.
Where the smart money goes’.

With a total budget of €35 million, the campaign was developed and
run by IFA in collaboration with several French government bodies,
including the international business development agency, UBIFrance;
the national tourist office, Maison de la France; the information service
department; the Ministry of Foreign Affairs; the French Economic Mis-
sion; the national agricultural marketing and communications consul-
tant, Sopexa; the education promotion agency, EDUFrance; the Treasury
Directorate and the French State Council. Pierre Dauzier, communica-
tions expert and ex-president of the advertising company Havas, headed
the group along with the president of IFA.

The main goal of the campaign was to raise France’s economic pro-
file among five leading target investment countries: the USA, the UK,
Germany, Japan and China. IFA aimed to improve foreign investor opin-
ions of France to attract new business and increase inward investment.
Creating solid relationships with foreign investors for long-term dia-
logue was another important objective. To be most effective, steering
committees and press agents were designated in each of the target coun-
tries to create tailored communications for the different international
audiences.

The campaign strategy was focused on boosting visibility and credi-
bility to best highlight France’s numerous social and economic benefits.
Tangible facts and testimonials from international corporations already
doing business in France helped gain authority with investors in the USA
and the UK, where opinions were unfavourable. Senior executives from
12 reputable global companies, including FedEx, Toyota, Xerox, GE and
Sony, described their success firsthand to underline the ease of setting
up, the access to qualified talent and the convenience of a central location,
positioning France as a land of new opportunity.

In Germany, Japan and China, where France’s image was already in
good standing, the purpose was to reinforce its core strengths in 10 key
industries, including telecommunications, technology, pharmaceuticals
and aeronautics. Targeted sector reports, sector advertisements, success
stories and testimonials were valuable in showing France’s leadership,
innovation and productiveness in a concrete manner.

To further emphasize France’s attractiveness in all target countries,
over 35 arguments were produced to point out its flexible labour
laws, superior healthcare system and diverse business clusters, whereas
statistical benchmarks were effective in displaying its competitive-
ness in categories such as real-estate costs, employee salaries and tax
rates.

High-impact advertisements spread the message of France’s appeal in
the USA, the UK, Germany and Japan. In total, over 185 advertisements
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endorsed “The New France’ in top economic news publications, includ-
ing The Financial Times, The Wall Street Journal, Handelsblatt and Nikkei.
Billboard advertisements also appeared throughout major airports in the
USA, the UK, Japan and China, as well as in Roissy Charles de Gaulle
airport in Paris.

In addition, sector videos, a comprehensive multi-lingual communi-
cations kit and a book available in five languages entitled France means
business (10000 copies distributed in 60 countries) served as campaign
support materials. A microsite, www.thenewfrance.com, relaying testi-
monials and information on doing business in France was launched in
complement to the project.

Outside of the print and press arenas, IFA executives met with eco-
nomic leaders and potential investors at nearly 150 high-profile events
during the campaign, including the World Economic Forum in Davos,
the Forbes CEO Conference, the BusinessWeek Leadership Forum and
the Fortune Innovation Forum. This provided a valuable opportunity to
speak to the target audience face-to-face and directly showcase France’s
profile in an international environment.

‘The New France’ campaign was rolled out in phases over the past
3 years, using a combination of strategic advertising, public relations,
printed press and web media. The launch in October 2004 started with
an intensive print advertising campaign with 51 advertisements in 21
international economic publications in the USA, the UK, Germany and
Japan. The microsite was introduced at the end of the year.

An expanded, multi-tiered plan followed in 2005, with a total of 77
advertisements appearing in 19 publications. After a first wave of print
advertisements, a survey was conducted by the research group TNS
Sofres to measure the campaign’s effectiveness among company man-
agers in four of the target countries. Based on the outcome, IFA switched
its advertising approach in Germany to focus on sector-based magazines
instead of financial publications. The second half of 2005 saw the release
of more print advertisements and large billboard advertisements in inter-
national airports. The campaign also made its way onto the Internet in
the form of banner advertisements on leading economic websites.

In 2006, the promotion of France intensified with 59 advertisements
appearing in 17 well-known financial publications in the USA, the
UK and Japan. Also, IFA’s website, www.investinfrance.org, became
a focal point in communicating consistent information about investing
in France.

This year, IFA plans to increase its presence on the Internet by creating
a dedicated B2B site to better respond to investor demands. The website
will be used increasingly as a primary tool to offer a wider range of
updated and useful information to investors.
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Today, France’s image is in good shape. It was recently ranked fourth
among the most popular countries in the world, according to a BBC
World Service survey, and ‘The New France’ campaign has generated
positive results. The TNS Sofres survey, conducted during the course of
the campaign, revealed that 55% of respondents in the USA, the UK,
Germany and Japan felt the campaign clearly demonstrated France’s
strengths, and another 61% in the USA, the UK and Japan said it made
them view France in a new light.

On the inward investment front, France had an exceptional year in
2006, with 40000 new jobs created from foreign investment projects, a
33% hike over 2005. It now ranks third in the world for foreign direct
investment according to UNCTAD, and the USA is its leading investor,
with corporate investments valued at US $171 billion.

France is an ambitious leader in the world marketplace. Its economic
profile will continue to grow even stronger in the near future as more
and more foreign investors learn about the many opportunities “The New
France’ has to offer. And the potential investor base is widening quickly
with IFA aiming to meet 6500 companies around the world and 800
subsidiaries of foreign companies in France in 2007.

%k %k ok sk ok

In this chapter, we view the future horizons for nation branding,
identifying a number of trends that could characterize nation branding
in the coming years. These trends range from the increasing impact of
consumer-generated media to the potential of nation branding to act
as a catalyst for sustainable development and competitive parity. The
country case insight on France that appears in this chapter shows how
nation branding can contribute to attracting FDI to a country, whilst
Prof. Stephen Brown’s academic perspective discusses the challenges
in branding a nation whose nation-state status is debatable. In his
practitioner insight, Chris Macrae offers a perspective that challenges
the concept of nation-brands as possessing standalone power in an
increasingly connecting world.

As the twenty-first century unfolds, and the BRIC nations emerge as
global economic superpowers, joined by other nations taking a more
prominent place on the global stage, we can expect to see a shift away
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from existing anglocentric paradigms of brand management towards new
paradigms that reflect the new world order. What exact form the new
paradigms take is yet to be seen. Jack Yan has predicted that ‘by the sec-
ond part of the twenty-first century, India will probably be the source
from which the West will learn how to nation brand’ (see practitioner
insight, Chapter 7). Simon Anholt has described how his work, initially
brand-focused, now involves building and training high-level teams of
national decision-makers in the principles of competitive identity (see prac-
titioner insight, Chapter 1). The immense scope of nation branding and the
universal need for countries to compete effectively in a globalized econ-
omy render it unlikely that the fundamentally Western-based paradigm
of brand management will remain dominant over the coming decades.
Exciting new perspectives can be expected as more and more nations
find original, context-specific solutions to their own unique challenges.

The concepts and issues involved in nation branding are not difficult to
grasp intellectually. The challenge is in delineating the areas of activity
that the nation-brand strategy needs to encompass and then ensuring that
there is adequate coordination of the different organizations and indi-
viduals involved in the overall strategy’s component parts. This imper-
ative has been alluded to by Prof. Akutsu in his country case insight on
Japan (Chapter 9). The paramount need for coordination is a recurring
theme in many of the country cases, academic perspectives and practi-
tioner insights that appear in this book. For example, Vladimir Lebedenko
describes how in the 1990s, left to its own devices, the image of Russia
just drifted (see country case insight on Russia, Chapter 5); Prof. Martial
Pasquier refers to the fragmented manner in which Switzerland’s image
had been managed before the setting up of the ‘Presence Switzerland’
coordinating organ (see country case insight, Chapter 4); and Philippe
Favre demonstrates how the image of France as a business destination has
been improved through a campaign coordinating the activities of over
ten different government bodies (see country case insight, Chapter 10).
In these and other cases, clear benefits have been derived through estab-
lishing and implementing the principle of a coordinated approach to
nation-branding strategy.

Although in the long term, one can foresee the emergence of alternative
paradigms to the brand management paradigm, in the short to medium
term, it is likely that nations will become more savvy with regard to using
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the tools and techniques of brand management in order to promote their
nation’s competitiveness in the global economy. Established principles
such as brand identity, brand image and brand positioning are useful for
clarifying the bases of nation-brand strategy and for guiding the devel-
opment and implementation of coordinated campaigns. Another brand-
ing concept for which nations may investigate potential applications is
the practice of co-branding. Co-branding is commonly seen in business,
where two brands owned by different companies join together in order to
benefit from each other’s existing brand equity. Co-branding can be seen
in the domain of nation branding in the joint bids that two countries make
to host high-profile sporting events, for example the Austria-Switzerland
bid to host the 2008 European Football Championship and the Poland-
Ukraine bid to host the same tournament in 2012. Another example of
co-branding being practised as an element of nation-brand strategy can
be seen in print magazine advertisements forming part of the ‘Malaysia
Truly Asia” campaign, where the participating ‘brands’ are Visit Malaysia
2007, Tourism Malaysia, Malaysia Airlines and, perhaps surprisingly,
Manchester United FC.

In terms of basic marketing literacy, the marketing principles of seg-
mentation and targeting of markets and audiences are useful — and easily
understood — techniques for ensuring that resources are not wasted on
poorly targeted activities and communications. Those politicians, gov-
ernment officials and other public servants who are involved in nation-
branding strategy should also be trained to at least a basic level in the
principles of branding, so that they can not only contribute effectively to
the achievement of nation-branding goals but also in order to ensure that
public money is not squandered on hiring inept or under-performing
advertising agencies, branding consultants and so on.

It would also be useful for government and public agencies involved
in nation branding to have some knowledge of marketing metrics, the
ways in which marketing’s return on investment can be measured. Tim
Ambler, a Senior Fellow at London Business School, has stated that “clear
goals and metrics are what separate the professional from the amateur’,
and he goes on to suggest that following ten questions that companies
should ask themselves about their marketing performance: (1) Does the
senior executive team regularly and formally assess marketing perfor-
mance? (2) What does the senior executive team understand by the term
‘customer value’? (3) How much time does the senior executive team give
to marketing issues? (4) Does the business/marketing plan show the non-
financial corporate goals and link them to market goals? (5) Does the plan
show the comparison of your marketing performance with competitors
or the market as a whole? (6) What is your main marketing asset called?
(7) Does the senior executive team’s performance review involve a quanti-
fied view of the main marketing asset and how it has changed? (8) Has the
senior executive team quantified what ‘success” would look like 5 or
10 years in the future? (9) Does your strategy have quantified mile-
stones to indicate progress towards that success? (10) Are the marketing
performance indicators that are seen by the senior executive team aligned



Future horizons for nation branding

with these quantified milestones? [1]. Although designed for senior exec-
utives in the corporate world, the above metrics can also be applied to the
marketing activities conducted for nation-branding campaigns. In fact,
if such metrics are not applied, then there will be a lack of accountabil-
ity that will hamper the effective evaluation of the marketing-specific
elements of the nation-brand strategy.

Being familiarized with marketing and branding techniques, even at
a basic introductory level, will equip those involved in nation-branding
activities with the tools and insight to increase their personal and team
effectiveness. However, these marketing and branding techniques should
not be viewed as a means to gloss over unethical behaviour. The essence
of nation branding should be to coordinate the nation’s key stakeholders
in pursuit of goals that will benefit the whole nation; it is not a PR exercise
for spinning away the nation’s social, commercial, political or military
faults. Nation branding aims to enhance a nation’s image and reputation
in order to allow benefits to flow in terms of boosting FDI, tourism,
export promotion and so on. This can only occur if the nation’s actions
are respectable and well communicated — in a wide sense, it has been
suggested that ‘a strong reputation follows from performing reputable
acts, explaining them forcefully, and listening carefully” [2].

In analysing the climate crisis, Sir Nicholas Stern has named energy as
the greatest ever failure of markets. I beg to differ. I am concerned by the
prospect that the geography-chained market of nations will turn out to
be an even bigger failure. This is increasingly putting the sustainability
of future generations at risk. However democratic it claims to be, the
twentieth century’s separated nation brand is now in danger of becoming
a failing system. It is inappropriate to value such stand-alone power in
an increasingly connecting world. Will we, the globe’s people, turn up to
be just in time to simultaneously reform communications, bridge cultures
and develop world citizen networks so as to counter this threat to all our
future generations’ sustainability?

In terms of sustainability, there is a risk that aid policy if it is
only tangible may actually enslave developing nations even more into
commodity status. Whilst we may or may not have a complete plan
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about how we may provide an intangible aid policy, nation branding
provides us with some potential means to advance the social and eco-
nomic welfare of developing nations. Although a brand is an incredibly
powerful instrument, it can be used to good or bad purposes. And I
now essentially agree with Naomi Klein that most global organizations
currently, by mistake or otherwise, are using the instrument of branding
to bad purposes. But that is why nation branding is almost marketing’s
last chance to try and find at least some context that we can be proud of.
Brands are powerful instruments and could be used for good.

For me, a problem with nation branding is you always have to find a
language that different people are happy with. In my view, it is totally
inappropriate not to think of a nation as a brand, because ultimately
we are saying that everyone’s democratic permission to be productive
depends on how well the nation is branded — or whatever you call this
construct, which essentially is responsible for some nations being seen
to be only commodity providers and others to be seen as leaders of
something. Nation branding needs to be the way that you coordinate
your whole socio-economic policy. It links through to all the other con-
structs that people have used to plan nations, but it provides a sort of
missing link. I do not care if we call it nation branding, nation knowl-
edge, or knowledge of your future or something else, as long as we get
one of these human-connecting constructs into the planning of nations.
Of course, what this also means is that the democratic idea of what
the nation should be about is something that everyone in the nation
should be participating in. We also need a consistency about this, so
that the core elements do not become party political and change every
2 years.
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Online branding is an integral part of most businesses in the digital age.
The Internet has become recognized as a great equalizer, allowing any
brand, however small, to become global simply by having a website.
Chris Anderson, former Editor-in-Chief at Wired magazine and author
of The Long Tail [3], has described how the Internet is allowing niche
brands to build a market that is even greater than that of the big, block-
buster brands and even though word-of-mouth marketing may be the
only marketing available to these niche brands, ‘it’s never been a bet-
ter time and the tools have never been more powerful’ [4]. This is an
encouraging observation for smaller, emerging or less-developed nations
that cannot realistically hope to compete with the global economic super-
powers in terms of financial firepower to fund their nation branding.
Online branding offers such nations the opportunity to establish them-
selves as niche brands in a way that would not be possible through
using more conventional branding techniques such as print advertising,
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for example whose cost puts it beyond the budget of many less-wealthy
nations. Online branding can stimulate positive word-of-mouth through
techniques such as seeding trials, viral advertising, brand advocacy pro-
grammes and influencer outreach initiatives [5]. As well as these specific
techniques, there are also new virtual worlds appearing such as Second
Life, in which nations will rapidly need to establish a presence if they are
not to be left behind by more prescient rivals.

Online branding is obviously also important for larger, relatively
wealthy nations, and ‘The New France’ campaign illustrates how an
online presence has been integrated into that overall campaign through
the development of the IFA’s own site, www.investinfrance.org, a
microsite relaying testimonials and information on doing business in
France, www.thenewfrance.com, as well as a dedicated B2B site to be
created before the end of 2007 (see country case insight on France,
Chapter 10).

A key phenomenon in the digital age has been the emergence of
consumer-generated media. The liberating, equalizing nature of the Inter-
net has empowered consumers in terms of their ability to make their
voice heard in comparison with previous eras when it was brand owners
who had a near monopoly on communications. The business-to-consumer
monologue has transformed into a dialogue in which the co-creation of
brand value occurs through interaction between the brand and the con-
sumer. This implies a certain willingness on the part of brand owners to
reduce their control over the brand, for example by inviting consumers to
suggest creative themes and executions for future advertising campaigns.
There are probably few nations that would consider such a radical redis-
tribution of brand influence away from the brand owner and towards
the consumer; yet, there is evident potential for nation-brands to emulate
some of the brand value co-creation strategies currently employed by
PSC brands. The social networking site, myspace.com, for example has
already been used by the US Marine Corps for recruitment and brand-
building [6]. Nation-brands should likewise consider the possibilities of
such social networking sites as a possible component of their overall
strategy.

Companies are taking an increasing interest in the ‘blogosphere’, and
nation-brands can be expected to follow suit by devising strategies to
engage with the ever-increasing numbers of bloggers, many of whom are
writing about issues that affect nation-brands. The most obvious example
is individuals who publish blogs on their experiences as a tourist visiting
various nations.
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Internal branding is one area in which governments have been slow to
engage compared with other aspects of nation-branding strategy. Inter-
nal nation branding will gain in importance as nations realize that the
necessary behaviours for successful implementation of strategy result
from the commitment levels that individuals exhibit towards the strategy
in question. For nation branding, the two audiences for internal brand-
ing are, on the one hand, the stakeholder organizations and individuals
involved in the development and implementation of nation branding
strategy and, on the other hand, the domestic population, the entirety of
the nation’s citizens. In a firm context, Burmann and Zeplin [7] have iden-
tified three key levers for generating brand commitment: brand-centred
human resources management, brand communication and brand lead-
ership. In a nation-branding context, responsibility for these three key
levers needs to be allocated to specified individuals or agencies, the exact
identity of which will depend upon the specific structure within which
the nation-brand has been developed. Some of the steps to effective inter-
nal branding used by Yahoo! can equally be applied to internal nation
branding: for example do not work in silos, think like a marketer, use
powerful keywords that embody your brand promise and so on [8].

Sonic branding is a relatively recent addition to the array of techniques
available to brand managers. There are three components of sonic brand-
ing — voices, music and sound effects [9]. Sonic branding can take the
form of a sonic logo that plays on every advertisement for a brand, or it
can take on a wider application through the consistent use of sound and
music across every aspect of the business, as is practised by companies
such as Honda, Intel and Easyjet [10]. Siemens, for example has added
a seventh element to its branding, with sound now joining logo, claim,
typeface, colours, layout and style amongst the basic building blocks of
its brand; the company is using sound through the creation of an audio
signature, or sonic logo, and also some mood sound [11]. It has been
claimed that sonic branding implants a memory in the aural pathways
of listeners’ brains that is so powerful that it is virtually impossible to
forget and that sonic branding is now a key weapon in competition for
market share [12].

Although the strategic use of sound in branding has only recently been
adopted by companies, the power of music to affect consumer behaviour
has been widely researched for several years in the service sector, partic-
ularly in the retail and restaurant sectors [13,14]. Some studies have indi-
cated that musical tempo can affect consumer behaviour — supermarket
shoppers have shown increased purchase levels when slow tempo music
was being played compared with fast tempo music [15], whilst fast tempo
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music significantly increased diner eating speed [16] and fast tempo ren-
ditions of piano tunes were found to increase drinking speed compared
with slow tempo versions [17]. These studies usefully demonstrate the
power of music to affect specific aspects of consumer behaviour, but of
more direct relevance to nation branding is one of the best-known studies
in the area of the use of music in marketing, the so-called ‘wine-aisle
experiment’.

The ‘wine-aisle experiment’ [18] took place over a period of 2 weeks
during which the music played in the wine section of a supermarket
was alternated on a daily basis between French and German styles —
the study’s findings indicated that when French music was played, the
French wine would outsell its German counterpart and vice-versa, even
though customers did not seem to be consciously aware of the music
being played. Export promotion agencies and provenance brands should
consider the implications of this study and develop branding strategies
that incorporate the use of appropriate music in the promotion of their
products. Nations are uniquely well equipped to this, as they have cen-
turies of musical heritage to draw upon. The ‘wine-aisle experiment’
demonstrates how the COO effect can be subtly, yet immensely effec-
tively, incorporated into marketing communications. Few, if any, of the
numerous national wine promotional campaigns run by various nations
over recent years have incorporated a sonic-branding dimension. Future
campaigns that do so can thus expect to reap first-mover advantage.

How do you brand a nation whose nation state-status is debatable? How
do you brand a nation whose USP - the single thing it is world famous
for —is a taboo topic for its inhabitants? How do you look to the future
when the past is obscuring the view?

Such are the dilemmas facing Northern Ireland at the dawn of the
twenty-first century. Nominally, an integral part of the UK, but subject to
a long-standing territorial claim by the Republic of Ireland, an adjacent
sovereign state, Northern Ireland is neither one thing nor the other. Is it
Irish or British or both? Or something else entirely? Indeed, if the country
cannot make up its mind where it is at, how does it expect to sell itself
successfully to visitors, investors or the wider international community?

There is of course an obvious solution. In keeping with established mar-
keting principles of differentiation, positioning, mind-share and suchlike,
Northern Ireland should emphasize its particularly distinctive attributes.
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The only problem is that, in most people’s minds, Northern Ireland
is irrevocably associated with bombs, bullets, riots, race hate, terrorist
attacks, paramilitary associations, religious conflict and an all-pervasive
ethos of lawlessness. These are not the kind of things you boast about,
much less use as part of a nation-branding strategy. Granted, man’s inhu-
manity to man has spawned many experience marketing attractions, from
guided tours of Auschwitz to Madame Tussauds Chamber of Horrors,
but basing a nation-branding strategy on 30 years of human suffering is
understandably unacceptable to the residents of Northern Ireland, many
of whom have lost loved ones in the conflict.

Faced with this seemingly impossible marketing situation, the official
response is to evade, or rather avoid, the situation. The story Northern
Ireland tells about itself is a combination of ‘don’t mention the war” and
‘whatever you do, don’t allude to our orthogonal national identities’.
Like many economically depressed, socially deprived regions, Northern
Ireland portrays itself as the place to be, a country on the up, a lively,
vibrant locale full of arts festivals, fancy restaurants, welcoming pubs,
glorious countryside, glittering shopping malls, exclusive night clubs and
24-h party people. The complete opposite, in short, of what most outsiders
imagine it to be.

Interestingly, the darker side of the Northern Ireland nation brand does
get a look in, albeit in a decidedly displaced form. Central to Northern
Ireland’s future branding strategy is RMS Titanic, the ill-fated luxury liner
that hit an iceberg on its maiden voyage to New York in April 1912 and
sank with the loss of 1500 lives. Titanic was built in Belfast and, as the
centenary of the sinking approaches, the iconic liner is being celebrated
as never before. A multi-billion pound property development on the site
of the old shipyard and slipway is the centrepiece of this Titanic-themed
venture, though the final form it will take remains to be seen.

Many marketers might be amazed that the greatest new brand failure
in history — greater even than the Edsel debacle or New Coke calamity —
is the narrative upon which brand Northern Ireland is being built. But
viewed in a strictly symbolic sense, and given the lack of meaningful
marketing alternatives, it makes a modicum of sense.

Northern Ireland, then, is sending out mixed messages, seriously
mixed-up messages. That might not be a bad thing, however. It is increas-
ingly recognized that, in a world of ambi-brands, the old Ries and
Trout idea of one-word-one-brand positioning strategies no longer passes
muster. There is more to Volvo than ‘safety’. There is more to Guinness
than ‘fortitude’. There is more to Brazil than ‘carnival’. There is more to
Kenya than ‘safari’. Nation-branding strategies are moving beyond hack-
neyed stereotypes, and it is arguable that ambivalent images of Northern
Ireland -riot-torn, Titanic-loving, party people! — are singularly appropri-
ate in today’s paradoxical postmodern milieu. The only thing that remains
to be settled is the timing of the annual deckchair rearranging ceremony.
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The words ‘brand” and ‘branding” generate mixed responses. For some,
the words are innocuous descriptors of elements and practices of the
commercial world; for others, the words embody notions of manipu-
lation, deceit and superficiality. It is this book’s contention that nation
branding is a benign force at the disposal of all nations, but particularly
smaller, poorer or otherwise struggling nations, to help them compete
effectively on the world stage rather than being trampled upon by more
powerful rivals. ‘Nation branding’ is an imperfect term, as the activities
involved in nation branding transcend conventional views of branding as
merely marketing hype for everyday products. The activation of diaspora
networks, the coordination of diverse government agencies and debate
on national identity are all part of nation branding yet are far removed
from the conventional view of branding’s domain. Other terms that may
at some point in the future supplant the term ‘nation branding” include
‘reputation management’, ‘competitive identity’, “public diplomacy” and
SO on.

The concept of ‘soft power’ needs to infuse nation-branding strategy. Soft
power has been defined as ‘the ability to get what you want by attracting
and persuading others to adopt your goals. It differs from hard power,
the ability to use the carrots and sticks of economic and military might
to make others follow your will” [19]. Internally, the relevance of soft
power is that nation-branding strategy can only succeed if it is volun-
tarily endorsed and agreed upon by a critical mass of stakeholders [20].
Coordinating bodies need to be established that do not impose obliga-
tions onto the nation-brand stakeholders, but which identify potential
synergies between the different stakeholders and act as a catalyst to help
realise these synergies.

The notion of “public diplomacy” is another concept that governments
may increasingly turn to in their nation-branding efforts. Public diplo-
macy includes ‘the cultivation by governments of public opinion in other
countries’ [21], and a key way in which this is done is through the pro-
motion of cultural programmes. It has been argued, for example, that
‘culture is increasingly recognised as the national brand par excellence,
the source of both amity and discord in a world marked by infinite vari-
ety’ [22]. The critical role of culture in nation branding has been discussed
in Chapters 3, 5 and 6.



Nation Branding: Concepts, Issues, Practice

In his academic perspective (Chapter 2), Professor Dipak Pant has shown
how a sustainable development agenda can form the foundation of a
nation-brand strategy, particularly for nations that are challenged by
geographic remoteness, lack of access to foreign markets and so on. By
highlighting their performance on environmental stewardship indexes
such as the ESI, countries can seek to leverage their nation-brand through
high levels of performance across a wide range of sustainability met-
rics. The practice of nation branding can thus help nations to achieve
competitive parity in cases where they do not possess the resources or
the favourable locations of competing nations; nation branding may be
viewed in this light as the ultimate expression of soft power.

As more and more nations turn to the techniques of nation branding,
and as nation branding begins to gain academic, practitioner and gov-
ernment recognition as an important phenomenon, a proliferation of
new approaches, tactics and strategies should occur. Policymakers at
a national level will become more aware of the power of branding to
help achieve national goals, and there will be increasing understanding
of the need for nations to manage their reputations rather than pas-
sively endure the malign and humiliating effects of persistent, outdated
national stereotypes. Perhaps the key lesson for nations to learn is the
need to coordinate their nation-branding efforts. Without such coordina-
tion, a country’s nation-branding strategy will stagnate and the nation’s
image will drift, almost certainly in a negative direction. The concept
and practice of nation branding is not, as its detractors claim, cultural
commodification; it is quite the opposite, in that nation branding aspires
to allow cultural diversity to flourish and to enable all nations, regardless
of size or power, to compete effectively on the global stage.
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CBBE = Customer-based brand equity
CETSCALE = Consumer ethnocentric tendency scale

COO = Country-of-origin

CPPI = Contextualized product-place image
CRM = Customer relationship management

CSR = Corporate social responsibility

EFI = Environmental Footprint Index

ESI = Environmental Sustainability Index

EVI = Environmental Vulnerability Index

IMC = Integrated marketing communications
FATF = Financial Action Task Force

FMCG = Fast-moving consumer goods

NBEQ = Nation-brand equity

NBI = Nation Brands Index

NFC = Need for cognition

OECD = Organisation for Economic Cooperation and Development
PCI = Product-country image

PDO = Protected Designation of Origin

PLC = Product life cycle

PSC brand = Product, service, or corporate brand

TLA = Technologically less advanced (countries)
TMA = Technologically more advanced (countries)
usp = Unique selling proposition

WEF = World Economic Forum
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