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& https://www.theguardian.com/news/2017/nov/07/nation-branding-industry-how-to-sell-a-country

The long read

How tos

These days, every p!

ell a country: the

booming business of
nation branding

ace in the world wants to

market its unique identity - and an industry
has sprung up to help put them on the map.
By Samanth Subramanian




Countryimage

“Thereisnowalong almostold history of professional work and
various efforts to consciously shape and develop country image”

arketing & 'Vienedzsment

The Hungarian Journal of Marketing and Management

1996



Country Image Center

Country Brand Council

Hungarian Tourism Plc

Hungarian Tourism Agency



Destination branding
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Country branding
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99 Magyarorszagon is megvan az esély, hogy érteRlancokat maga
kore szervezni képes magyar vallalatok és markak jojjenek létre.

Példakent Dél-Koreat hozta fel, ahol néhany évtized alatt a helyi, orszagon beliili vallalatok vilagszinten
ismert cégekkeé és brandekké valtak. Ezzel kapcsolatban egy képet is vetitett a tarcavezeto felsorolva
ezeket a dél-koreai vallalatokat (a felsorolasban jelen volt az SK Innovation, amely épp a mult heten
jelentette be 3. magyarorszagi beruhazasat, ami 681 milliard forintos értékével a valaha volt
legnagyobb egyedi zoldmezos fejlesztés), valamint melléjik emelve néhany kiemelkedd magyar
markat. Utébbiak kapcsan megemlitve, hogy

99 Magvarorszag egyelore regionalis szinten ismert vallalatoRRal,
illetve brandeRRel rendelReziRk.



'@.‘& Dél-Korea szamos vilagszinten lsmert

O o vallalattal es brandde| rendelkezik
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But thisis not just about money

HUNGARIAN






Therole and effe_cts of
country branding:

Countryimagein the_
enlarged European Union
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Country brand probably does exist.



We think of other countries as brands
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"Although companies encourage brand
building through marketing programmes
and other activities, a brand is ultimately
something that exists Iin the minds of

consumers. (..) The strength of a brand
depends on what the customer has
seen, read, heard, learned, thought

and felt about the brand over time. In
other words, the power of a brand lies in
the minds of existing or potential
customers and the experiences they have
had with the brand, directly or indirectly.”

PHILIP KOTLER-

EVIN LANE KELLER




02

Country brand probably does exist.
Country branding probably doesn't.
And even If it exists, it Is definitely
not about slogans and logos.






"The slogan's "role isto provide the consumer with a useful grip or
reference point to understand what is behind the brand and what
makes it different.”

Kotler

MARKETINGMENEDZSMENT
Keller




LITHUANIA

DENMARK . .
: Real is beautiful
Happiest place on Earth!
BELGIUM cROATIA _ESTONIA
The placetoBe  CZECHR.  py|l of life EPIC Estonia
Land of stories LATVIA
AUSTRIA Best enjoyed slowly :
- - f
Arrive and revive
FINLAND
.|CELAND -/ | wish | was Reveal y(
Inspired by Iceland NORWAY  sweoen in Finland
UNITED KINGDOM Powered by g gvAKIA UZBEKISTAN
Home of amazing moments ~ N3Wre frayel in Slovakia © Naturally irresistible!
SCOTLAND NETHERLANDS - Good idea
-\spmmfu[s;:;lmn ‘The original COO' [ ] A GEDRG'A
DHscover your England BELARUS For the best moments
WALES FOLAND Hospitality of your life

|RELAN D #FindYourEpic ~ o ©

_ o GERMANY  Moveyor
mp into Ireland S

Simply inspiring .
LUAEMBOURG et
Live your unexpected ®

FRANCE ™8 uscsmeasien @
Rendez vous ©

I
Ju

SWITZERLAND

moments: @ @

Get natural i '
ANDORRA en France  Made inltaly 350, 5000,
The Pyrenean Country ® oy iong Monao san i TOE PeArTOf
San Maring For Al
SLOVENIA- ALaaniAe ®
SPAIN | feel SLOVERia i capy  Goyour own way!
PORTU GAL ® Think Hungary more

#Spainindetail than expected e
MALTAY  wild Beauty
Tiu i Meditenanean z

Europe's West Coast

Move your Beyond Barders

ROMAN 4 Discover the
Explore the routes-of |Ife
Carpathian garden

GREECE ORI
All Time Classic

KAZAKHSTAN

UKRAINE ARMENIA
It's all about U Visit Armenia,
MOLDOVA it is Beatriful The Ia nd Of WO nd

BULGARIA

@ Adiscovery toshare g . KYRGYZ:
A Oasis on the Gri
TURKEY N TURKMENISTAN TAJIKISTAN

Be our guest Feel the friendshi

| fee.lr:-ijk!lil:nisia i Cypru: ;.P;Lisr heart bi';.fg;ul IRAQ I RAN
“ M:CE_D‘.?P ‘”‘l LERANON The other Iraq AFGHANISTAN
MOROCCO R QL i TR irdistany You Are
Much mor ALGERIA e Invited
Tourism for @ i KUWATT PAKISTAN
EGYPT SAUDI It's beautiful -
everybody LIBYA Where it O . it's Pakistan
WESTERN all begins ARABIA  ynere rear
EX erience come ta life
SAHARA pe o
to discover

Beauty has an address I ncr
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Therole of the logo i1s no different than
a visual representation of the name.
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The logo for Spain, created by Mir6 has been used consistently since 1983
— many countries are trying to imitate this visual approach

CSpNA
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"There /s notasingle case study
showing that general country
marketing campaigns change the
countryimage.”

- e
<l

Competitive |
ddentity

How We Can Repair the World
in One Generation
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Branding is always narrowing down -
but the country is complex.



What is better:
If a country/nation has a pure, simple image?
Orifitisrich, complex, perhaps full of contradictions?
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In fact, there are many different
opinions about a country -
public opinionis not so public



WHO IS TO BLAME FOR THE CONFLICT IN UKRAINE?

80% @

Ukraine

AIATM™ INatE a2 =
w AU — uUnitea States

-wr .
60% 9 v

40%

20%

0%
Japan United  Germany  France Brazil United South Turkey India China
Kingdom States Africa
Market of Research

Brand Finance’ Source: Global Soft Power Index 2022 brandfinance.com/softpower




|
BRAVE UKRAINE.
COUNTRY BR@’&“ HOME OF
NEEDS nifs b THE |,
BRaVE YOU BRAVE"
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Accordingto global public opinion
10-20 countries are outstanding -
but we don't know too much about

all the other countries and dont't even bother



Ranking

low
10 9 8 [ 4 6 5 4

Germany
Canada
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CITY OF
VILNIUS




'ﬁ"

[ }| 19 0:09!2:1l0

Q viLnius
Do you know where Vilnius is?

83 939 megtekintés + Premier datuma: 2020. febr. 3. : 16E {.f.?,r_'JI.T 23 . MEGOSZTAS =, MENTES
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If someone throws stones at you,
throw back humourl
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WIKIPEDIA
The Free Encyclopedia

Main page
Contents

Featured content
Current events
Random article
Donate to Wikipedia
Wikipedia store

Interaction

Help

About Wikipedia
Community portal
Recent changes
Contact page

Tools

What links here
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Article Talk

Polish Plumber

From Wikipedia, the free encyclopedia

Polish plumber (French: le plombier polonais, Polish: polski hydraulik) was a
phrase first used by Philippe Val in Charlie Hebdo and popularised by Philippe de
Villiers as a symbol of cheap labour coming from Central Europe as a result of
the directive on services in the internal market during the EU Constitution
referendum in France in 2005.

Frits Bolkestein, the creator of the Directive, noted during a press conference that
he would like to hire a Polish plumber because he found it hard to find a good
handyman for his second house in northern France. The proclamation caused
considerable controversy and debate in France. The mayor of the village in which

Bolkestein resided gave him a list of available plumbers he found in the phone
book_[cr'farfon needed]

The "Polish plumber" was also featured on a poster by the Polish tourism board
in response to what was perceived as negative rhetoric against Poland. The
"Polish plumber", portrayed by 21-year-old male model Piotr Adamski, beckoned

Cramah tmnniriats ta aarans +Aa DalamA T ~hirds s

1tara Alaa maAarmifFantiirad AnA A FAllaaae

Read Edit View history |Search Wikipedia

® Qa ¥ 6
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%
B
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Palish tourism poster featuring the so- &
called "Polish plumber". Caption: I remain in
Poland, do come over en masse.
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ROMANIANS
ARE DENIGRATED

ON THE INTERNET

romanians are '

romanians are stupid Cautare a
romanians are ugly

romanians are scum

romanians are vampires




ROMANIANS

ARE DENIGRATED
ON THE INTERNET

romanians are '

romanians are stupid Cautare &
romanians are ugly

romanians are scum

romanians are vampires

IF YOU'RE NOT SCUM. UGLY
_ g~ OR RUDE, THEN VISIT

- romanignsagresmaori.com

ROMANIA'S IMACE
/@)% ON THE INTERNET!
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ROM: Romanians are smart Case Study

8 307 megtekintés + 2013. m3j. 22. 68 & 14 4 MEGOSZTAS MENTES



romanians are |
romanians are smart
romanians are beautiful
romanians are latin
romanians are intelligent

THE‘ CAMPAILN ONE DAY TV MARATHON AT
HITS THE NEWS ROMANIAN TOP NEWS TV CHANNEL

=" w -
H "
EN THEE. ROMANIAN! ’ CRISTIAN MAMAFI

.: 675.052 IHTERHET
smart cearches! L SR

-.lllll-l-.lllu-nﬂlllll.ql -|l|||. I-ll—l.ll
T Tmy oy

WWw. Hﬂ\TAHIAHEAHEEHﬂHT com TOP BLOGGERS ADOPFTED FEOFLE PROUDLY SUFPDORT
THE CAMPAICGN ROM'S MOVEMENT




why are hungarians called mongols
why are hungarians so dark

why are hungarians so miserable

why are hungarians so bequtif_ul"

why are hungarians so angry
why are hungarians depressed
why are hungarians obese

why are hungarians so smart

why are hungarians called hungarians




GULTURAL LEARMIHES OF AMERIGA FOR MAKE BEHEFIT GLORIOUS NATION OF KAZAXHSTAK

IN THEATERS NOVEMBER 3%

Borat Sagdiyev '

TRAVFI ING ACANSS 1ISA







kazakh
tourism



kazakh
ouri

CALARHOIAN. VERY NICE
TS
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Although people don't know too much about
most of the countries of the world,
they can still have an opinion -
that is why country brand models
and rankings can be useful
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UK — Top-of-mind associations

London  Wealth  Ernvironment  Tradition Serenity  Palace

Countryside Pleasure Kingdom Advanced stability Superb Inspiring Financial
Exciting  Architecture Dynamism

Happiness Castles Technology Tourlsm Oueen Developed

Dream Innovative FishandChips Kind Friendly Family Cosmopolitan Modern

Rel:ﬂ Unique English RO al Famll British
Economy ya "ellly e

Rovalty rremerteague Lan uage
Educat:on y y " y g g
Beautiful ISt
Heritage

y Secured Diversity
Politically Strong Rain Football Global Theatre Stylish Safe Wales

Culture



China — Top-of-mind associations

History Innovative Lively Grow Intelligent Education

Karate Advanced Technology Cell Phone Smartphone Appreciation
Sophisticated  Diligent

Pleasure  New Superpower  Sight Seeing C U ItU re Coronavirus Epic Country
Import No Comments  Traditions Populated Food Price Ecology  International

Dusty  Population  Wall New  Landscapes  Wealthy Infrastructure






Nation Brands
Index*"

Thought Leadership Series
May 2020
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Dimension Individual factors for each dimension
Tourism Traveltothe countryin case money were no object;

Naturalbeauty;
Historicbuildings;

A city with a lively atmosphere

Export Science and technology;
Buying products;

Creativeplace
Governance Competentand honest;

Rights and fairness;
Peace and security;
Environment;
Poverty.
Immigration and investment Work and life;
Quality of life;
School qualifications;
Businessinvestment;
Social equality
Culture Sport;
Cultural heritage;

Contemporaryculture
People Youare welcome;

A close friend;

Employability



Scotland’'s example

Investment Export
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It iIs hard to build up
a good countryimage (country brand),
but itis easytodestroyit -
althoughitis not that easyto destroy either.



Anholt-Ipsos Nation Brands Index 2020

For the sixth
successive year,

GERMANY
IS no.

Remains in 4th

place for
CULTURE

as a worldwide
brand in a comparison
of 50 countries

TOURISM
climbs to

9th place
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The Big Read Deutsche Bank AG | + Addto myFT )
Deutsche Bank looks to escape a
decade of scandal and strife

Germany S
biggest scam?
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Don't jJust do good for ourselves -
but also for other countries.
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‘Be good if you can, and the rest
doesn't matter!”

STATE
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The big problems are global problems

* Migration

* Terrorism

e Deep Poverty

* Inequality

« Climate change
 Pandemics and biosecurity
« War conflicts
 Humanrights

->They cannot be solved by inward-looking thinking.

Anholt: "We need more cooperation, more collaboration, a little less competition.”



HOW CAN WE DEFEAT GLOBAL CHALLENGES such as climate change, pandemics, war,
reerer e Al extinii
mmmmmmmgmm%wnmhdnwh
wyhmmﬁﬁngﬁﬂpmﬁwhwmc&ymw,mnhmﬂ
.hmﬁ&hﬂm—andndh&hwhgbmmm q\mﬁ.ﬂn.'l]: GaoaConmy

“From the loveliest descriptions of people and places he’s encountered over the years, Anholt
distills some marvelous and deligheful insights. He ruminates on our wretched condition.. ..
and offers up a gem of a proposal to reverse that trend”

—Zeid Ra'ad Al Hussein, former UN High Commissioner for Human Rights

“Anholt’s book is a remarkable achievement. Not only does he explain the challenges facing the
world with unique claricy, he also provides genuinely new, informarive, pracrical, innovarive
solutions . .. a must-read for anyone who cares about humanicy’s shared furure”

—His Excellency Mohamed Abdullahi Mohamed, President of Somalia

“An inspiring book with practical recommendarions on how to build a berrer world.”
—Peggy Serame, Minister of Investment, Trade, and Industry, Botswana

“Teying to make sense of what is going on in the world? This is your answer. Simon Anhole, one
of today’s most original and influential chinkers on international affairs, makes a convincing case
for why countries should cooperate rather than compere in today’s world of global disorder”

—Alexander Stubb, former Prime Minister of Finland

“This important new book is a must-read for anyone who cares about the furure of humaniry
and the planer. Anholts message of cooperation and collaborarion is a true beacon of hope in

troubled times.”
—Bocchit Edmond, Minister of Forelgn Affairs, Hait

“The ability to accurately observe and understand the complexity of our world is not so common.

Anholr is one of the rare people who have ic.”
—Valdis Zatlers, former President of Larvia

Simon Anholthaudﬂwdﬂ'rmmwm more:
effective international engagement.

@ Berrott-Koshler Publishers, Inc.
BEK www.bkeonnection.com

1995 BUIINESS /GLOBAL AFFAIRE T
158N 978-1-5230-8961-1
US $19.95
CAD $25.9%
# 83 -~
Comoreien

NOILYND3 AHLNNO3 0009 am HIGHNY

SIMON ANHOLT

FOUNDER OF THE GOOD COUNTRY INDEX
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How We Can Repair the World

in One Generation




The

Good
Country
Index

> »l o) 033/17:54

Which country does the most good for the world? | Simon Anholt

4 964 583 megtekintés + 2014. jul. 2. 85 MIo1E 4 MEGOSZTAS =. MENTES



good,
gooder,

goodest.

Ranking of selflessness



The Good Country Index

Science &
Technology
Global Contribution

Filter... (]

Culture
Global Contribution

Denmark

Netherlands

International Peace
& Security
Global Contribution

World Order
Global Contribution

Planet & Climate
Global Contribution

Version 1.1 1.2 13 14

Prosperity & Health & Wellbeing

7. Global Contribution
Global Contribution B N
()




The lesson learned

‘Bragging about your own country, which is what governments so often
end up doing. is like a standup comedian who goes onstage and tells
the audience how funny he or she is.

Don'ttell them to laugh. Be funny.

And likewise, for countries:
Don'ttell them to admire you. Be admirable.”

(Simon Anholt)



+ DANNY WALLACE'S

HOW T0 START
OUR |hl

COUATRY

ik

“H Stice ol Magic” %’?’7 | syt
+ Wigws of The Mo vk
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i o on ABE
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Scruffy presenter Danny Wallace doesn’t look much like a king but what the
heck, he seems like a nice boy — and either way, he’s hell-bent on becoming
one in this enjoyable six-episode romp, aired on BBC2 earlier this year.

The end results are pleasantly futile — the only territory the wannabe ruler
can lay claim to is his flat; his constitution consists of one rule (‘Be Good"),
his government ministers are mates and the poshest tailor in Savile Row
won't knock him up a regal parka.

What's more fascinating is the globe-trotting research he does to learn the
legal and moral complexities of statehood and leadership.
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It is rarely possible to shape the whole
country brand, but there are examples



W

DISTINCTIVE

Make it different fromthe others'.
Verydifferent.

RELEVANT

Ideas that can be incorporated are onesthatare
related to an existingone

CONCRETE TRUE
Something concrete is memorable. You must not lie.
Somethinggeneralis not. Positioning is the truth told well.
ST
NARROWING
We need to define what the countryis a MOTIVATING
and whatitis not. Move tourists and locals alike.
Say less, keep it shortand simplel
==t b N
STRATEGIC

EXPERIENCE

Canbeusedinthelongterm,ithasimpactonthe Feelings like WOW, AHA. or HA-HA

country's activities, not just communication

[ITITEES



Which countries are these brands from?

Bolt
“/TransferWise )

taxif
LINGVIST W y
n 5 l %’Pﬁm,/
@ -A PPLY A
SOURCE OF SUCCESS Student Admission Platfor







e-estonia
The digital society

Can betranslated into both concrete actions and communication



e-Estonian

Showroom

.-. éi;t;l@- .




10 million "citizens" from 1,4 million?

E-RESIDENCY EXPLAINED

» It is a secure digital identity issued by Estonia

which allows digital authentication and the B s 'y

digital signing of documents. == p————
» Since December 2014, foreigners (including ﬂ‘— | =
Indians) can apply for it ‘: .

» It is not a citizenship nor a visa (It does not —
provide any rights of entry to Estonia or any EU country)

» An E-resident can set up a company in Estonia, and the digital signature recognized
across EU facilitates ease of doing business in the region

» At present, applicants have to travel to Estonia to apply for E-residency, which is
awarded after a two week wait period, background check and payment of 50 euros

(approximately Rs 3,500)




)

)

-‘

(

#ﬁﬁ-— S~ Y
This guide helps you to INtro - in a way that raises interest, gaimmtﬁuskar‘d makes you proud.
It provides a fremweﬂeand a set of tools to talk about our country and connect it Wi ay about
yourse|f, your c0mpanyepo£gaﬂisation.

Just remember; please do not start with “t's a small country...”

READ MORE
story

stoniai for mdepe,ﬁentmiﬂdéme things getdone and there is always room for new ideas.
That's Estonia in on€ sentence.
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3><Dlore estoma
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visit estonia
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We canstill try branding a country
- but marketingis only a small part.



.80% of country branding is innovation,
15% coordination and only 9% communication.”

(Simon Anholt)



1. Centralidea
2. Stakeholder management

3. Publicpolicy and
professional policies

4. Digital identity
2. Marketing

JOSE FILIPE TORRES

FOUNDING PARTNERANDCEO @
BLOOM CONSULTING

<2

>l 49_ 0:07 / 2:23

Bloom Consulting - What is Nation Branding?




Fiatalos, lendiiletes és lényegre tHrG @sszealiitis az orszigmarkak épitisének fontossagardl,
folyamatardl és korlatairol. Hianypotié munka, amely a rendszerezett elméleti alapok Sttekinté-
se utan gyakorlati irdnymutatisokat fogalmaz meg a téméval elmeleti vagy gyakoriati szinten
foglalkozik szamara. Ajanlom a kinyvet mindazoknak, akik szeretik 2z igényes és olvasmanyos
szakkinyveket, és akiket éniekel, hogy miként lehetne Magyarorszag orszagimazsat innovativ
madon formaini
Dr: habil. Deli-Gray Zsuzsa,
kutatoprofesszor, ESSCA School of Management

A kitet friss szemiélete szerint az orszagimizs formalisa alapuetSen asszociacio- és reputacio-

épités. Komplex, valtozékony és kihivasokkal teli szakteriilet. Papp-Vary Arpad nemzetkizileg

alismert szakemberként paratian és nélkilozhetetien Gtmutatot hiztosit azok szamsra, akik
a téméban barmilyen madon is érdekeltek.

Dr. habil. Fehér Katalin,

tudomanyos fomunkatsrs, Budapesti Gazdasigi Eqyetem

Termékmarkat épiteni nem kimnyii feladat, orszagmarkat épiteni ennél is nagyobb kihivas. it
a professzionalizmus mellett szamos mas, szakman tili faktor gazdagitja a képletet. A szerzo
vitathatatlan erénye, hagy ezeken feliilemelkedve szakmai keretet ad, struktirat vizol, példakat
hoz, ellentétes Sllaspontokat villant fol, mikézben nehézségekre is ramutat, kbztik talan a leg-
fontosabbra: nincs orszagmarka-épités orszagépités nélkil, hisz a markat végsd soron mégiscsak
maga a termék hatarozza meg.

Dr. Nagy Balint, az international Business School (IB5) marketing tanszékének vezetdje,
az Orszagmirka Tandcs (2009-2012) tagia

Magyar nyeiven ilyen alapos attekintés az orszagmarkazasrol még nem jelent meg. Atfoga, alapos,
olvasményos, az olvasit egy ij vilsggal ismerteti meg, amelynek akarvarakaratlanul & maga is
szerves része. A konyv egy igéret: olvasoja megértheti a helymarkazas sajitos hatarteriiletet
a marketing, a markazas, a fogyasztdi pszichologia, a stratégiai tervezés és a kozisségépités
sajitos elegyét.
Dr. habil. Kidsr Magor,
egyetemi docens, Babes-Bolyai Egyetem. Kolozsvar

A MERSZ okoskonyvtdrban
is olvashatd
@

www.akademiai.hu www.mersz.hu

Orszagmarkazas

AKADEMIAI KIADO

Orszagmarkazas

Versenyképes identitas
€s imazs teremtése




1) Introduction, clarifying the objectives of country branding
2) Setting up a country branding work group
3) Country brand research, surveys and their analysis

4) Positioning: the central idea behind the country brand strategy

6) Creating a consistent visual and verbal image

)

)

)
5) Integrating positioning into product development

)
7) Using an integrated marketing communication mix
)

8) Regular monitoring, evaluation and feedback



Wisdom:between short-term promotion and long-term image
management.

Patience:because the image of places changes very slowly, taking
years, even decades.

Imagination:because it isinnovation and creativity that really drive
things forward.

Attention:always being cautious about what is best for the country,
nature, the economy, society and the community.



Thank you!

Arpad PAPP-VARY
papp-vary.arpad@uni-sopron.h

Wonders

( WO THINGS TO DO 2 PLACES TO GO 4

HUNGARY

Nationaf Blve Trail =
‘Bakk Mountains
Eger region
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