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The last two decades have seen cities, islands and even countries very aggressively branding themselves in order to create a resonating identity among stakeholders and build sustainable customer relationships that last a lifetime. There are many benefits from branding of nations. Country branding refers to a process in which a country claims a
distinct brand positioning in the minds of its citizens, international stakeholders and the global customer. To claim such a positioning, the country invests resources in coordinating and integrating a multitude of activities. The result of a successful country branding strategy is the unbreakable association of a country with a certain practice, identity or
quality. Take for example Germany. The country is known across the world for precision engineering and high quality, so much so that German cars such as the BMW claims German engineering as one of its unique selling points. To achieve this global brand positioning, Germany ensured that it trained the best engineers and invested in developing
the required research and development facilities and cutting edge technological infrastructure. The government also facilitated regulatory assistance for Germany to emerge as the leader in precision engineering. As evident, claiming a distinct position is the result of an entire process whereby all the constituents of a country – the government, public
and private corporations, the people, various institutions, investors and others – are aligned to achieve an all-encompassing goal. As such, branding a country is highly challenging. Why is country branding important for companies? The country from which a company (product/service/brand) originates has a profound effect on the company’s perceived
quality and likability in the minds of consumers by lending credibility, respect and status to its products and services offered. This is the country of origin effect (COO). In many cases, the country image lends credibility to the brand image. Swiss watches, French wine, Danish designs, Thai hospitality, Italian fashion, the 100% pure New Zealand are
some of the well known examples. Research has proven that COO has a very strong influence on customers’ willingness to purchase products and the price level they are willing to consider. The country of origin alone can be the reason for success or failure of a certain product sold at a certain price point, due to the associations they conjure in
consumers’ minds. The COO effect has been demonstrated in many cases across the world. Paris is a symbolic capital for beauty and elegance, and this has led to the flourishing of many French beauty and designer brands like L’Oreal, L’Occitane en Provence and Hermès. As Korea solidifies its position as the model for Asian beauty, Korean beauty
company AmorePacific is realizing its vision to be the “Asian Beauty Creator” through providing total care through its beauty and health products. Japan has been recognized for its prowess in technology and electronics and has seen many the rise of many local brands on the global stage – Toyota, Canon and SONY. Even fast fashion company Uniqlo
has succeeded through embedding innovation into its corporate strategy. On the other hand, the COO effect can also serve as a detriment to companies, especially when global perception of the country in which the company is operating in, is not a positive one. Over the past two decades, “Made in China” has often been seen as low-cost and lowquality due to issues that happen across time. Product safety issues including infant formula contamination with melamine, toxic pill capsules, and toys containing lead paint, as well as concerns over human rights and the US-China trade disputes have scarred the global consumer’s perception of China. This has been a major impediment for brand
building success of many up-and-coming Chinese companies. In an increasingly fast-paced, digital and real-time world, companies and their leadership should always be ready to manage negative brand perceptions and brand failures. However, some companies have afforded themselves a breakthrough. Huawei is an example of a Chinese company
which has painstakingly managed to overcome the challenges of its country of origin. With its commitment to R&D, innovation and customer experience, Huawei has worked hard in producing high quality products and has succeeded in overcoming negative or skeptical perceptions related to the Chinese country of origin. Therefore, country branding
is important for companies in giving them a good foundation to build their success on. Why is country branding important for nations? When a nation has a strong and positive brand in the international arena, it will be more attractive to tourists, skilled workers, and investments. It will also be more resilient to financial crises and be better able to
sustain higher prices. Businesses will also benefit from positive country-of-origin effects, a halo effect on its products, and an increased ability to export. Many Asian countries have successfully managed to capture a very strong brand image, position and association in the minds of customers worldwide. Think of the following examples: Singapore:
state of the art technology, Thailand: exotic beaches and cuisine, Malaysia: Truly Asia, and South Korea: Thriving cultural Hallyu movement, world class electronics and scenic beauty. None of these connections are automatic. These countries have invested millions of dollars in building such a brand image and then have ensured that the brand
identity is consistently communicated to all possible stakeholders through all possible touch points worldwide. The above-mentioned Asian countries have also managed to reap substantial economic and social value from its investments in country branding. Singapore has managed to progress at a rapid pace economically, from a third-world country
to a first-world trading port in a span of less than 50 years due to the positive COO effect of Singapore as a leading global financial and economic hub. Today, over 70% of its exports are service related with 13.3% of GDP contributed by the financial sector. Similarly, the Travel & Tourism sector has contributed to 9.4% of Thailand’s GDP as the
country is well-known for its amazing hospitality, and vacation destinations and experiences. Country branding trajectories are closely tied to a country’s economic situation, regulatory frameworks, dominant cultural roots and customer mindsets. It is therefore strategically important and should be on any government’s agenda in striving for its
country’s progress. Powerful country branding strategies Given the strategic importance of country branding and the benefits it can bring to both companies and nations, it is important for countries to be very aggressive and proactive about building its country brand. For this to happen, businesses and the government need to work hand in hand.
Country branding can be boosted through: Export branding: This refers to encouraging the export of certain goods associated with a nation through trade regulations and policies. One of the best ways that global consumers can experience a country is through using and consuming its products and services. Korea has done a stellar job at exporting
Korean beauty products, Korean music, drama and movies, which has resulted in the consumption and celebration of Korean culture in almost every continent across the world. Singapore has managed to successfully export the Singapore Airlines experience with the iconic Singapore Girl. It is without doubt that the Singapore Girl has contributed
more to the service-oriented, efficient, clean and caring image of Singapore than its political stability, infrastructure, workforce and extensive network of Free Trade Agreements. Swedish furniture & home accessories company IKEA is contributing to building a creative, organized and stylish image of Sweden through the company’s attractive and
reasonably priced furniture. Generic nation branding: This refers to building a nation brand through governmental efforts and promoting brands that boost a country’s national image. The following four generic nation branding steps are strategically important for countries that want to build a strong country brand: Create an overall positive brand
image: The fundamental step for countries is to create a very positive brand image. This not only ensures that tourists, customers, investors and corporations are attracted, but also projects a positive facet of the brand to prospective stakeholders around the world. This can be achieved through a phased system of creating basic awareness, creating
excitement about the many facets of the country and then offering these many stakeholders a memorable and enriching brand experience. It can also mean implementing policies to manage social issues or corporate practices that may hurt the brand image of the country. For example, South Africa is a country with a lot of potential for building a
positive South African brand image by managing social concerns such as health, education, poverty. Establish brand associations through a common identity: Some of the best country brands – Germany, New Zealand, and Switzerland – were not created in a vacuum. All these countries created an intricate network of alliances with their cities, their

unique cultures, their people, cuisines and places, and their unique national heritage, history and values. Such a common identity can only be achieved through consistent communication strategies, comprehensive tourism packages and showcasing of the country to tourists and business travelers who visit the country. Offer credible tangible product
features: Once a country is successful in creating positive brand image and associations, it will have to back them up with strong tangible product features. In this case, such features could be a well implemented public safety program, a world class infrastructure including a first-class airport, a robust regulatory environment that would protect
intellectual properties etc. Such tangible measures would allow a country to create a consistent and resonating brand identity with multiple stakeholders. Manage the holistic brand experience: The government, public and private corporations, many other service providers, and the general population of the country together should take consistent
steps to ensure that tourists, businesses and investors are offered enough opportunities to enjoy, grow and prosper. Every interaction that these stakeholders have with the outside world should be monitored to gain valuable feedback. An integral part of managing experiences is to constantly evolve to ensure that the customers are constantly excited
by and enjoy the country brand experience. Internal nation branding: For a nation to boost its brand equity, it is important to ensure it stays attractive to foreign investment, through efforts like building a talented and productive workforce. Skillsfuture, a national movement by the Singapore Ministry of Manpower to encourage Singaporeans to take
ownership of their skills development and lifelong learning, is a good example of an initiative to ensure that people’s talents and skill-sets stay relevant in the workplace. This is especially so for natural resource-scarce countries like Singapore, of which human talent will be the key to success. In Indonesia, the Ministry of Industry has a plan to build
eight polytechnics by 2019 to provide qualifications to workers in its burgeoning fields of rubber, steel and palm oil. President Joko Widodo has also embarked on a series of educational reforms designed to meet the workforce needs of a contemporary Indonesia. For any country keen to build a strong country brand, it is important for its workforce
stays competitive. Conclusion: Country branding has become a hygiene factor There is no denying the fact that branding countries has become a strategic issue for most countries. Gone are the days when only global tourist locations invested in building brands. But given the ever changing global competitive landscape and the ever increasing choice
set for investors, customers and tourists, creating a resonating identity and offering excellent opportunities become a matter of survival for countries, especially for developing countries that strives to carve out a strategic position in the competitive landscape. Culture is the cumulative concept that encompasses knowledge, belief, customs, practices
and any other habits acquired by people as members of society. A culture operates primarily by setting loose boundaries for individual behavior. Culture, in effect, provides the framework within which individuals and households function. A major consequence of culture is its impact on consumption patterns of individuals and institutions. Depending
on the underlying cultural philosophy, consumers tend to follow certain consumption patterns. Successful brands have been able to adopt their branding strategies in line with this dominant cultural philosophy and weave their brands into the cultural fiber. With the strategic and economic implications discussed above, it is important for countries to
think about some concrete steps they can take and sustain in order to build a strong country brand globally. Insights links About the author: Martin Roll – Business & Brand Strategist Read about nation branding: How Nations And Brands Overcome Country of Origin Challenges Download PDF: Benefits Of Branding Nations Read more: Insights &
articles
10/01/2020 · We cannot know if it works, if we don’t measure it: Estonia and Costa Rica both have specific nation brand tools to ensure key indicators and measure how relevant the strategy has been in terms of meeting specified goals. 4. Management of digital identity. Finally, these two nations were able to identify a factor of extreme importance,
given ... Not only do Nation and Place Branding strategies help build the desired perception through specific policies and projects, they also help design and build a more optimistic and favourable reality. 3. Promoting economic and social development. International perceptions have an undeniable economic impact. Fair or unfair, the reputation of a ...
The term nation branding refers to the image and reputation of a state. It is the condensed expression of the peak performances of a nation. A nation brand is shaped by various factors, such as a state's political structure, its culture, but also the character traits ascribed to its population. There are so-called positive and negative ... 09/11/2007 ·
Thomas Cromwell, who runs East-West Communications, a nation-branding consultancy, says individual nations’ contracts for branding projects range into the millions of dollars. Those levels pale ... 07/11/2017 · Nations couldn’t get enough of these branding services. Within the hothouse of what became known as the Washington consensus – the
idea that developing countries needed only to hand themselves over... Nation-branding is an effective communications strategy to attract tourism, trade and talent in a stifling market of competition for limited resources, yet simultaneously it offers an effective means for stifling a rational-critical democratic discourse … 21/05/2020 · Nation-branding
goes beyond just telling your country’s story well, ... In the case of brand China, the current strategy — encompassing an annual Chinese Brands Day every May 10th, and a nationwide China Council for Brand Development — is no longer enough. To heal the nation’s perception and sustain its role in our globalized economy ... 09/11/2007 · Anholt
divides the idea of nation branding into six main subfields. These are: tourism, exports, governance, people, culture and heritage, and investment and immigration. The poll asks several... 01/07/2009 · Branding Kenya (again) Published on July 1, 2009. January 17, 2017. The Kenyan government seems to be pushing again its now dusty nation branding
project. As some of our readers may remember, a former nation branding campaign for Kenya had been ignited but had failed after years of inactivity due to lack of funds, as Nation-Branding.info ... The successful implementation of a nation-branding strategy requires the participation of key stakeholders. Tourism, which provides the most revenue for
the country, is seen as a priority area of expansion. As one can imagine, New Zealand has an extensive amount of resources in the travel and tourism industries to promote national identity in ... 04/07/2017 · Members of the South African business community, including economists and banking representatives, attended a discussion forum facilitated
by Brand South Africa to find solutions and develop strategies that would positively enhance South Africa’s economic reputation in light of recent credit agency downgrades. CD Anderson A variety of stakeholders … 18/03/2015 · The branding of nations has become an important aspect of cultural and national representation in contemporary times.
Countries are eager to attract tourists, students, and workers, stimulate inward investment, and enhance exports. ... Factors such as tourism, industry, and the economy are examples of this. Therefore, branding strategies should ... 10/01/2020 · FOUR ESSENTIAL ELEMENTS OF A SUCCESSFUL NATION BRANDING STRATEGY 1. A brand strategy
based on a central idea Firstly, these two countries wanted to manage their reputation and establish a specific perception: Estonia wanted to be perceived as a digital society and Costa Rica as a global role model. A branding strategy helps establish a product within the market and to build a brand that will grow and mature. Making smart branding
decisions up front is crucial since a company may have to live with their decisions for a long time. ... The developing fields of place branding and nation branding work on the assumption that places compete with ... The following four generic nation branding steps are strategically important for countries that want to build a strong country brand:
Create an overall positive brand image: The fundamental step for countries is to create a very positive brand image. Establish brand associations through a … 21/10/2019 · Brand Finance’s Nation Brand Impact Framework identifies 4 key areas that a country’s Nation Branding should target to influence. 1. Investment: Domestic and inward . The
nation brand should encourage local commerce to invest domestically as opposed to investing overseas. It should attract Foreign Direct Investment, including business relocation. 16/10/2019 · These steps are as follows: establishing a nation brand board; formulating a strategic plan and objectives; defining the cluster’s brand architecture and scope;
monitoring nation brand reputation among stakeholders; and developing and evaluating tactical scenarios. 05/05/2022 · The concept of nation branding covers the application of branding and marketing communication strategies and techniques to promote a nation’s image (Kaur, 2020; Rojas-Méndez, 2013).Although researchers, academic
stakeholders, and other public policymakers have shown their reasonable interest in the subject of nation branding (NB) (Aronczyk, 2009), it is … 05/05/2022 · The concept of nation branding covers the application of branding and marketing communication strategies and techniques to promote a nation’s image (Kaur, 2020; Rojas-Méndez,
2013).Although researchers, academic stakeholders, and other public policymakers have shown their reasonable interest in the subject of nation branding (NB) (Aronczyk, 2009), it is … 10/12/2020 · Nation branding is a term coined by Simon Anholt in 1996 and has grown subtly but significantly, expanding the domains of a country’s working. As
globalization becomes rampant, the idea of a country becomes larger as well. Let’s take a stroll through the vast world of Nation Branding to understand this world a little better. 18/03/2015 · The branding of nations has become an important aspect of cultural and national representation in contemporary times. Countries are eager to attract tourists,
students, and workers, stimulate inward investment, and enhance exports. ... Factors such as tourism, industry, and the economy are examples of this. Therefore, branding strategies should ...
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