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Abstract:

Although regarding the name of a country as a brearde is natural for place branding professionafeay offend laymen.
However, country hames and brand names do caussathe reaction: when we see or hear a specifictgoname, we have
certain associations in our mind. Then these aasons help us decide whether we visit the placa &surist, invest capital
there, or purchase the products of the country.

But can a country change its name the way prodactds do from time to time? Changing a country namedast definitely
a much more complicated issue than using a newuptathme, as geographical names (including courgrges) usually have
long historical roots. These names are also styar@inected to the life of local inhabitants whedngot used to them, therefore
they are not easy to change.

Still, there are examples that could be analysenh fthe aspect of branding. In some cases the nemdlomame or country
name is meant to symbolise a new beginning. Fomple when colonies claimed their independencefitsething to do was
to create a new name for the country. And sometkimgar happened when the former Soviet Union dndoslavia broke up —
the newly formed successor states started to wg@ames, or returned to their old names.

Some countries still have changing their nameshenagenda. Possible reasons include the complieegsdf the country
name, or its similarities with other country namesulting in disadvantages in the competitionafrtries.

A country name is also extremely important becausethe only common element in the communicatioasipaigns of the
country — and wise countries make advantage of $hisietimes even integrating the country namesir ghlogans.
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1. Introduction

Today, it is widely accepted that "country brandurcils” are established all around the world, idahg in
Hungary, and these bodies coordinate the stratagiumunications (or at least the marketing commtioing) of
the country. It is also becoming more and more alwithat politicians discuss country branding aation
branding, and these terms appear in the publicanéat.

However, this has not always been the situation-iésich academic MHEL GIRARD explained in 1999 (quoted
by OLINS 2004b, p. 18.),Ih France the idea of re-branding the country wobh&lwidely unacceptable because the
popular feeling is that France is something thas f@anature and a substance other than that of pa@tion. A
corporation can be re-branded, not a state. One talte a product, a washing powder for instance, #meh
change the name which is actually done very redpld&egular re-branding is normal, particularly the life of
consumer products, but can this actually be thesdas countries? ... A country carries specific dtg unlike a
marketed product... In France it is unimaginable @hirac to attempt to re-brand Fran¢eOn the other hand, for
example, British prime ministeroNY BLAIR used the terms "nation branding” and "nation redmg” around the
millennium. As Q.INS, one of the most renowned experts of the fieldgal out in his bookbOn B®and actually
"there is nothing particularly novel about the coptef branding the nation. Only the word 'brand’ mew.
National image, national identity, national reputat are all words traditionally used in this aremad they don't
seem to provoke the same visceral hostility asvitrel 'brand™ . (2004a, p.168).

Although the word 'brand’ still elicits hatred fogeveral people, it is also true that at least asynp@ople are
fond of brands, or even love themd®ERTs 2004). We cannot imagine a day in the life of adirary person
without brands — brands and the term 'brand’ batbdme more and more integrated into public disonsgipPp-
VARY 2013).

But let us return to the branding of countries. Masurces agree that the first person to write atfmiconcept
of "nation branding” and "country branding” was fsh policy advisor MON ANHOLT, who put the terms to paper
in 1996, when hewas getting bored with spending his life makingeafty rich companies a little bit richer
(RENDON 2003) Having been involved in the marketing of timaitional companies (Coca-Cola, NescaféyHALT
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decided to start a completely new enterprise sfpigicig in country branding. RHOLT is still the leading expert of
the field, having published books such as "BrandvNestice — How Branding Places and Products Cdp tHe
Developing World” (2005), "Competitive Identity -h€& New Brand Management for Nations, Cities andidves
(2007), and "Places — Identity, Image and Reputa{2009).

As mentioned above, Anholt first used the termigrabranding’ in 1996, but this does not mean tiranding
professionals had not dealt with similar issueshi@ory or practice before. Back in 1993, a handbookplace
marketing was published, and it discussed couniriea separate section titled "Marketing Placestraiting
Investment, Industry, and Tourism to Cities, Stated Nations”. The main author of the book was naother than
Philip Kotler, the "father” of marketing. Looking the issue of national identity from a broaderspective,

it has always been a topic of political geographigrnational relations, political science, culfuaathropology,
social psychology, international law, sociology dnidtorical sciences. On the other hand, rathesraéstingly,
marketing scholars used to focus on brands origigdtom countries (that is, the country-of-origiffect) instead
of country brands. For exampleaFADoPouLOS and HesLoP (2002) counted 766 significant publications on the
CoO effect from the past 50 years, but they alsgoted out that they had found no in-depth studieshe image of
countries.

The breakthrough was a special issue of JournaBrahd, published in 2002, which focused on "nation
branding” with essays by renowned authors includagiP KOTLER, DAVID GERTNER, NICOLAS PAPADOPOULOS
LouISEHESLOR, WALLY OLINS, FIONA GILMORE and (REENAGHLODGE, and a foreword written by none other than
SIMON ANHOLT. In November 2004, a new academic journal was edewadth the title Place Branding and Public
Diplomacy. Books on the same topic followed: in i&idd to the educative writings ofi8ON ANHOLT, a more
serious, more "academic” title edited by anotheiti@r expert, KITH DINNIE was published with the title "Nation
Branding” (2008).

The situation was somewhat similar in Hungary:@ltyh the need for a country brand and country bngnidad
been present in professional circles, the ternifitszd not been used for a long timé2rdfessional work and
various efforts aimed at forming and developingabentry image consciously have had a long histahe editors
of the academic journal Marketing és Menedzsmeitt. and when did they write this? In 1996, the yedr
Hungary's Millecentenarium Anniversary, when M&Mdileated a whole series of interviews to country gma
including opinions by EEMER HANKISS, MARTON LENGYEL, JANOS SERENYI, PETER SZELES, ILDIKO TAKACS and
BALINT MAGYAR, the Minister of Culture and Education at the tirfieee FANKISS 1996, LENGYEL 1996, SELES
1996, MARK&M EN 19964a,b).

Some years later, a not very long-lived state ommled Country Image Centre (Orszagimazs Kozpaoh0-
2002) was operating in the focus of media attentiouns resulting in the popularization of the term.

In April 2004, a TV programme on country image MRS FREIalso put the term in spotlight.

The term 'country marketing’ has also been useds#&veral years in a nhumber of publications inclgdine
most prestigious Hungarian reference book on regiand city marketing by I8<OTI, DANKO, SCHUPLER and
BUDY (1997, p. 25-26.0.), an article byoEmA (1995, p. 38.), a writing by ®KAFTNE and FOJTIK (1998), and the
summary ,Régiémarketing” ("Regional Marketing”) B)ANDIKO (2003, p.2.).

The appearance of the "country branding” and "couas a brand” approach in Hungary dates backeaély
2000's, when the first studies on the subject wenitten by SELES (2001) and RPP-VARY (2003). In order to see
country branding in a broader context, two inteoral conferences were organized in Hungary: onethgy
Budapest University of Economic Sciences and Sfatministration in May 2004 ("Orszagmarkazas az EU-
csatlakozas tikrében”, that is, "Country brandimghie light of the accession to the EU"), and aeothy DEMOS
Hungary in November 2006 ("Country branding — Intdional identity and image”). In the upcoming ye&hD
dissertations based on the topic were also writiePaPP-VARY (2007), &NES (2012), and $ONDI (2014) — the
latter is the most quoted internationally known Hanan country branding expert who published intdegtudies
as early as in 2007 and 2008.

International and Hungarian authors agree thathhee major aims of country branding (and the thregor
advantages of country brands) are (seerR/ARY 2009):

1. The promotion of tourism in order to attractrtsts to the specific country

2. The stimulation of investment in the country

3. The development of export, and better salesatdnal products on foreign markets

There is also consensus that coordinated (marketiammmuncations involving a uniform (country) idignt
facilitates the activities mentioned above. Themefseveral studies have analysed country slog&esdsg. KAN
2014), or country logos @E—RODRIGUEZ— SAR 2012), or both at the same timel(bRETH 2013).

However and surprisingly, no studies have beenighdd with a special focus on country names anid éffiect
on the building of the country brand. Therefore #hiticle examines this topic from various perpesti
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2. At first hearing

As | have suggested in the abstract and the inttazly country names can also be interpreted asdonames
because an image appears in people’s minds whgrateementioned. What is the most interesting a this may
even be true if people have not heard of that acgu¢fore. An obvious example that has happenethdst
Hungarians abroad is the conversation "Where docgone from?” "Hungary.” "What? Are you hungry?”

But Poles also reported similar cases, suggestiag they seem to have a weaker country brand than t
Netherlands. The typical conversation in their ca&specially after the collapse of the old politicegime, was
"Where do you come from?” "Poland!” "Ah, Holland!”

And we can find numerous other examples: therejates related to the name of almost all countries a
represented in illustration 2.

lllustration 1: "Are you hungry? Are you Hungary?”
This is an advertisement by the Viking Line ferpngpany for the Hungarian weeks between 25 Septeanze26
October 2008

Source: CsTom blog (http://pubert.pps-net.hu/~cétepblog/?p=830),
and the Viking Line website (http://www.vikinglirfédmerella/unkari/)

Illustration 2: We know jokes about several coumtaynes — and we must never underestimate theieinée

. Messages

[ iam hungary. |
mybemmmmmn
fridge... oA

“im russian to the kitchen.!

(iar-thérmany *h:rkev!?b?l

“we have some, but it's covered
| with a layer of greece. |

=

(smartphDWNED.com Pl

Ahmmmwammw}l

Source: http://www.smartphowned.com/Funny+Text+Mgss/Hungary/42269
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We do hear jokes on country names, but this doerauessarily mean that there is a problem witsghtames.
Sometimes there is, as a problematic name mayt iesdisadvantages — the number of tourists vigitime country
is less than it would be expected according toathmactions of the country, less investment arrivedess people
buy the products of the country. In the case ofcalpct brand the replacement of the product namielmlve this
problem, but it is not that easy in the case ofnta@s. The names of geographical locations usumlye long
historical roots, be it mountain peaks, lakes, se#tes, and especially countries. These namessamngly
connected to the life of local people who haveugad to them, also adding to the difficulty of smeime changes.

3. Using a new nameinstead of a colony name

Although changing the name of a country is deflpite complicated issue, there are examples thatbean
analyzed from a branding perspective, too. In s@ases the new brand name or country name is meant t
symbolise a new beginning. For example, when cekiaimed their independence, the first thing dowds to
create a new name for the country.

In some cases the name of the coloniser had udmsldgart of the country name, but was later enhiitom it:
— New Spain — Mexico (1821)

—  Spanish East Indies — Philippines (1898)

—  Dutch East Indies — Indonesia (1945)

- French Sudan — Mali (1960)

- French_Togoland — Togo (1960)

—  British Guiana — Guyana (1966)

—  Spanish Guinea — Equatorial Guinea (1968)
—  British Honduras — Belize (1973)

—  Dutch Guiana — Suriname (1975)

—  Portuguese Guinea — Guinea-Bissau (1979)

In other cases the country name did not includecéegr reference to the name of the colonising ttgubut the
name change was meant to indicate something imgorta

—  Siam — Thailand (1949)

- Gold Coast — Ghana (1957)

- Northern Rhodesia — Zambia (1964)

- Nyasaland — Malawi (1964)

- Basutoland — Lesotho (1966)

—  Bechuanaland — Botswana (1966)

—  East Pakistan — Bangladesh (1971)

—  Ceylon - Sri Lanka (1972)

— Dahomey — Benin (1975)

—  Ellice Islands — Tuvalu (1978)

—  Gilbert Islands — Kiribati (1979)

- New Hebrides — Vanuatu (1980)

—  Upper Volta — Burkina Faso (1984)

Sometimes the name was changed not only once Htipladimes:

—  German South-West Africa (1884) — South-West Af(ita15) — Namibia (1990)

—  Southern Rhodesia — Rhodesia (1965) — Zimbabwed&tia (1979) — Zimbabwe (1980)

— Congo Free State (1884) — Belgian Congo (1908) puBl& of the Congo (1960) — Democratic Republic
of the Congo (1964) — Republic of Zaire (1971) nideratic Republic of the Congo (1977)

—  French Somaliland — Afars and the Issas (1967)iboDji (1977)
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lllustrations 3-6: Name changes communicated orstéwaps of the countries

REPUBLIQUE pu MALI ey

POSTE AERIENNE
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UANALAND
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www.delcampe. net

Source: http://images.delcampe.com/img_large/ant@)/313/133/577_001.jpg

Source: https://upload.wikimedia.org/wikipedia/coowa/7/77/1959 Basutoland_National _Council_stamgs.jp
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Source: http://i.colnect.net/images/f/552/625/158tmiversary-of-the-First-Postage-Stamp-of-Sri-Larfjig
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As a result of these name changes the countries’ beginning did not only involve their stamps, lmany
other aspects, too. Sometimes it was not just tantedut a start from scratch. Therefore, theylengd (and
sometimes invented) their own historical heritagmilarly to their predecessors in 19th century dper. For
example, ancient Zimbabwe was a somewhat mythiddatak empire covering more or less the same asea a
today’s Zimbabwe.

The historical relationship between ancient Zimbaband contemporary Zimbabwe is negligible, but the
emotional relationship is important for the pedplang there. (QINS 2004).

4. Difficulties of successor states

The other wave of new "brand names” and "brandsildde seen in the early nineties, when succedatess
gained independence after the breakup of the Stligin. Some of these countries had a historicat pad long
traditions, for example, Georgia, positioning tlmietry using this name. On the other hand, othecessor states
such as the five Middle-Asian "stans” (Uzbekist#tyrgyzstan, Turkmenistan, Kazakhstan and Tajikistaad
never existed as sovereign states before the kpeztkthe Soviet Union.

In the meantime, Czechoslovakia also split into twantries, the Czech Republic and Slovakia — afjhonot
all people are aware of this. The author of thikleralso experienced this: a scholar from a remewniversity in
London held a presentation in Budapest in 200Brsterring to the country as "Czechoslovakia”...

The situation is no less complex if we considertthe successor states separately. The problenedEtechs is
that they find the official international name beir country (Czech Republic) rather long, but &eaits, branding
experts and goverment figures have agreed thafotine of government is an unimportant element reigayrdhe
commonly used version of country names. It is thag tourists usually do not go to the "Spanishd¢iom”, or the
"Commonwealth of Australia” for the vacation, buefer to use the short names of the countriestaatention
Hong Kong, whose offical name is "Hong Kong Spedidministrative Region of the People’s Republiddffina”.

However, the Czech Republic only has this officiaine, and there is no short version in Englishrdfbee the
experts mentioned above recommended the name "@Zeicktead of "The Czech Republic”, but this isitqu
similar to the name of another country, Chechnlpds (also true that the latter "brand” has noteecognised by
any states around the world.) On the other handrakpeople in the Czech Republic would prefeuge the names
"Bohemia” and/or "Moravia”. This might be historibacorrect, but using these names would probalgyong
from a branding perspective, because average caditaois are not so well educated in Central Euroggatory,
and would not understand where the Czechs are {fbE. ECONOMIST 2004).

The situation of Slovakian citizens is not any easis they are often confused with Slovenia, whilso has
linguistic reasons: the official name of Slovalsd $lovenska Republica”.

lllustration 7: Slovakia and Slovenia are often eabup because of the similarity of their names

Brief comparison of these two countries in English:

Short Country Name Slovakia Slovenia

Formal Country Name Slovak Republic Republic of Slovenia

National Flag i
S o~ ¥

Location in the Central Eurcpe

uuuuu

\\\\\

A Hint... ex-Czechoslovakia ex-Yugoslavia

Capital City Bratislava Ljubljana

Local Short Country Name | Slovensko Slovenija

Formal Local Country Name | Slovenska Republika Republika Slovenija
IS0 Codes SK. SVK. 703 SI. SVN, 705
International Road Sign SK SLO

Internet Top Domain sk si

Source: http://www.slovensko.com/slovakia/slo.htm
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Having mentioned Slavic peoples, their greatesblera is how the words Slav and Slavic are pronodnce
internationally. Less educated people pronouncddira "Slav” just like the word "slave” (althoughis disputed
that the pronunciation of this word is a part ofigeal knowledge), and they draw the conclusion Yhajoslavia is
the country of slaves — or at least it used todkiag as it used that name. Now there are sixp@d@ent countries
on the area of former Yugoslavia: Serbia, Monteag@roatia, Slovenia, Macedonia and Bosnia and étgzina.
We could even include Kosovo on the list, althotigdh country has remained unrecognised by many gesnand
on 18 February 2008 the European Union decidedtmatcognise independent Kosovo formally, but et t
member countries decide individually whether thegognise the country.

5. Campaigns based on country name changes

Regarding brand names, the most interesting exafmpte the former Yugoslavian successor statesas oifi
Macedonia. The country was required to use thesmdohding name Former Yugoslav Republic of Maced¢mia
even worse, its abbreviation, F.Y.R.0.M.) officjadifter its secession from Yugoslavia. They hadge this name
in international diplomatic meetings, and the b#&adn the country was presented using this couname at the
Eurovision Song Contest. The reason was that tleelGgovernment declared that Macedonia — as a geligal
area — is much larger than the newly declared feputd Macediona, and most of it belongs to Greetke
insistence of the Greek may not look nice, butit be understood from a branding point of viewythweuld like
people to relate Alexander the Great and his hlygrita Greece and not to the Republic of Macedatéa, affecting
the number of tourist visits to the country. On tthker hand, it is also understandable that thelpeof the new
state wish to use their original hame, and theynelainched a campaign to this end (as presentetthein
illustration): "Don’t you F.Y.R.O.M. me. Say Macetia.” and "Call me by my name. Say Macedonia.”

lllustrations 8-9: Don't you F.Y.R.O.M. me. Say Malonia.

DON'T
YOU EY.R.0.M.

A
N |
- sﬁ IDONIA =

Source: http://mein-makedonien.blogspot.hu/2012011archive.html

Interestingly, another — seemingly more prominenbrand, a country with a more positive image also
considered changing its name. Great Britain expedd that the perception of the country in form@ogies was
negative in many respects, and the word "Greath@name of the country sounded somewhat impeitdough
the name of the country was not replaced, mostsofmiage materials only use its shorter name, ithaBritain
(PAPP-VARY 2005).
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lllustration 10: Great Britain omitted the word &t’ from its image advertisements. This shortesiea of the
name is more favourable from a branding point efwiand has less negative associations in fornigsitBr
colonies.

BRITAIN

Source: http://logoart.vn/blog/logo-nganh-du-lialaemot-so-quoc-gia/

This was not the first major name change considettie history of Great Britain. It is known all aral the
world that the royal house of the United Kingdontaled the House of Windsor. However, that name dvay
been used since 1917, when a proclamation by Kiegrge V declared that the use of the name SaxerGand

Gotha would be discontinued — its German resonandeorigins have become inconvenient for them inltMd/ar
l.

lllustration 11: A proclamation by King George \6fn the year 1917, declaring that henceforth thedkal family
would use the name Windsor, and the use of all @prtitles would be discontinued

TUESDAY, 17 JULY, 1917.

By Taz KING.
A PROCLAMATION

clamation Our House and Family shall be
styled and known as the House and Family of
Windsor, and that all the descendants in the

DECLARING THAT THE NaME oF WINDSOR 18 TO
BE Borxnz B His Rovar House anp Famrny
AND RELINQUISHING THE USE 0F ALL GERMAN
TrTLES AND DIGNITIES.

GHORGE R.L

HEREAS We, having taken into con-
sideration the Name and Title of Our
Royal House and Family, have d ined

male line of OQur said Grandmother Queen Vie-
toria. who are subjects of these Realms, other
than female descendants who may marry or
may have married, shall bear the said Name of
‘Windsor :

And do hereby further declare and announce
that We for Ourselves and for and on behalf
of Our descendants and all other the descend-
ants of Our said Grandmother Queen Victoria

that henceforth Our House and Family shall be
styled and known as the House and Family of
Windsor :

And whereas We have further determined for
Qurselves and for and on behalf of Qur descend-
ants and all other the descendants of Our
Grandmother Queen Victoria of blessed and

lorious memory to relinquish and di i
the use of all German Titles and Dignities:

And whereas We have declared these Our de-
terminations in Our Privy Coungil :

Now, therefore, We, out of Our Royal Will
and Authority, do hereby declare and announce

that as from the date of this Our Royal Pro-

who are of these Realms, relinguish
and enjoin the discontinuance of the use of the
Degrees, Styles, Dignities, Titles and Honours
of Dukes and Duchesses of Saxony and Princes
and Princesses of S8axe-Coburg and Gotha, and
all other German Degrees, Styles, Dignities.
Titles, Honours and Appellations t¢ Us or to
them heretofore belonging or appertaining.

Given at Our Court at Buckingham
Palace, this Seventeenth day of July,
in the year of our Lord One thonsand
nine hum and seventeen, and in
the Bighth year of Our Reign.

GOD save Tae KING.

Source: https://greatwarlondon.files.wordpress.@®h2?/06/lg-17-7-17.jpg

Another interesting case was that of Estonia. Thentry tried to avoid using this English versiontioé country
name and use Estland instead for some time (se@x@mple: 30NDI 2007) as certain studies claimed that the
name Estonia would remind people of a tragic actide 1994, when a ferry called Estonia sank betwEallinn
and Stockholm, claiming 852 lives. Some years latériller titled Baltic Stormstarring Donald Sutherland was
also based on the events, but the "baltic stormélly subsided, and the country kept the name kzston
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Illustrations 12-13: Estonia first considered chiagdts country name when the ferry Estonia sankdé4,
claiming 852 lives. A thriller based on the eventss produced nine years later.

s

_—

=

baltic
t

DEATIL LIES

Source:
http://static.err.ee/gridfs/65B26F661A596 AEDBDASSBE DO3CC37A5E7CCC3AD1EAIDFE3B97AAOFF5F56
3.jpg?width=718, and http://www.imdb.com/media/rrBI051360/tt0313250?ref _=tt ov_i

Changing the English name of the country becamissare again in the early 2000s. The proposed nesiore
was "E-stonia” (meaning "E-Estonia”), suggestinge tloutstanding development of Estonian information
technology. They had a realistic background fos thew name, because according to a report by Maglionn
International Taiwan and Estonia were ranked fired second in the international rankings regarttegso-called
e-climate of the countries. Estonia was the fimirdry in Europe to introduce the electronic idigntard, and it
was the first place to allow people vote for thejpresentatives online. E-Estonia was also suadessf vision: its
citizens knew they had to work hard in order to enttleir country competitive.

It is also interesting that Lithuania, another Rafttate, was also thinking about changing its n&am2008
(REUTERS2008). The government spokesman said that "Litltsitranscription in English is difficult to promace
and remember for non-native English speakers”. Assalt of the citizens’ opposition and criticisy the media,
the country name was never changed, but they d-@atéogan for the country: "Lithuania — A braveiotry”).

lllustration 14: Lithuania also considered changisgrame in 2008

R E UT E RS % THOMSON REUTERS
UK

LATEST NEWS EJ) UNITED UTILITIES PLANS WATER BILLS RISE

b ) geute;s Mub\\ehflerls Tob storles ¢
usiness News !

Getthe latest business » United Utilities p

; msorvormne. BUSINESS & FINANCE  + orsasecose

% Sign up now+ » Manufacturers’ c

Youare here:  Home > Hews > Dddly Enough > Arficle

HOME

Lithuania considers name change
e In makeover plan

Top Hews Fri Jan 25, 2008 6:28pm GMT

L. B Email | & Print | < Share| (1 Single Page! ¢ Recommend - Text [+
World

Sports VILNIUS (Reuters) - Lithuania is thinking about changing its name in

English to something easier to pronounce in plans to boost its image,

Fechnology officials said on Friday.
Travel

The small southern Baltic state, in the shadow of neighbours Russia,
Entertainment 4

Germany and Poland, wants to raise its profile to attract more
Science:& Heol investments and tourists.
Environment 2 .
— A commission led by the prime minister approved a marketing concept

e which says the country of 3.4 million people should promote itself as

Oddly Enough daring. A name change is also being mulled.
Lifestyle - , . .

Lithuania's transcription in English is difficult to pronounce and remember
Blogs for non-native English speakers, but the name change is only an idea
Special Reports under consideration," said government spokesman Laurynas Bucalis, who
Video led the group behind the recommendations.

Source: http://uk.reuters.com/article/2008/01/2&ém4iuk-lithuania-name-idUKL2578236020080125

142



Another ’playful’ suggestion to change the nameafountry (in this case, Guatemala) was made bRIAS,
one of the fathers of positioning. According to hitme Central American country could best diffeieet itself if it
highlighted that it was once the centre of the Magpire, and, in order to shape its image that ey ,country
should use letter y instead of the letter | inntsme, making it Guatemaya. The local people coind their
historical roots in this name, and it would alscabaear signal for tourists (s —RIES 2002, p.150.)

lllustration 15: In the case of Guatemala, changirgname into Guetamaya might be logical as itcserve as a
reference to the Mayan heritage and related sights

Source: http://static.tumblr.com/lgoeafx/Rhalsagudéintlog.jpg

6. Country namesin slogans

If we are looking for the origin of the word 'slaga we must travel back to Gaul in time and spdgallic
people used the word 'sluagh-ghairm’ as a batife cr

Although we do not use the word as a battle crynamg, we can be sure that similarly to brand naslegans
are an extremely effective tool for the developmehbrand equity, as &TLER, the "Pope of Marketing” and
KELLER, one of the most famous experts of branding sattiéir bookMarketing Managemer{2012, p. 293.).

They also highlight that the role of the slogatviprovide a reference point or clue to customersrier make
them understand what's behind the brand, and whiemit special. (Kotler-Keller 2012, p. 293.)

There have been several attempts to define theealisnof good slogans, and experts usually mertieraspects
listed below (Papp-Vary 2013):

— It grabs positioning

— It has a clear message and communicates the "stityte product

— ltincludes "consumer and customer advantage”

- It differentiates: it is unique and original

— It carries a positive connotation

— ltis inspiring: it urges us to buy the productget more information about it

- ltis relatively short (not longer than 5 words)

- ltis easy to memorize and repeat

— It harmonizes with the logo

- ltis catchy and witty

— It can be used and sustained on a long term

Anyway, we only remember a few slogans. A test:

What is the Nike slogan? Was it an easy one? Ylst'do it”. What does it refer to? Basically,uggests that
you should not look for excuses, but get your spsiibes and run.

Okay, and what is the Adidas slogan? It is not gsy, is it? The two brands are head-to-head ctitoyseof
each other on the world sports market, with sindlales, both spending a lot of money on advertiskmyway,
their slogan is "Impossible is nothing”.

Now let us see the slogan of brands such as [&tiser, HBO and Calgon. These are probably easiecall:

- "Intel Inside”

—  "Gut. Besser. Gosser.”

-  "l'snot TV. It's HBO”

- And of course: "Washing machines live longer withlgon”

What do these slogans have in common? They alldiecthe brand name.
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This does not necessarily mean that only slogalteafimg this pattern could be successful, but in@ at all
surprising that BviD OGILVY said in his boolOgilvy on Advertisind2001) that the headline of an advertisement
should contain the brand name if possibleulP ARDEN, a former creative director of the Saatchi&Saatchi
advertising agency, also voiced a similar opinid®03).

Although they suggested this for advertisement lmeesl their statements are just as valid for shiegaor even
more (see by the bodkhe power of brand naméyg PAPP-VARY, 2013):

- ,Today, Tomorrow, Toyota” — the Toyota slogan says.

-, The Coke Side of Life” — as Coke suggests.

- ,You've been Tangoed” — said the slogan of the Tafigit (primarily: orange) juice brand, whose

advertisements featured a giant orange man witn@eicy to surprise unsuspecting people.

—"A Guinness a day is good for you.” — If the slogdeclares that it is good for us to drink it, th@e must
drink it. The slogan was first used in a campaigri928, and the reason for creating this slogahatit was
originally recommended as a medicineA(® 2003, p. 201-203.) Later it remained a beer, apddiaily portion
was also omitted from the slogan, so it became tAn@ess is good for you”.

— "Australians Wouldn't Give a XXXX For Anything El8e- this is the slogan of the Australian XXXX beer,
referring playfully to the English expression "dbgive a f...".

—  "Citi never sleeps” — the Citibank motto referstih@ great effort and hard work of the company stafs
also a reference to the well-known sentence "Thg That Never Sleeps” which is one of the "nicknatnier
New York, and the Citi headquarters are also latttere.

—  "No FT, No comment” — the slogan for the finandaily Financial Times

- "Come to Marlboro Country” — a slogan accompanied the world’s longest running advertising
campaign, where we could see a cowboy enjoyindréésiom.

—"Happiness is a cigar called Hamlet.” — accordimghie slogan, happiness is Hamlet cigars.

- "Maybe she's born with it. Maybe it's Maybelline-"a brilliant slogan by Maybelline cosmetics sugiges
that the lady was either born beautiful, or Mayibellmade her a beauty.

If this works in the case of products, then thera igreat chance that countries making the braneb rithat is,
the country name) a part of the slogan are onitfe way, too — at least they are right in the sethst their brand
can be clearly identified, and it is easier for th@sumers to remember the slogan.

The following examples have been created this waag, the illustrations below demonstrate their cptice

—  Smile! You are in Spain

- 100% Pure New Zealand

- Incredible India

- | feel love, | feel Slovenia

—  Britain is Great

lllustrations 16-24 — Examples for slogans incogpiog the country name

Source: https://citybrand.files.wordpress.com/204&mile-you-are-in-spain.jpg
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1005 FURE NEW ZEALAND (3

Source: https://m2.behance.net/rendition/pm/25186€H/4c20a23dd58300d7b26b5519ab339dc5.jpg

Navigate among Navigate among ‘f 4
sleeping giants, sleeping giants,

.ﬁ S " Discover New Zealand
from $1,298"

Enter atravel

| paradise like

&
AIR NEW ZEALAND &~

et bl hggoge g s oyl

Source: http://images.tvnz.co.nz/tvnz_site_imaga&inal_news/2012/08/not_pure_enough_for_expoijfsg,3and
http://imaginators.co.uk/wp-content/uploads/ruglmiZsjpg
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Source: https://nationbrandinglab.files.wordprems2011/01/india51.jpg, and
https://gtpcuninaefsjan2012.pbworks.com/f/132272%ndia_incredible-india-tourism-campaign-10.jpg

| |

Source: http://blogs.fco.gov.uk/leighturner/file313/05/2312457 .jpg

The most unique example is undoubtedly the last Asdt is clearly visible, the campaign highlighte word
'Great’, which is the opposite of what has beertassed above, that is, Great Britain would likeyéd rid of the
adjective 'Great’ for a numer of reasons. It migaem paradoxical, but this campaign serves the panpese in a
sense. Its message structure is built up in a Watyihstead of characterizing the coutry or the iemphe adjective
Great describes heritage, music, sport, entreprenemovation, or even shopping — all offeringagrepportunities.

However though, the key question regarding slogsupsobably not the slogan itself, but its consistese, and
this is valid for both for the geographical rangel the timespan of the advertisement, too.

146



"Maintaining absolute control and conducting thensacampaign in every country paid huge dividends ..
was just like McDonalds — you are going to get Big Mac”, said GORGEHICKTON, director of Tourism New
Zealand (seelRe 2007, p. 14.). If a country keeps on communicatiagnessage for years or decades, it will get
through and be imprinted sooner or later — just Nike's "Just do it” did. On the other hand, we anlikely to get
the expected result if we change the slogan frompaégn to campaign.

This is even more valid for countries than tradiéibbrands. In the case of product and serviceds;amewly
arrived marketing directors often want to leaveirtheark on corporate marketing, therefore they fiodt
completely new slogans, logos, and marketing conications concepts. The chances are even gredtee ifiew
head of marketing also starts to work with a newestising agency.

In the case of countries, regions and cities tlwtu@ may be even more complicated as a resulblitigal
games — in such situations, new leaders want teeptttat they are better or different, and theykhhat their ideas
are better "in any case”. This is not only true Kungary, but also for most of the world's courgtriResearch
conducted by 8VENin 1982, 1993 and 2003 showed that only six offthey-seven US state slogans used in 1982
were still in place in 1993, and only thirteen slog were used in 2003 out of the forty-three slegatamined in
1993. Within 21 years, most slogans changed, ahd six of them were used in their original versisee FKE
2007).

7. Summary

Although the terms nation branding and country tiag only appeared in 1996, there is an extendigeture
devoted to them, and organisations responsiblthéocoordination of country branding have beenterka several
countries.

The three main aims of country branding are: taettmore tourists to the country and increase 8pmending;
increase the number and value of foreign investséntthe country; and increase the internationakess of
products originating from the country.

To this end, country branding harmonises strategimmunications and marketing communications message
about the country. Its most important aspects gelthe building of the country image and a unifaiisual and
verbal identity. Country slogans and country lofpase been discussed in several publications, ardonames
(country names) have not been in the focus of aealywhich is rather surprising as brand namegssential in
communications.

But can a country change its name the way prodwtds do from time to time? As this article hasexd out,
examples do exist. In some cases the countriestawisbmmunicate their new beginnings through treeafsa new
brand name (in this case, a new country name)ekample, when colonies claimed their independetiee first
thing to do was to create a hew name for the cguSmmething similar happened when the former Sdvigon
and Yugoslavia broke up.

As this study has shown, some countries still hkeghanging their names on the agenda. Possible reasdode
the complicatedness of the country name, or itslaiities with the names of other countries, bodisulting in
disadvantages in the competition of countries.

A country name is also extremely important becatse the only common element in the communications
campaigns of the country — and wise countries naakmntage of this, sometimes even integrating thetcy name
in their slogan.
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