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An Attempt to Unify the Public Diplomacy
and Nation Branding Camps .

As part of my CPD Research Fellowship project, a symposium was held last week (August 5)
in San Francisco that brought public diplomacy and nation branding scholars together to
discuss the linkages between the two fields. The symposium was co-sponsored by the
Temerlin Advertising Institute at SMU and the USC Center on Public Diplomacy. My good
friend and research partner, Dr. Alice Kendrick, joined me in organizing the one-day event.

The symposium’s aim was to look at the field holistically and attempt to build much needed
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theory to support practice, research and teaching. To this end, scholars were invited to

contribute papers based on my newly proposed Model of Country Concept (see my graphic
below). Fifteen papers were chosen from more than 40 submissions and were presented at
the Marriot Marquis prior to the AEJMC conference.
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To start the day, | noted that when we refer to the field, we often use a compound term,
“Nation Branding and Public Diplomacy,” which illustrates the need to see the discipline

holistically. Perhaps there is a term that encompasses both areas, | asked? Might that be
“Country Concept?”



The Model of Country Concept illustrates the many integrants or influences that bear on
global citizens’ formulations about other countries — in essence how a country’s reputation
and image might be shaped. The Model of Country Concept was conceived to bridge what |
see as the “two camps” in the field — nation branding (camp one) and public diplomacy (camp
two). The model was inspired by two pioneers in the field — Simon Anholt (from camp one)
and Guy Golan (representing camp two). So we brought in Simon via Skype at the start of the
day and later heard from Guy, who was live with us in San Francisco.

Simon generously gave the group about a half hour of his time. He carefully explained his
current view on the idea of nation branding and answered some questions from us. Simon
explained that he coined the term “Nation Brand” in the 1990s to describe the image of a
country, but he never intended for Nation Brand to become Nation Brand-ing. He firmly
contended that no one “can actively brand a nation.” He then focused on his newer notion of
“Good Country” that measures the good acts (according to secondary statistical data) that
nation’s engage in on the global stage. According to Simon, “doing good” is the key for
countries to earn favorable international public opinion.

Guy Golan’s remarks were much more positive as he called the field a “start-up” and likened
the academics in the room to Amazon and Google. He invoked some of the original thinkers,
including Simon, and said that we are now part of “public diplomacy 2.0.” With that
encouragement, the paper sessions began.

Paper topics ranged from theoretical discussions of the model to applied research on tourism,
relational public diplomacy and digital diplomacy. Research methods from case studies to
structural equation modeling were employed. We saw network mapping of Twitter posts
surrounding the loosening of diplomatic relations with Cuba and a visual analysis of websites
from break-away regions such as Catalonia and Scotland.

The Model of Country Concept was conceived to bridge
what | see as the “two camps” in the field — nation
branding (camp one) and public diplomacy (camp two).

All of the papers were placed somewhere on the Model of Country Concept and many of the
presenters provided suggestions for improvement of the model. Definitions of public
diplomacy were debated, although most agreed that public diplomacy was “government
sponsored communication aimed at foreign audiences” and placed similar activities by non-
state actors elsewhere on the attitudinal model. The group also wrangled over the relative
position of nation branding versus public diplomacy. Because the Model of Country Concept
flips the position of nation branding from its inferior spot on Golan’s Integrated Model of Public
Diplomacy to an over-arching position on the new model, we tried to reconcile exactly how the
“two camps” fit together. Good progress was made, but | can’t say that we all agreed.



At the end of the day, we were all invigorated by our ground-breaking attempts to move our
start-up field forward. We pledged to continue our research and to talk further. Papers will be
revised and edited and many will appear in a book about the Model of Country Concept to be
published next year by Peter Lang Publishing.

The following is a list of paper presentations made that day:

1.

2.

10.

11.

12.

13.

14.

15.

The JET Program as relational public diplomacy: An application of the Model of Country
Concept by Emily Metzgar, Indiana

Movies’ valuable influence on nation branding and public diplomacy by Faye Yang &
Bruce Vandenbergh, Michigan State

Ferguson international media narratives and nation branding by Ibrahim N. Abusharif,
Northwestern

Trust in nation branding and public diplomacy: Beyond reputation and image by Claudia
Labarca, Pontificia Universidad Catolica

The geopolitics of sustainability abroad: An intersection of nation branding, public
diplomacy, and U.S. multinational corporate social responsibility (CSR) by Janis Page &
Lawrence Parnell, George Washington

Considering cultural concepts: Using Anholt’'s Good Country Index and Hofstede’s
Model of National Cultural Dimensions to examine culture as predictors of effective
tourism marketing by Lisa Fall, Kentucky & Chuck Lubbers, South Dakota

. Angola: war torn country or booming tourist haven? Applying the Model of Country

Concept by Meghan Sobel, Regis & Joe Cabosky, North Carolina

From “Bottomless Basket” to “Beautiful Bangladesh”: A case study of nation branding
through public diplomacy by Imran Hasnat & Elanie Steyn, Oklahoma

Soft-minded public diplomacy as a way of mutual relationship building: Comparing the
U.S. and South Korea’s nation branding strategy by Jiyoon Karen Han & Young-A Song,
Texas

Conceptualizing relational public diplomacy: Strategic classification of relationships by
Lisa Tam & Jeong-Nam Kim, Purdue

The development and validation of a methodology for extracting country images in social
media by Jacob Groshek, Michael Elasmar & Lei Guo, Boston

Branding and culture in the Model of Country Concept: Digital diplomacy by Scotland,
Catalonia, and the Basque Country by Melissa A. Johnson, North Carolina State
Investigating factors that shape China’s reputation and influence on U.S. students’
attitudes and intent to study in China by Olga Zatepilina-Monacell

Hongwei “Chris” Yang, Appalachian State and Yingqgi Wang, Virginia Tech

Agenda building and health diplomacy: Advancing the Model of Country Concept by
Tiffany Schweickart, Florida & Josephine Lukito, Syracuse

Country Reputation Model: Testing the interdependence of key dimensions, and the role
of mediating variables by Dane Kiambi, Nebraska



