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Country Branding and Social Media Technology. 
Practical Issues in Development of a Successful 
Country Brand 
Abstract 
Background Today we live in an extremely dynamic world. Some of us were born in countries 
with developed economy, well functioning civil society and established country brand. Some of 
us live in developing countries, which are trying to do their best on international arena. 
Unfortunately, very often the latter do not have a clear coordinated vision of moving forward. 
This makes it hard for international society to grasp the concept they assemble. One thing is 
clear – developing, and often developed, countries need to build their country brands in order to 
get the attention and interest from the outside world. At the same time, there is a very clear 
trend of the world’s population migration towards social media, which is capable of bringing 
additional benefits. 

There are two important Research questions in this master thesis. The first one is: “What are 
the Essential Conditions for Creation of Unified Country Branding Strategy?”. The second 
research question is: “What are the Necessary Components for Country Branding Strategy 
Implementation Applying Omnifarious Social Media Technology Resources and Potential?”. 

As the incentive of this master thesis is to understand, describe, structure and build certain 
practical guideline for country brand strategy in a social media environment, different research 
methods and data are used for this purpose. The main ones are the synthesis and analysis, aimed 
at the procession and extraction of valuable information, as well as its’ conversion into part of 
the universal country brand strategy approach. Observation technique was also used to proceed 
with the research, since the country branding is an on-going process, which needs constant 
follow-up to gather the facts. Intended target audience for this master thesis are national 
governments interested in country branding and struggling to find a starting point for it, country 
branding agencies, as well as all individuals, working or interested in the field of country 
branding. 

Results Any country is not just a country – it has certain image. However, this image often 
consists of some chaotic uncoordinated actions of different people. This research aims to 
develop the step-by-step strategy for country branding, involving right organizations and people 
and following synchronized coordinated communication strategy in social media. More 
precisely, the author discusses the vital importance of coordination of both communicative and 
marketing strategies between the governmental authorities and organizations responsible for the 
implementation of the country branding strategy, as well as coping with misbelieves and 
stereotypes about the country. The research then touches upon the significance of engaging 
appropriate logotypes, mastering synergy between formal and spontaneous country branding 
process, correct identification of the brand messenger, as well as negative outcomes of 
government’s impatience regarding the visible country branding results. After having outlined 
major milestones in the strategy of building a country brand, author of this research proceeds to 
the country brand’s strategy implementation through the social media technology channels, 
outlining most important aspects and issues. This in no case means that the author came up with 
some universal remedy for every country, since all and every country needs different 
approaches for its branding, based on its geographical position, current state of the economy, 
cultural values et al. (this is a delimitation for the research). 

Conclusions The aim of this work was to suggest a guideline for a country brand strategy 
implementation with a social media technology as an instrument. The outcome of the research 
is, therefore, a creation of the structured starting point guide for countries willing to declare 



 

 

them selves to the world society with a credible and attractive country brand, but clueless where 
and how to start. 
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1. Introduction 
This chapter will explore the country brand phenomenon, which has been around for 
several decades now in its different notions, followed by the identification and definition 
of the research problems and methodology applied. It will also give an overview of the 
social media scope available for the application and promotion of the country branding 
strategy. These will be pursued by the examination of the country brand’s definition, 
establishment and key attributes, as well as the different literature studies devoted to 
country brand’s research to give the clear understanding about its role in the modern 
highly competitive society. The final subchapter will be focused on the identification 
and definition of the problems in the research area. 

1.1. Country Brand Phenomenon Background 
The world around us is changing extremely quickly. It takes a lot of efforts from countries to 
forecast the ups and downs in world economy and make all necessary adaptations in time. 
However, this process is way easier for countries with already established country brands, than 
for countries, which are just starting to develop their brands on international arena. This is due 
to the fact that consumers seem to be interested in already developed concepts and brands. 
There is so much information in modern society that people do not have time and desire to 
comprehend the underdeveloped country brand ideas. As Simon Anholt (2005) has observed “in 
order to navigate through the complexities of modern society, people need shorthands for 
countries, and if countries do not do whatever is in their power to ensure that the shorthand is at 
least positive – it can never be complete or entirely fair – they may well end up with a 
damagingly negative one”. 

The first references to such phenomenon as country brand appeared already several decades 
ago. Though, it was titled with a different term. It is reasonable to say that the phenomenon of 
“country brand” has many notions. Papadopoulos and Heslop (2002) refer to Tan and Farley 
(1987) who “as early as 1987… called a ‘product’s country of origin’, or its product-country 
image, and its potential effects the ‘most-researched’ issue in international buyer behaviour”. 
According to Papadopoulos (2004) research related to product-country image goes back to 
1980’s, when governments and companies started regular campaigns to protect national 
producers and compete against imports. In 1990’s these activities became more aggressive 
targeting at the exports promotion. Tourism destination image also became important pursuing 
to promote tourist destinations and to sell services and products, as well as foreign direct 
investments attraction practice. Kotler and Gertner (2002) invoke Shimp et al. who “applied the 
term ‘country equity’, referring to the emotional value resulting from consumers’ association of 
a brand with a country”. They also quote Porter (1989), who expressed his market observation 
that “the challenge of national economic development has gone beyond the limits of public 
policy. The new economic order has transformed economic development into a market 
challenge as well. Nations compete with other nations and strive to devise sources of 
competitive advantage”. This statement was also confirmed by Anholt (2005), who indicated 
that “notion of brand management for countries is fast becoming accepted as a potent tool for 
competitiveness in our modern world”. In the same paper Anholt gives the notion for ‘place 
branding’ as “as a species of self-defence (which is often pre-emptive) against the tendency of 
the marketplace to vulgarise, to trivialise and to summarise in ways which are often unfair”. 

Simon Anholt (1998) was the first to come up with the term ‘nation brand’. The following 
observation led Anholt (2008) to coin the term ‘nation brand’: “the reputations of countries 
(and, by extension, cities and regions) function rather like the brand images of companies and 
products, and they are equally crucial to the progress, prosperity and good management of those 
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places”. Dinnie (2008) defines nation brand as “the unique, multi-dimentional blend of elements 
that provide the nation with culturally grounded differentiation and relevance for all of its target 
audiences”. The given definition of the nation brand detects that brands exist in consumers’ 
minds rather than being created and fully controlled by the marketing functions. Anholt (2008) 
also confirms this statement saying that “Places get their brands from public opinion, not from 
marketers or governments”. Moreover, he comes up with a new term for nation brand – 
‘competitive identity’, which, in his opinion: 

“better communicates the fact that managing the reputations of places has more to do with 
national and regional identity and the politics and economics of competitiveness than with 
branding as it is usually understood in the commercial sector. All places certainly have 
their brand images, but the extent to which they can be branded is still, quite properly, the 
subject of intense debate. Many governments, most consultants and even some scholars 
persist in a naive and superficial interpretation of “place branding” that is nothing more 
than standard product promotion, public relations and corporate identity, where the 
product just happens to be a country, a city or a region rather than a bank or a running 
shoe.” 

As is evident from the above described, there are a lot of different terms for such phenomenon 
as country brand. The author would not like to discuss which one is more appropriate to be used 
in this paper, since all of them have reasons and right to exist. That is why it was decided to use 
such term as ‘country brand’ to tie all the terms’ substance and come up with a successful 
country branding strategy. 

1.2. Social Media as an Important Country 
Branding Tool 
The world’s population is growing continuously, so does the number of people accessing 
internet and connecting with each other through social media. The world is becoming smaller, 
the distance disappears and people become much closer to each other than they used to be not so 
long ago. Li and Bernoff (2011) say that “the Internet is not some sandbox that can be walled of 
anymore – it is fully integrated into all elements of business and society”. Meanwhile, social 
media became a number one online activity around the world having outranged personal email 
and porn. Here is a social media usage statistics (Ansonalex.com, 2012) which makes it very 
clear that social media are growing extremely fast and gain attention of enormous number of 
people over the world1: 
Facebook: 

• Facebook has 845 million active users. 
• Regular Facebook user has 130 friends. 
• Regular Facebook visit is 23 minutes. 
• 46% of Facebook users are over 45 years old. 
• 57% of Facebook users are female and 43% male. 
• 57% of Facebook users have studied in university, while 24% are bachelors or have 

graduate degree. 
• 47% of Facebook users earn between $50,000 – $99,000 annually and 33% of Facebook 

users – between $25,000 – $49,999. 
Twitter: 

• Twitter has 127 million active users. 
• 54% of Twitter users use it on their mobile devices. 
• 36% of Twitter users tweet at least once a day. 

                                                      
1 The statistics indicated below deals only with the worldwidely spread and used social media and it 
doesn’t take into account any local social media. 
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• Regular Twitter visit is 14 minutes. 
• 59% of Twitter users are female and 41% male. 

Google+: 
• Google+ has had 90 million visitors. 
• Google+ users are 71% female and 29 % male. 
• The most common occupation of a Google+ user is an engineer. 
• 44% of Google+ users are “single”. 

Pinterest: 
• Pinterest has had 21 million unique visits. 
• The main locations for Pinterest users are USA. 
• The Pinterest users show top interest to crafts, hobbies, interior design and fashion. 
• 82% of Pinterest users are female and 18% male. 
• Regular Pinterest visit is 17 minutes. 

LinkedIn: 
• LinkedIn has 150 million users. 
• 75% of LinkedIn users use it for business purposes. 
• 2 million companies are registered on LinkedIn. 
• 50% of LinkedIn users have a bachelors or graduate degree. 

The abovementioned social media statistics gives a clue to the facts that social media have 
become one of the most influential sources in making purchasing decisions. Social networks 
have unbelievable broadcasting power and it is democratizing communication between people, 
who contribute the web content to social networks. 

Li and Bernoff (2011) divide the social media users in several groups depending on their 
participation in the social media web content consumption and creation starting from the 
Creators group on the top of the ladder, which is actively contributing to the social media by 
writing a blog, uploading photos and music, etc. to Spectators and Inactives on the bottom of the 
ladder with Conversationalists, Critics, Collectors, Joiners in the middle of the ladder. A closer 
look to those groups is given in Figure 1. 

Figure 1 Social Media Consumption and Contribution Ladder (North American 
Technographics; European Technographics, 2011) 
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Thus, taken the extreme social media growth, it has potential to become one of the cheapest, 
fastest, simplest and most efficient instruments of country branding, especially compared to 
traditional media. But it has to be kept in mind that it is not only the social media, that is 
important. Well elaborated consistent social media branding strategy, as well as the country 
brand stakeholders’ commited actions and long-run perspective concentration are capable to 
create a new exciting country brand with much smaller costs than a tradinional campaign would 
require. 

1.3. Intended Results and Research Questions 
To study country brand strategy’s phenomenon and its implementation in social media tools, the 
author used different research and case studies, as well as different country branding practices. 
They will be discussed in the Literature Overview and Applications subsection. On the one 
hand, there are many such studies available today, since the context of country brand is 
becoming more and more important in modern society due to its close link to economy 
development, market shares, profitability, competitiveness,  country positioning. Hence, it was 
not a big problem to find important pieces of country brand theory information.  

On the other hand, the main purpose of this work was no to summarize the available 
information, but to create a holistic universal practical approach for country brand strategy 
implementation by means of social media. And this was not an easy task to perform. Since all 
the case studies are based on concrete examples of country branding embodiment. But each 
country is different and special in its own way. For example, Georgia will not be able to build 
an ice hotel and get an enormous publicity with it, as Sweden did. That is why each and every 
country needs a special country brand strategy approach to elaborate on its strong, remarkable 
sides and find a point of difference. However, this is not possible to fulfill without having 
previously built the plan for country branding strategy. This plan should be based on specific 
things-to-do, which are obligatory for every country starting its country brand promotion. 

The research questions were defined after having studied the available country brand readings 
and include: 

• creation of unified country brand strategy; 

• coordination of the communicative and marketing strategies between the national 
government and outsourced organizations; 

• overcoming stereotypes about the country; 

• elaboration of the appropriate logotypes; 

• control and formalization vs. spontaneity in country branding process; 

• designing the brand and identifying the messenger; 

• quick expectations of the government and its negative outcomes; 

• country branding strategy implementation applying omnifarious social media resources 
and potential. 

1.4. Methodology 
As the incentive of this study is to understand, describe, structure and build certain practical 
guideline for country brand strategy, different research methods and data were used for this 
purpose. The main ones would be the synthesis and analysis, aimed at the procession and 
extraction of valuable information, as well as its conversion into part of the universal country 
brand strategy approach. 
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Observation technique was also used to proceed with the research, since the country branding is 
an on-going process, which needs constant follow-up to gather the facts. Socio-political and 
economical follow-up of the past and current country branding strategies is an essential research 
method for this master thesis, since author needs to be well informed in order to have a deep 
understanding of the processes taking place in country branding. For the above mentioned 
purpose the data was collected through online searches, studying the national country branding 
campaigns, media articles and reports, academic publications in data bases, presentations at the 
conferences. 

The deductive method is also very important for this research as the analysis of the actual 
country branding phenomenon is followed by the country-by-country branding examples 
outlining the practical guideline for creating a successful country brand with a help of social 
media.  

The comparative research method was used, which is based on compilation of the unknown 
researched phenomenon with already explored existing phenomenon in order to find general 
similarities or differences between them. 

The method of abstraction is also on the top of scientific methods used in this master thesis 
since it is vital for the research to detach substance from insignificant information in order to 
disclose the internal substance of the phenomenon, its’  sustainable and common ties. 

For, as it was mentioned above, the available studies are mainly based on country-by-country 
analysis, as well as theoretical country brand phenomenon description, the goal of this study 
was to create an empirical framework for successful country brand strategy development and 
implementation. However, this could have created such limitations for this research, as the 
author not being fully objective due to being just a human. Nonetheless, the below presented 
study should give the answers to above defined research questions and present the success 
factors for country branding strategy execution. 

When it comes to the practical issues in development of the successful country brand the author 
makes use of the Country Branding Strategy Methodology by Torres (Figure 2). 

Figure 2 Country Branding Strategy Methodology (Torres, 2009) 

 
 
 
The above mentioned methodology consists of two essential phases – consultancy and 
implementation –, and eight consecutive steps: 

1. Analysis. 

2. Enrolment. 

3. Foundation. 

4. Intellectual Advice. 

5. Strategic Plan. 
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6. Visualize. 

7. Marketing. 

8. Quantify in #. 

Each step of the methodology is carefully examined in the Results section 2.2.1. of the master 
thesis. 

1.5. Literature Overview, Background and 
Applications 
Although the country brand is a relatively new phenomenon compared to such study and 
practice areas like law, economics, physics et al., there already exists a huge and growing 
collection of literature and knowledge in this area. The multi-dimensional character of the 
above-mentioned phenomenon tolerates also other research areas such as marketing, sociology, 
politics, history, societal and historical development, cultural identity and so forth. Thus, 
country brand practitioners should involve those studies in their work, since it allows getting the 
multi-dimensional view on country brand strategy and going far deeper into research. 

Philip Kotler, Wally Olins, Simon Anholt, Nicolas Papadopoulos, Louise Heslop are the most 
well-known researchers and practitioners in country brand area. However, they are not the only 
ones. Starting from the end of 90-ths, this study area is receiving really intense interest, 
attracting new researches, who shape and develop the country brand’s theory and practice. 

Today the major attention is focused around the journal of Place Branding and Public 
Diplomacy launched by Simon Anholt in 2005 (is edited by Anholt and published by Palgrave 
Journals). The journal of Brand Management (also published by Palgrave Journals) positions 
itself as a leading journal on brand strategy and also comprises numerous articles on country 
brand strategy. 

Various publications on country brand strategy in its different displays deal with the application 
of diverse branding techniques and approaches to countries, nations and places. Since, 
according to researchers, country can be targeted to the market in a way a product brand is, but 
with a special approach. However, there are still strong debates on this topic among the 
researchers from theoretical and practical fields. Thus, the author will try to give the broad 
overview of the country brand strategy technique applications in the respective literature. 

Moilanen and Rainisto (2009) emphasize on the importance of the following matters in the 
country brand strategy development and implementation: 

• content and substance of the country brand must be the issue. There should be no lie 
and fabrication – otherwise the brand message will not be trustworthy; 

• before launching the country brand strategy it is essential to make a research about 
country brand consumer perception abroad in order to know what to stress and what 
improve; 

• the country brand strategy should be coordinated in order to send the same message to 
receivers and it should grasp all levels of involvement (government, business, society); 

• process is often more important than the result since it draws the attention of the masses 
and provokes the discussion over the issues, thus giving the possibility to address some 
topics directly in the branding process; 

• discussion with citizens is highly important in order to get their support and to make the 
changes if needed. 
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Anholt (2008) has created a Hexagon of Competitive Identity (Figure 3) to visually demonstrate 
the points essential for country branding strategy development and implementation. It can be 
applied to any country, which communicates with outside world through six basic channels: 

“1. Tourism promotion, as well as people’s first-hand experience of visiting the country as 
tourists or business travelers. This is often the loudest voice in branding the nation, city or 
region, as tourist boards usually have the biggest budgets and the most competent 
marketers. 

2. Exports of products and services. These can act as powerful ambassadors, but only 
where their place of origin is explicit. 

3. Government policy, either foreign policy which directly affects others or domestic policy 
which is reported in the international media. Diplomacy is traditionally the main route by 
which such things are communicated to the outside world, but there is an increasing 
closeness between policymakers and the international media. 

4. How the country or region attracts inward investment and recruits foreign “talent”; the 
attitude towards expansion into the country or region by foreign companies. 

5. Cultural exchange and cultural activities and exports. A world tour by a national opera 
company, the works of a famous author, national sports teams. 

6. The country or region’s inhabitants. High-profile leaders, media and sports stars, and 
the population in general – how they behave when abroad and how they treat visitors.” 

Figure 3 Hexagon of Competitive Identity (Anholt, 2008) 

 
The important thing about the Hexagon of Competitive Identity is that country brand strategy 
has a great chance to be successfully implemented if its executors have a clear idea of what it 
really is and coordinate it with six points of the hexagon: tourism, brands, policy, investment, 
culture and people. Thus, the branding message is reinforced, each point of hexagon gets 
attention and the country builds strong reputation on international arena. 

In the same paper Anholt (2008) underscores that government should never start the country 
branding campaign for purely image change (without real purpose), since it can be perceived as 
insincere and propagandistic, which would never be justified. It should rather be treated as a 
component of a national policy. As countries, which conduct active dialogue with other 
countries, being active in international politics, culture, business, society, having as more 
“consumer touch-points” as possible, have more up-to-date accurate country brand: “More 
engagement, not simply more communication, with the rest of the world can enhance the profile 
of places, and higher visibility generally means stronger appeal” – leading to being “... “licence 
to trade” in the global marketplace, and the “acceptability of its people, hospitality, culture, 
policies, products and services to the rest of the world”. 

Kotler and Gertner (2002) argue that “Strategic place marketing concerns the enhancement of a 
country’s position in the global market-place. It requires understanding the environmental 
forces that may affect marketability — that is, the strengths and weaknesses of the country to 
compete with others, such as the size of domestic market, access to regional trade areas, 
education of the population, tax incentives, skilled labour, cost of labour, security and other 
factors. It also entails monitoring the external environment, gaining, a dynamic understanding of 
opportunities and threats, as well as the competitive forces in the environment. The process 
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must involve government, citizens and businesses, all with a shared vision. It requires setting 
and delivering the incentives and managing the factors that might affect place buyers’ decisions 
– these factors include image, attractions, infrastructure and people”. 

Kapferer (2008) discourses in the same vein as Kotler and Gertner did “In order to create a 
perception of value, it is necessary to give content to the perception that one seeks to create of 
the country, a perception profile that will be unique to this country, that can be attributed to it 
and that will drive behavior both internally (in the country) and externally (abroad). The country 
brand is by nature a collective, federalizing brand: it needs to distribute its power and its content 
to its daughter brands, specialized by market”. Thus, Kapferer continues saying that any country 
brand must have its international dispersal carried by ambassadors abroad (well-known brands, 
political figures, sports, show-business, travel destination, historical events, etc.). He adds that 
“The country brand is in competition with other countries: it must be seen, perceived to be 
different, credible and attractive. The country brand must therefore have a positioning based on 
its identity, on which it is promoted abroad: perceived values, perceived history, perceived 
competence and the accomplishments that prove it make the brand”. 

At the same time Dinnie (2008) says that “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 differ 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”. 

Sidhom (2010) expresses an interesting idea that “... any country brand that seeks to have a 
future facing, growth led and differentiating positioning must define its essence, ethos and 
values that reflect the national identity and the attitude of its people. This often means having to 
find the interesting paradoxes in a country’s culture that make it fascinating… A country brand 
should have a framework in which its paradoxical values can thrive, this framework is 
ultimately its culture”. Sidhom confirms this saying that the most interesting country brands in 
the human history present a question mark, but not an answer. This is a brilliant thought to the 
author’s mind, since people, would rather go somewhere, being intrigued, to look for an answer, 
than if they already have it. 
Gilmore (2002) says that the reality in the country should correspond to the country brand’s 
picture: “The important thing to realize about branding a country is that it must be an 
amplification of what is already there and not a fabrication. A country or region’s positioning 
can never be an artificial creation, imposed from the outside. Taking a proactive approach to 
repositioning a country does not therefore mean whitewashing the canvas, painting the desired 
picture of it and expecting that picture to sell. The country’s brand should be rooted in reality 
and in fundamental truths about the destination, and it needs to connect people. Individuals’ 
very clear sense of place and its values, in almost a spiritual and certainly an emotional sense, 
would indicate that, if the right nerve was touched, the connection could be very powerful 
indeed”. 
Anholt (2008) gives a definition to three indispensable country brand attributes: substance, 
strategy and symbolic actions: “Substance must be coupled with strategy and frequent symbolic 
actions if it is to result in an enhanced reputation. Strategy, in its simplest terms, is simply knowing what 
a nation is and where it stands today (both in reality and according to internal and external perceptions); 
knowing where it wants to get to; and knowing how it is going to get there. The two main difficulties 
associated with strategy development are (a) reconciling the needs and desires of a wide range of 
different national actors into a more or less single direction, and (b) finding a strategic goal that is both 
inspiring and feasible, since these two requirements are frequently contradictory. Substance is simply the 
effective execution of that strategy in the form of new economic, legal, political, social, cultural and 
educational activity: the real innovations, structures, legislation, reforms, investments, institutions and 
policies that will bring about the desired progress. Symbolic actions are a particular species of substance 
that happen to have an intrinsic communicative power: they might be innovations, structures, legislation, 
reforms, investments, institutions or policies that are especially suggestive, remarkable, memorable, 
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picturesque, newsworthy, topical, poetic, touching, surprising or dramatic. Most importantly, they are 
emblematic of the strategy: they are at the same time a component of the national story and the means of 
telling it”. Anholt emphasizes that this concept of substance plus strategy plus symbolic actions 
is like a “classic ‘three-legged stool’ – an approach that cannot stand up unless all three 
conditions are met”. 

To sum up all the literature findings cited above, the country which is aiming to create and 
implement a country brand should in the first place take care of the reality in the country and 
bring it in line with the desired branding strategy. This would be the first and the most important 
step of the branding process. In its turn, it will open the door to deep changes in the society and 
united impulse of all country brand stakeholders and ambassadors towards the amplification of 
the new country brand in the people’s minds and on international arena. Social media, in its 
turn, will be of great help in this appealing and attention-grabbing task. 

1.6. Research problems’ Identification and 
Definition 
This subchapter is focused on identification and definition of problems in the research. In 
particular, the author would like to take a close look at the creation of unified country branding 
strategy and its implementation through social media. There are many issues to address, since 
the practical side of the country branding strategy and its realization with a means of social 
media, unlike the theoretical one, is not a well settled practice yet. However, the author will try 
to concentrate on the most important ones. 

Issue I: Creation of Unified Country Branding Strategy 
To brand a country is not as simple as it seems and is way different from traditional Business-
to-Business, Business-to-Consumer Marketing and Branding. There has to be a special approach 
to every particular country and place. Above all, I would like to pay special attention to 
following topics: 

• Coordination of the Communicative and Marketing Strategies between the National 
Government and Outsourced Organizations is an important matter to address, since the 
country is not governed like the company (even the biggest one). It is way more 
complicated and complex due to innumerable quantity of questions to focus on and 
people responsible. That is why it is appropriate to work out the country branding 
strategy, which will be supported by the population, as well as by the business network, 
raising the country’s spirit at the same time. Anholt (2008) gives an example of the 
“soft power’ approach, where the fundamental attraction – and ultimate benefits – of a 
shared national strategy are communicated well enough to stir a genuine motivation on 
the part of the various stakeholders, both public and private, to join forces. Improved 
coordination between the points of the hexagon [see Figure 3], the joint development of 
a national strategy, more sharing of resources and expertise, the encouragement of 
innovation, and the establishment of common standards and quality measures can 
achieve a great deal. Even a modest amount of such ‘joining up’ tends to result in a 
more effective management of national reputation than most countries currently 
achieve, or ever have achieved”. At the same time, Anholt (2005, Vol. 1, No. 3) 
ponders that instead of creating the events, planned and controlled by government, it is 
reasonable to let the different groups do as they think fit, inspired by the common idea: 
“Rather than a top-down authoritarian structure, the best model for implementing a 
nation brand is probably something closer to Al Qaeda than Josef Stalin: a loose 
network of semi-independent groups, each planning and carrying out its own activities 
and communications which are inspired by a commonly held belief in some simple, 
powerful mission … ‘Distributed leadership’ is exactly what brands need in complex 
organisations like countries”. 
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• Overcoming stereotypes about the country is not an easy task to do – it is extremely 
important to do things instead of just proclaiming something, which will be perceived 
as propaganda, when discovered not to be true. Anholt (2005, Vol. 1, No. 4) offers six 
main points how “people form their views about countries: 

• by the things the country does, and the way it does them 

• by the things the country makes, and the way it makes them 

• by the way the country looks — or people think it looks 

• by the way other people talk about it 

• by the company it keeps 

• by the way the country talks about itself. 

• saying things is not enough … if a nation wants to change its brand image, it must 
learn to behave differently”. 

• Elaboration of the appropriate logotypes have a significant impact on creating certain 
picture in people’s minds about the country. Anholt (2005, Vol. 1, No. 4) confirms it 
with the following statement: “The visual images of the country provided by tourism 
advertising or feature films set in the country, for example, do far more than sell 
holidays and movies: they give people who may never visit the country a visual image 
of the place in their imagination, which undoubtedly affects their feelings about it”. 
However, it should never be overestimated, since the message content must comply 
with the context it is sent, otherwise the gaps between the message and reality will be 
quickly found and all impulses will be ignored. 

• Control and formalization vs. spontaneity in country branding process. What 
government should do is to develop the appropriate country brand strategy based on its 
image monitoring and analysis. This strategy should be supported by the business and 
society in order to have country brand ambassadors to ensure the communication and 
engagement with the international community. Anholt (2005, Vol. 1, No. 3) gives his 
point of view on this matter: “One can compel people to do most things, but one cannot 
compel them to be enthusiastic; and an enthusiastic population or workforce is a 
prerequisite for building a powerful brand. This is perhaps part of the reason why the 
very clear and powerful nation brand strategies of some tyrants and dictators seldom 
achieve much impact beyond the borders of the state: the brand can only succeed by 
compulsion, and exerts little relevance or magnetism in the ‘open marketplace’”. 

• Designing the brand and identifying the messenger. This is one more key issue to 
consider. There should always be a messenger for the particular audience identified. If 
not, there will not be enough interest in the brand offer. In its turn, those messages 
should be carefully coordinated, each directed from the appropriate messenger. Anholt 
(2005, Vol. 1, No. 3) confirms it with the following points: “It is easy enough for a 
country to ‘do marketing’ and change its messages, since the sender is in control of 
them, but it is extremely hard to ‘do branding’ and change the context in which those 
messages are received, since this is a process which occurs in a remote and secure 
location over which the country has little or no influence: the mind of the audience”. 

• Quick expectations of the government and its negative outcomes. Perhaps, the most hard 
thing to be expected from the country’s government is the country branding strategy 
consistency. It is easier, when it comes to monarchies, since the royal families are 
interested in the result in the long run. As regards the republics, current governments 
rarely support the initiatives of its’ predecessors, since they want to imply own changes. 
And this inconsistency causes huge damage to country brand perception by the 
audience. Olins (2002) and Anholt (2008) have the same opinion on this matter : “And 
as all of us in the branding business know, consistency and coherence are what branding 
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is all about”; “It is the duty of every responsible government in the age of globalisation 
to recognise that the nation’s reputation, one of the most valuable assets of its people, is 
given to it in trust for the duration of its period in office. Its duty is to hand that 
reputation down to its successors, whatever their political persuasion, in at least as good 
health as it received it, and to improve it if possible for the benefit of future 
generations”. 

These are the most important starting-points to carefully follow when building a country 
branding strategy. 

Issue II: Country Branding Strategy Implementation Applying Omnifarious 
Social Media Resources and Potential 
Social media is modern and very fast growing instrument for country branding as an attractive 
tourist destination and a reliable investments holder, able to give a country more visibility, 
increase its reputation and give it more trust. Brands, people and countries are promoting it 
selves via new social media networks such as Facebook, Twitter, LinkedIn, YouTube, Flikr, 
Pinterest, Instagram, Google+, blogs, etc. 

While, social media are really a great tool for country branding, it is no universal remedy 
though. And there are certain important rules to obey in order to achieve the desired goal. No 
one can give a guarantee that people will follow the new social media webpage of a given 
country, only because it was created. It has to come along with a constant work in order to gain 
legitimacy from the followers. As it was noticed by Tinacho Gerald (2011) “Promoting a 
country, city or attraction via social media will need to be a round the clock operation ... active 
engagement is an important part of a social media marketing campaign”. 

The most vital recommendations to the country branding via social media are the following: 

• Integration of the social media country branding strategy with other ongoing country 
branding initiatives. It is important that all the country branding activities go in line 
with the current general country branding strategy. Otherwise, people might get 
confused, which will result in obtaining negative reaction and total ignorance. 

• Social networks need to be clearly structured and have understandable top-down 
hierarchy, alignment and layout. This statement is really good described by Beatrice 
Curtis (2011), who in her work compares Switzerland’s social media channels to the 
Swedish ones, since Sweden “is equivalent to Switzerland in country competitiveness 
and ranking on the major indexes, it has a well-defined communication strategy which 
focuses on the distinct facets of the country brand that need promotion or strengthening, 
and its channels were found to be aligned, integrated, have depth, and use the four 
pillars of social media tactics to support the strategy”. However, Curtis (2011) finds 
that, compared to Switzerland, in Sweden “with the exception of the government site, 
every channel has a blog and accounts on Facebook, Twitter and YouTube, all of which 
are bookmarked on the website home page above the fold. However, the government 
site links to homepages for all its embassies, as well as tools for tailoring the page 
layout to individual preferences. The education website and its related channels can be 
used as an example of how all Swedish channels conform to best practices for social 
media integration and depth”. 

• Regular updates of all social network pages and blogs. It is very important to have 
permanent ongoing updated in order to attract new users and to keep the old ones. 
Online community doesn’t like dead pages and forgets about it really quickly. 

• Duplication of the messages in all social media, since not everyone has and uses all 
social media resources. This is simple. Create a message and repeat it in all social 
media channels with a view to be noticed by the wide audience possible. 

• Negative comments from unsatisfied social media users or users, who have had bad 
experience related to the branded country’s tourist, investment or other sphere should 
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always be tracked and responded. Since, it can have a significant echo and result into 
development of the negative stereotype about the branded country.  

• Social media should not be used to create a virtual reality, but to honestly face and 
handle the problems in the country and inform the public on its’ resolution. And the 
social media networks can help dealing with the problems by openly informing the 
public on the ways to solve it and stages its resolution is. 

• You do it right if you get feedback and can hold a conversation with followers. No one 
is interested in the vain promises and slogans, people react if they see some useful or 
interesting piece of information. 

• “Social media is not a technical initiative, it is a relational initiative. “When a 
consumer gives an organization permission to speak to them, it is because they like 
what the organization is saying and want to hear more of it. An organization must 
engage, gain trust and then solve the problem. But be warned, this means that the 
organization’s messaging must be relevant just about 100% of the time”,  
(Brandconsultantasia, 2011). 

• Social media actions of brand stakeholders should be in tune and harmonize with the 
country brand initiative. This is important since people better stick to ideas and 
information that resounds from different sources and doesn’t contradict.  

These and other bullet points will be extensively covered in the Chapter II and Chapter III. 
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2. Results 

2.1. Results A. Creation of Unified Country 
Branding Strategy 
This chapter will be focused on elaboration of the unified country branding strategy 
guiding through the eight steps of Country Branding Strategy Methodology and 
concentrating on the most important elements of the country branding strategy 
implementation. 

2.1.1. Coordination between Communicative and Marketing Strategies of 
the National Government and Outsourced Organizations 
Country Branding is a very complex process that needs a holistic approach and coordination 
from all the country brand stakeholders and ambassadors (such as governmental organizations, 
media, public organizations, NGOs, private companies, cultural organizations, politicians, 
bloggers, investors, celebrities), who are eager to bring added value to the country’s brand. 

Jose Filipe Torres, CEO of the Bloom Consulting, refers to the described below methodology of 
country branding strategy elaboration [see Figure 2], which consists of two essential phases – 
consultancy and implementation –, and eight consecutive steps, which the author would like to 
elaborate on in this subchapter. 

The first Analysis Step is about gathering information about the key needs and objectives of the 
country. The interviews should be done in public, economic and non-governmental sectors to 
perceive their desirable country branding direction. It is essential to analyze this information 
from the 3T’s perspective, being Trade, Tourism and Talent (not limited to only these though). 
This is due to the fact that those sectors need completely different messages to be sent to the 
target audience. One message for all three sectors will hardly reach any of the sectors due to its 
universality and mediocrity. 

When the needs of the country are specified, the next Enrolment step starts and its aim is to get 
the supporters of the future country branding strategy – they will become brand stakeholders 
and ambassadors. It is important to try to take into account their opinion on the strategy 
elaboration in order to get their support throughout all implementation process, which surely is 
not a short one. The country branding strategy needs to be sustainable and appealing to the 
international community, as well as being transparent, since the considerable amount of money 
for its implementation comes from the taxpayers. The result of this step should become a 
document with a country branding objectives and needs. 

The third Foundation step is about looking for foundation for country branding project 
implementation. Torres (2009) emphasizes that it is very important for the objectives of the 
strategy to be measurable due to the fact that “It can be monitored. It will make the brand more 
tangible. It is easier to explain the benefits for the country. It will justify the need for more 
investment. It gives reasons and arguments for maintaining the project alive.” 

Intellectual Advice is a fourth step and its goal is to find a country branding consultant and 
practitioner from out of the country in order for him to see the clear perspective of the country’s 
branding needs and give his vision on the country, since a person who is not from the country 
and lives abroad usually has much different view than country nationals. It is essential to hire 
such person in the consultancy phase before having started strategy implementation. The very 
common error on this stage is hiring advertising or marketing agency, which do not have 
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expertise for such kind of performance, since it is a very precise strategic plan elaboration and 
not only a logo or slogan development. 

Step number five is a Strategic Plan elaboration. It is based on the previous research and its 
mission is to identify the key areas for country branding as well as international investors target 
group to appeal to. Due to the research performed on the early stages the problems of the key 
areas for country branding are clear and strategic plan should put forward the solutions for it 
(what action to take) in order to attract foreign investors to desired sectors. Once the plan is 
done, it is time to prepare trainings for country brand stakeholders and ambassadors. The aim of 
those trainings is to present a clear set of actions for country brand stakeholders to shape in 
order to attract investors to the key areas. The difficulty of this step might be to convince all the 
stakeholders to follow the strategic plan and satisfy all the comments about it. The best way to 
deal with it is to take it step by step, first assembling a playground with key stakeholders and 
then inviting others to participate. 

The sixth Visual step is about creating simple and comprehensible concept statement for 
investors to understand what the targeted sector offers, its benefits, the return on investment, 
what the investor’s next steps should be. The hard task of this step is to set forth to the key 
country branding stakeholders that the Visual step is not about advertising, but about internal 
governance of the strategy. 

Marketing is step number seven and it is about creation of the credible marketing plan for the 
target audience with very clear and appealing message. While elaborating the marketing plan, it 
should be decided what the target audience is and what kind of messages can attract it, how it 
should be communicated. At the same time, the message should be tangible and credible. Do 
not hesitate to offer an added value in your messages (such as good environment, law living 
cost, etc). 

The last, but not the least step is called Quantify in # and it is about measuring the achievements 
of the objectives of the marketing plan, elaborated in the previous step, by the means of real 
economic indicators, such as growth of GDP, progress FDI, unemployment rate decrease, 
salaries range, taxes income from the new investment. It is also very important to constantly 
measure the change of the opinion of the target group in order to be able to adjust the country 
branding strategy. 

As Torres (2009) said country branding “is a tool, a vehicle to help any country, region, city, to 
reach an economic and social objective. It is something that drives the vision of your country in 
one clear direction. It is about increasing your GDP”. That is why it is very important to 
understand that country branding communicative and marketing strategy should not be some 
ephemeral concept, but a precise set of planned actions with understandable symbolic resulting 
in country’s GDP growth as well as creation a new holistic vision about the country on 
international arena. 

At the same time, it is important to mention that country branding strategy, if elaborated and 
implemented correctly from the very first step, will get the support of the nation and the main 
idea will be spread much faster than only with the key stakeholder’s help. This way almost 
every resident of the country will become country’s brand ambassador turning strategy into 
reality. 

2.1.2. Overcoming Stereotypes about the Country 
As it is said in one old popular joke: “Heaven is where the cooks are French, the police are 
British, the mechanics are German, the lovers are Italian and everything is organized by the 
Swiss. Hell is where the cooks are British, the police are German, the mechanics are French, the 
lovers are Swiss, and everything is organized by the Italians”. It describes such a phenomenon 
as stereotype, which occurs due to people’s tendency to endue simple characteristics and 
attributes towards everything. Hinner (2010) gives the following explanation to its appearance: 
“People in general have a need to reduce the world’s complexity to a manageable level. This is 
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often accomplished through simplification. Thus, people tend to reduce the complexity of other 
cultures to a few characteristics that are then transferred to individuals from that culture as well. 
This simplification is called stereotyping. Stereotypes can be positive or negative.” 

For a country, amplifying its branding strategy, it is extremely important to overcome all the 
negative stereotypes in order to attract foreign direct investments, increase national tourism and 
enhance imports. Stereotypes play the crucial role in the import of products from the country 
and, when related to the products, it is known under country-of-origin effect (e.g. when “made 
in China” electronics is considered to have a poor quality or “made in Germany” cars are 
thought being superior to its neighbor-states). Papadopoulos (2009) with regard to country-of-
origin effect or his preferred term ‘country of association’ says that “There are these 
associations between certain countries that are thought to be (and very often are) especially 
strong in certain product categories. So, companies try to find these perceptions and use them, 
even if their origin is different, by borrowing an association. So you have Greek wines that have 
French names”. Peter van Ham (2001) has similar arguments: “We all know that "America" and 
"Made in the U.S.A." stand for individual freedom and prosperity; Hermes scarves and 
Beaujolais Nouveau evoke the French art de vivre; BMWs and Mercedes-Benzes drive with 
German efficiency and reliability. In fact, brands and states often merge in the minds of the 
global consumer. For example, in many ways, Microsoft and McDonald's are among the most 
visible U.S. diplomats, just as Nokia is Finland's envoy to the world. In today's world of 
information overload, strong brands are important in attracting foreign direct investment, 
recruiting the best and the brightest, and wielding political influence.”. Country-of-origin 
negative effects stay deep in people’s mentality and, if overcome, can be considered as a huge 
victory for the country, since it will make a massive advance in its imports bringing the cash 
flow to the country. 

Country branding strategy should take into account all the negative stereotypes that need to be 
overcome and replaced by the positive ones. To create positive stereotypes about the country, 
government should boost up its credibility and attractiveness in the eyes of the world 
community. It is important to understand that real changes in problematic areas should be done. 
Government needs to adopt its policy to the internal needs of the country: such as medicine, 
education, social care, infrastructure, environment, etc. The real changes in the mentioned 
spheres of the society will sure enough intensify the local and international media interest 
correspondingly enhancing country media presence in a positive way. This, on a first place, will 
create new positive stereotypes about the country, making the negative ones gradually disappear 
from the public’s mind. 

Another important thing to do in order to create positive stereotypes towards the country is to 
generate positive emotions about the country. Emotional dimension of branding is extremely 
important because it creates a very strong connection between people and the country. This 
connection is highly stable towards troubles the country may have on a branding arena. The 
country needs to decide which emotions it wants to generate and target the audience with a 
promise of it. The connection can be done via the social networks or through the personal 
experience gained in the country. If successful the positive bond between the country and 
people will last for sustainable period of time attracting new followers and fans. 

Developing a unique selling point, meaning something that sets the country aside from the 
competition, is also a key element in creation of positive stereotypes. It can be country’s nature, 
recreation sector, cuisine, architecture, historical battle, sport event, exclusive museum, great 
amusement park or artificial islands and ski slopes. It just has to be something able to stir public 
interest to the country and get off the ground the word of mouth. 

In order to create a positive stereotype about the country the government and the media need to 
build such environment, where positive ideas about the country would be ‘in the air’, exceeding 
people’s expectations and making it an extraordinary experience. In any case, country brand 
does not consist of a single idea or concept. It is a variety of different beliefs, expectations and 
experiences people get when communicating with country’s nationals, doing business with them 
or in the country, having holidays in the country, buying national brands, listening to country’s 
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music or watching movies, judging the political climate, visiting the sport or other major events 
in the country, eating national food and etc. The main thing to overcome negative stereotypes 
and create positive ones is CHANGE. A real change in the social pattern will lead to positive 
stereotypes circulation and establishment in the society giving green light to country’s 
economical progress and prosperity. 

2.1.3. Elaboration of the Appropriate Logotypes 
One more important step of the country branding strategy elaboration would be to work out the 
proper logotype, which would reflect the full potential of the country branding idea. The 
significant importance of the fitting logotype should not be underestimated, since it is not only 
some nice picture, but a symbol of the change going on with and inside the country. This 
symbol should be centered around the uniting key idea with a real meaning in it. To illustrate 
and visualize the above said confirmation, the author would like to show the following Poska 
Power brand idea, which was presented in August 2011 to Polish Ministry of Economy by the 
Bloom Consulting Company in conjunction with Agerón Company. To the author’s mind those 
images represent the brilliant combination of the branding idea penetrated to the different areas 
of social life, industry and economy. 

The Polska Power brand idea (Image 1, Image 2) is a unifying concept for the Polish biggest 
asset – its people. It serves to provide the link between Polish economy, companies and 
professionals. Torres (2012) writes that Polish brand idea Polska Power is: “The combination of 
different types of talent, from different sectors of the economy in Poland and abroad, together 
create a positive solid perception of Poland as a country to do business in and business with. In 
other words, our biggest strength is our talent - our power. We call this - “the Polska Power!” 
and this is what we have and want to offer to the business world". 

Image 1 Polska Power Logotype (Torres, 2012) Image 2 Polska Power Logotype (Torres, 2012) 

         
These are the illustrations (Image 3, Image 4, Image 5, Image 6) how the Polska Power logotype 
can be applied in social areas and industry. To the author’s mind this is a brilliant example of 
human thought, where logo serves to convey the meaning of the country branding idea and to 
show its relevance for different spheres of the societal life. 

Image 3 Polska Power Logotype on Skier’s Uniform (Torres, 2012) 

 
Image 4 Polska Power Logotype on Tennis Player’s Uniform (Torres, 2012) 
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Image 5 Polska Power Logotype on a Space Ship (Torres, 2012) 

 
Image 6 Polska Power Logotype on a Jet (Torres, 2012) 

 
The above shown examples of country branding logotypes carry the branding idea to the masses 
by means of its implication in various fields and constant repetition and public appearances. At 
the same time, they are totally different from the numerous logotypes with an image of sun, sea, 
flower, mountain, etc. on it, because they are unique and have a deep unifying sense of the 
country branding idea in it. These are the reasons why they can work so well and have such 
positive effect on the international community. 

2.1.4. Control and Formalization vs. Spontaneity in Country Branding 
Process 
Professor Nicolas Papadopoulos (2004) believes country branding is a very hard project to 
succeed because of the “lack of unity of purpose, difficulty in establishing actionable and 
measurable objectives, lack of authority over inputs and control over outputs, restricted 
flexibility, and relative lack of marketing know-how”. However, today there are plenty of 
examples, how this uneasy task was positively accomplished. Such countries as Canada, 
Australia, New Zealand, Sweden, Spain have managed to create very credible and attractive 
country brands. The author believes that the main secret of their success were coherence, 
consistency and common shared idea of the country brand. Those factors are extremely 
important to achieve the goal of country branding. 
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Provided that a country brand has a common shared idea, supported by the population, it will 
have an easy start and will be smoothly implemented. This is where the place for spontaneity is. 
Country's population will become brand ambassadors themselves. People, supporting their 
country's brand idea, are probably the biggest and most powerful asset country may have. A 
great example of such country branding can be found in Sweden with its Curators of Sweden 
Project, which was created by the Swedish Institute in partnership with VisitSweden, the 
members of National Board for Promotion of Sweden. The idea of the project is to entrust the 
official Twitter account of Sweden to a random Swede for one week each week in order to give 
the view from the inside about Sweden and Swedish life to the world community. Bloggers, 
becoming the “voice of Sweden” on Twitter should write their tweets in English and this is the 
only rule. There is no censorship, except for explicit content. Each week a new person (from 
archeologist to blog writers and video gamers) ‘owns’ the so-called “most democratic twitter 
account @Sweden” letting its followers learn the different nuances of life in the country. This 
project has generated a great feedback discussion about the real democracy and transparency 
and has attracted over 65 thousand followers from 120 countries with the PR value of $40 
million only after 6 months of running the campaign (Volontraire Agency, 2012).  

The Volontaire Agency, which has elaborated @Sweden campaign, has five basic principles to 
follow, when working on a strategy: 

• “Companies no longer have the power to control their brands. 

• Communicate with people, not target groups. 

• It's neither about traditional nor new media. 

• No one is waiting for your next advertising campaign. 

• Great ideas come from everywhere.” 

These rules are really basic and simple, but they show that in order to stand out from the crowd 
and get noticed, countries' governments need to change their way of thinking and come out of 
the comfort zone, being open for new experiences. 

But country branding has also a place for control and formalization, which are very important 
when it comes to management and coordination of the country branding strategy. According to 
Torres (Figure 4) there are three arenas of action, when implementing the country branding 
strategy: Management and Coordination, National Implementation and International 
Implementation, which are all of equal importance. 

Figure 4 “Three Arena Approach” (Torres, 2012) 
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Management and Coordination is a first action arena and it comprises of governmental bodies 
and national public agencies responsible for  country branding strategy implementation (e.g., 
Ministry of Economy, Ministry of Tourism, Chamber of Commerce, Investment Agency, 
Embassies and Consulates, etc.). The above mentioned organizations headed by the Ministry of 
Economy are responsible for various control, research, briefing and sharing tasks such as: 

• Project financing. 

• Budget control. 

• Coordination of the country's branding strategy stakeholders. 

• Conducting research. 

• Tender process. 

• Presentation of brand ideas. 

• Stakeholders’ enrolment. 

• Brief stakeholders about the strategy. 

• Look for partners to cooperate. 

These and other tasks need to be performed in order to control the correct country brand 
strategy implementation and reach the synergy essential for its enforcement. Synergy is the key 
word for the Management and Coordination action arena. If the country branding idea is 
correctly presented to the public and stakeholders and is supported by them, the synergy in 
actions will not be that hard to achieve. 

National Implementation and International Implementation action arenas consist of such actions 
as: 

• Official launch. 

• Different program events. 

• PR campaign. 

• Social media campaign. 

• Articles and videos in media. 

Those activities need to be under control of the government in order to check its relevance to the 
country branding strategy. 

To sum up, today, when national governments understand, that soft power is much more 
persuasive than a hard one, country branding strategy will bring the best results with a 
combination of control and formalization from the government and spontaneity from the brand 
stakeholders, ambassadors and population. 

2.1.5. Designing the Brand and Identifying the Messenger 
The important item on the agenda is to efficiently design a country’s brand, determining a 
suitable messenger for each audience. The country should not be characterized with a mono 
attribute offering all-in-one package for all kinds of audiences. This is due to the fact that it is 
impossible to fit to everyone’s needs and expectations with just a single promise. Thus, a 
country should design separate effective brand messages for targeting investors, tourists, 
cultural society, students, governmental organizations, etc. Those messages will constitute a 
unique and holistic country’s picture in the people’s mind, simultaneously shaping its brand. 

Anholt (2009) has similar view regarding the country brand messages: 
“… good sense suggests, and research tends to confirm, that richness and complexity are valuable image 
attributes for any country, city or region. This is primarily because the image must be able to embrace 
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and support the wide variety of industrial, cultural and political activity, which countries and cities are 
likely to engage in. It’s difficult to imagine any single ‘positioning’ for a country, which could span all 
the activities of its private and .public sectors, without being so bland and generic as to be useless as a 
distinguishing narrative. Equally, the external ‘audience’ of the country, whether considered as tourists, 
investors, business visitors, allies, consumers of its exports, immigrants or participants in cultural 
exchange, must be able to find a ‘promise’ that matches their engagement with the country, irrespective 
of their own cultural viewpoint and their own sectoral interest, and at any point in time. The idea of a 
single promise that can embrace such a wide variety of product offerings and consumer needs seems 
almost absurd”.  

Having identified the audience and the messengers the government needs to make sure that the 
brand fits right into the environment and that country’s population has positive attitude towards 
it willing to pass it on from generation to generation. Anholt (2007) emphasizes that society 
needs to turn one’s mind to achieving a “fundamental common purpose” in order to get the best 
paid-off result: 
“Traditionally it’s been done purely from a sector point of view. You have the tourism board saying how 
wonderful the country looks and how welcoming the people are. You have the investment-promotion 
agency saying almost the opposite, that it’s super modern and full of cars and roads and railways. And 
you have the cultural institute telling everybody how wonderful the film industry is. And you have the 
government occasionally doing public diplomacy, and perhaps occasionally attacking its neighbors. 
They’re all giving off completely different messages about the country. It’s not very surprising that most 
countries end up with very fragmented, out of date, confusing, unhelpful images. So I suppose the primary 
principle I tried to introduce here with the original idea of nation branding is that if all of those 
stakeholders work together and try to agree on some kind of common long-term strategy for the country 
and its role in the world, they’re far more likely to be able to influence the way it’s perceived”. 

At the same time, before initiating the country’s branding campaign, the country needs to do a 
lot of hard work, undertaking the right policies in public and private sectors of the society, in 
order to gain the core positioning and facilitate its brand becoming its asset and gaining prestige 
in the world community. The right internal policy aiming at social progress and prosperity is a 
prerequisite for a successful implementation of the country branding strategy. Its next logical 
step would be to determine suitable messengers for sending multiple messages aiming to attract 
different types of audience. This way a country can create a solid umbrella brand, which will 
enable its very effective differentiation on the international arena. 

2.1.6. Quick Expectations of the Government and its Negative Outcomes 
Country branding is not a nearby destination government can achieve with a couple of 
advertizing campaigns on international TV-channel. It should be kept in mind that country 
branding is a process, which in a long-run perspective can bring great results. Some period of 
time should pass (sometimes years) in order for the concept about the country to change in 
people’s mind and on international arena in general. Very often there are negative stereotypes 
about the country settled deep in the society and it takes a lot of efforts and time to transform it 
into positive country brand. 

Countries often reach the trigger point in country branding strategy implementation, when they 
don’t see a quick positive result of country branding. Unfortunately, it is common that, they 
decide to stop country branding process at all after having spent considerable budgets on it. This 
is also due to the fact that governments usually don’t stay that long in power and they switch 
from one branding initiative to another hoping for fast result. In order for country branding 
strategy to be successfully implemented, government needs to reach a high level of self-
consciousness and public-spirit. So that when government starts a process of country branding, 
it should understand that the payoffs most likely come much later. But it in no case means, that 
the next government should start a new campaign, throwing to the winds the taxpayers’ money. 
Country branding is a continuous long running process delegated from one government, after 
the end of its term, to another. 
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Good way to ensure the country branding process will be on run even when the government 
changes, is to engage the private business sector in the campaign. This will create the new 
commitments, obligations and liaisons, which will be hard to terminate after government steps 
down from the office.  

Van Ham (2001) argues that country branding is a forceful long-term process:  
“Smart states are building their brands around reputations and attitudes in the same way smart 
companies do. Globalization and the harmonizing effects of European integration put pressure on states 
to develop, manage, and leverage their brand equity. Europe's emerging brand states know that most of 
them offer similar "products": territory, infrastructure, educated people, and an almost identical system 
of governance. To stand out in the crowd, assertive branding is essential. Despite the current world 
economic sluggishness sparked by the American economic downturn and the resulting decline in brand-
building expenditures, most states still see branding as a long-term, cumulative effort that will influence 
foreign investment decisions and the state's market capitalization”. 

It is important to point out that country branding should reflect social and business reality in the 
country to the international community, without artificially creating it. And it is very faulty and 
unacceptable, when government spends national budget in order to create a country brand 
instead of spending those money to develop infrastructure inside the country and increase social 
standards. 

Summarizing the above said, country branding requires high national consciousness and 
awareness about the country branding processes initiated by the government, in order to make 
sure that it would not be a populist step. Government needs to invest in clear and transparent 
long-running country branding strategies, making sure the population supports the values of the 
country brand. 
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2.2. Results B. Country Branding Strategy 
Implementation Applying Omnifarious Social 
Media Resources and Potential 
This chapter will be focused on the milestones of the country branding strategy, 
breaking its way through, with a help of different social media resources. There are 
certain principles of communication in social media, which every user aiming to get 
publicity should obey, regardless if it is a person, a brand or a country.  

2.2.1. Social Media Networks Overview 
The statistics show (Bullas, 2012) that the number of social media usage is continuously 
growing. Corporate world is demonstrating enormous interest towards the social media, which 
can serve as indicator of its big potential. Companies have directed its marketing departments’ 
efforts into the social networks in order to reach target audience, get greater public exposure, 
branding value and traffic. According to Stelzner (2012, Figure 5) the most popular social 
media for a corporate marketing strategy implementation are Facebook, Twitter, LinkedIn, 
blogs, YouTube, Google+, Photo sharing sites (such as Pinterest, Flickr, and Instagram), 
Forums, Social bookmarking / news sites, Geo-location, and daily deals (such as Groupon and 
LivingSocial). 

Figure 5 Commonly Used Social Media Tools (Stelzner, 2012) 

Facebook is the number one worldwide network, having a vast audience and about 845 million 
active users as described in the Introduction Chapter. Facebook continues to dominate among 
corporate marketers’ and is used in 92%. Twitter and LinkedIn are not that much falling behind 
with its 82% and 73% respectively, followed by Blogs (61%), Youtube (57%), Google+ (40%) 
and other social media (Figure 5). Although country branding differs a lot from corporate 
marketing, there are still a lot of common instruments for strategy implementation and social 
media would definitely be one of these. 

Social media give the possibility to find people with similar thinking, sharing the same ideas 
and opinions. Everything is possible with social media at hand: you can find a friend, a lover 
and even a job. This is the reason why social networking became such a powerful phenomenon, 
giving marketers an instrument, which can enable serious return on investments. According to 
Stelzner (2012, Figure 6) social media marketing brings such benefits as increased exposure to 
the public, increased traffic, provided marketplace insight, generated leads, developed loyal 
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fans, improved search rankings, grew business partnerships, reduced marketing expenses and 
improved sales.  

Figure 6 Benefits of Social Media Marketing (Stelzner, 2012) 

Although, there is still no accurate method that has been invented to measure the harvests of 
investment in social media and it will probably take quite a time to come up with such method, 
the companies’ social media financial infusions speak for it selves. However, the result of social 
media efforts can be tracked by measuring the increase of the “buzz” around the brand. First of 
all, social media give visibility and exposure to the audience and it is up to those who 
implement the branding strategy to make the most out of it getting increased direct traffic, brand 
devotees and branding value. 

When it comes to traditional marketing, such form of it as TV and radio advertizing is loosing 
its position to other forms of marketing such as emails, search engine optimization, event 
marketing, press releases, etc (Figure 7). And there is nothing to be astonished at, since TV and 
radio advertizing, being very expensive, doesn’t attract as much audience as it used before the 
social media came into force. 

Figure 7 Benefits of Social Media Marketing (Stelzner, 2012) 

At the same time, today we can trace a gaining momentum trend towards social sharing, 
transmedia and micro-economy. The first to acknowledge the usefulness of social media sharing 
were online media, which added the “Share” and “Like” buttons to its materials, making them 
available to much wider audience. Today, you can “share” online the shoes you have just 
bought or “like” the train tickets from Brussels to Paris your friend booked. The trend of 
transmedia is also taking off. According to John Serpa (2011) “...media goes beyond mere 
blogging and photo/video/music posts – it’s swiftly moving to become a platform to integrate an 
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“experience” into the marketing schema. Transmedia is essentially a means of telling a story by 
using surrounding context to determine the meaning for a participant”. It means that big 
corporations are looking for ways to transmit not only visual, but also sensuous experience of 
their customers, to the social media. Serpa (2011) affirms that “In today’s white-water economic 
rapids, the shift is toward a ‘micro-economy’ where goods and services are brought forth on 
smaller scales and with a bent towards stratified products. What’s a stratified product? It’s 
where a product or service is developed based on profiling of a specific taste or feedback 
message – essentially, personalizing it. This creates a market for entrepreneurs that do not 
possess the herculean manufacturing and distribution resources of conventional companies”. 
Those trends signify that with time passing social media are not going to vanish, but will gain 
even more weigh in society, making everyone’s branding and marketing dream possible given 
eagerness to network ‘hard’ and follow the ‘rules of the game’. 

2.2.2. Integration of the Social Media Country Branding Strategy with 
Other Ongoing Country Branding Initiatives 
Country branding strategy implies a vast platform of different public actions, which should 
inevitably be reflected in the country’s official social media channels. Among such public 
actions are campaign launch events; informational campaigns; sponsorship of different events, 
people, projects and organization; media anchor events such as The Olympic Games, 
Eurovision Song Contest, The UEFA Euro Championship, The FIFA World Cup, Formula 1, 
royal marriages, etc; events in different sectors of the society; new infrastructure opening 
events. All above described events bring a lot of publicity to the country. And the country’s 
officials, responsible for branding strategy implementation, should make its best to synchronize 
reality with social media networks. It is important that social media events and changes 
happening in the country get reflected by the country brand’s stakeholders such as bloggers and 
national celebrities. 

It is all about communication. When you plan an event, you need to remember that its main 
outcome should be the positive exposure, the country is getting. And the way to reach this goal 
is to make as more blogers and brand stakeholders come to this event. Consequently, they will 
create a “buzz” in social networks about the attended occasion and gained impressions, which 
step by step, contributes to achievement of the desirable objective – country brand 
differentiation on the international arena. 

The main rule is to obey that the country branding social media strategy goes in line with 
general country branding initiatives so that public gets the clear messages from different sources 
about the new branding event taking place. The integration of the social media initiative and 
country branding initiative will also let people to not get frustrated and confused by the variety 
of different messages about various undertaken events and consequently not to become 
indifferent to it. In no way it means that there should be one press-release circulating all over 
the internet, quite the opposite, there should be all kinds of messages and thoughts, since this is 
a case, when diversity of opinions is able to create a discussion. In its turn, constructive critics 
and discussion will show the country’s officials the ways to improve the country’s branding 
strategy. But, at the same time, those online discussions should touch the important country 
branding initiatives giving them better exposure. The publicity created around main points of 
discussion will also let the country officials better understand the weak and strong sides of the 
strategy and adjust to the level required for more positive feedbacks. In other words, the 
discussion around the new country brand strategy is able to create public involvement and 
participation, which is already partially a positive result. 

2.2.3. Social Networks Structure and Top-down Hierarchy 
Social media notably differ by their layout, structure, user generated content, communication 
principles and so on. In modern world, it becomes essential for a forward-looking person to 
know to master at least the most important social networks. Because it gives advantages both in 
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business and social life. But people are still getting to it slowly, since it is quite hard to cover the 
fast extending quantity of different social networks. ‘The new generation’ has been on board for 
almost a decade now, but people in their 50-th and seniors gradually comprehend the science of 
social media. 

This is one of the reasons why clear and understandable structure of social networks and top-
down hierarchy of online gateway to the country’s offers is important in order to bring the 
desirable payoff. Another reason why online integration and depth is very important is the 
country’s ability to carry out and perform the branding and communication strategy with best 
result, producing positive stereotypes about the country, which is only possible with 
collaborative efforts of all parties involved.  

Simon Anholt (2008) included six important points to his Hexagon of Competitive Identity 
(Figure 3): tourism, people, culture, investment, policy, brands. Based on this, the general 
model of the top-down hierarchy of the national portal should include following strategic 
societal areas: 

• the official national gateway (country’s national portal), which would be en entry point 
for every online visitor seeking advice and information for his/hers particular needs. At 
the same time, it should be giving general information about the country linking to the 
more specific portals; 

• tourist portal, aiming to reach country’s current and potential visitors. It must present all 
kinds of information, such as national culture and events, weather forecast, points of 
attraction, transportation system, hotels booking, etc., which might be interesting and 
helpful for tourists; 

• investment portal, providing essential sector precise and up-to-date information for 
potential investors. The should also be given an overview of country’s important and 
outstanding brands; 

• educational portal, which would dispose a comprehensive database of degree programs, 
universities, as well as a guide to the national educational system, scholarships, visas, 
accommodation (e.g. studyinsweden.se). The portal might also serve as a universal 
application platform to the national educational programs;  

• governmental portal, which is a gateway to the national policy, linking to President’s, 
Prime Minister’s, Parliament’s, Ministries’ official portals and other important national 
institutions; 

• media portal, which should have daily content in English (and other languages if 
possible). It should present current situation in the country (e.g. political news, 
incidents, cultural events, entertainment, interviews with opinion leaders, etc.) and 
demonstrate variety of different views and opinions. 

The uniform look in the address bar of the above mentioned resources is very important since it 
gives the sense of conformity and harmony between the resources. It is desirable that the name 
of the country is mentioned in the address bar and all the portals have one domain. 

Social media provide more personalized attitude towards users. This is the reason why it is 
essential for all the above mentioned portals to have their channels in social media such as: 
Facebook, Twitter, YouTube, blogs and others. There should be a direct linkage from the 
portals to the social media accounts, where other users can follow the country’s representatives 
in different societal areas. 

2.2.4. Regular Updates of all Social Network Pages and Blogs 
Social networks remind a living organism in a way that they are in a process of constant cells 
change and renewal. As an organism would not survive without food and water, social networks 
would be desolated without constant content infusion from their users. This is why regular 
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social network’s pages update is vital in order to make and keep them popular and get the 
feedback from followers. Since social network functions as a word of mouth does – every status 
update, every discussion, every comment, like or share contribute to creation of positive stir and 
“buzz” around the country. Just imagine if a news site wouldn’t make regular updates, it would 
vanish in several days. The same situation will take place, if the country’s page in social media 
is abandoned.  

It should be kept in mind that unlike real brands with trademarks behind them, country is not 
pursuing a mission to make as more sales as possible, and in the first place, it is on a mission to 
implement the country’s branding strategy with social media at hand.  This may be achieved by 
constant active interaction with followers and regular status updates. The phantom online 
presence would not be able to favor this process. It might only worsen the situation, since social 
network’s followers soon become indifferent to dead pages and don’t pay attention to its 
occasional revival. Social networks require participation and engagement. It’s a frequent 
misbelieve that becoming a part of social network is enough. If country decided to go online, it 
should become a participant of the network, but not a viewer. Social presence requires taking 
certain commitments and responsibilities and permanent updates are the most important of it, 
which often brings the desired result.  

2.2.5. "Rules of the Game" in Social Media 
Social media have a number of certain rules, which need to be followed in order to achieve the 
desired result of country branding strategy implementation. When a country joins social media 
it adds much value to its brand, since the human personalized aspect attained with social media, 
is hard to achieve through official websites. 

The first rule to follow is messages duplication in all social media. The social media strategy 
usually envisages the creation of accounts in at least several social media networks, since 
different audience prefers different networks. It means that the updates need to be made in all 
networks, where a country has an account. If created, the accounts should be carefully taken 
care of, and not abandoned with the change of the government or person responsible for 
communication. 

Rule number two is about the importance of the online discussion. One of the reasons for 
country’s online presence in social networks is actually to create the discussion. This is why all 
comments and questions need to be carefully answered. Negative comments need special 
attention in order to try to transform person’s negative experience into positive one by helping 
out with the issue. 

Rule number three is to truthfully reflect the reality in the country informing the public on 
societal, industrial, political and infrastructural developments. There should not be a virtual 
reality created. If there are problematic areas, it is good to inform the public through social 
networks on the process of their resolution, creating the positive discussion around the country’s 
actions towards progress and modernization. 

Rule number four is to make interesting updated presenting valuable pieces of information. In 
today’s never stopping flow of information, people became very selective regarding what to 
spend their time on and read online. Therefore, efforts should be made in order update social 
networks and blogs with really useful appealing information, which can produce numerous 
feedbacks and discussion. The content should always be relevant and presented from the 
position of the country. 

The social media presence also provides a possibility to generate traffic to different official 
portals by giving post updates with direct links. This is very important in order to push forward 
the country’s branding strategy by presenting it through official portals. 

The opportunity to monitor the country brand through social media should not be neglected 
either. Through social networks presence country can get a better understanding of what is the 
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general opinion about it by monitoring the conversations and addressing negative comments if 
needed. 

There are many more technical issues to address either (e.g. search engines optimizers, tags, 
photo file names optimization, etc.), but it can easily be done with a help of qualified web 
developers. 

2.2.6. Harmonization of Social Media Activity of Country Brand's 
Stakeholders with the Official Country Brand Initiative 
It is not enough for country’s officials to develop the country’s branding strategy in order to 
deliver its values to the world. Above all, those values need to be shared by the country’s 
population, the so-called brand stakeholders or brand ambassadors, brand advocates, brand 
carriers. These are them, who have a power to share the impulse of the country brand’s goods 
and values. The concept, which is very close to this, promoting the ideas alike is “energizing the 
base” concept, which according to Li and Bernoff (2011) is “when political candidates get their 
supporters riled up and spreading the word"…It's the same with companies and their customers. 
Energizing the base is a powerful way to take advantage of the groundswell2 and amplify the 
"buzz" around your products and services”. 

There is no doubt that a country can put its logotypes all over the media, show videos on 
international channels and order advertizing articles in reputable newspapers and magazines. 
These actions will increase general awareness about the country. But hardly is country branding 
about increasing awareness, it is about creating positive attitudes towards the country by means 
of sharing its appealing values and modern thinking. 

This is the reason why, after having discovered the country brand’s essence, country’s officials 
need to present it to population in order to understand if its accepted and supported by the 
nation. Since national citizens need to believe that the essence of the country brand is in tune 
with what they feel and how they live. If this is the case, they will all become brand 
ambassadors, sending positive messages, signals and fluids to the world. ‘To live the country 
brand’ is, probably, a very good definition of the way the citizens need to feel about the 
country’s brand identity. 

If the above described attitude of country’s brand stakeholders towards a country brand’s 
essence is attained, there will be no need to coordinate their social media activities. For, they 
will all gradually contribute to the implementation of the communication strategy, with a 
common goal to attract the public’s attention to the values of the country brand. Therefore, the 
author believes, this is the only successful way to harmonize social media activity of country 
brand’s stakeholders. Such enforced measures like control and monitoring over the 
communication in social networks in order to adapt it to the brand values, will fail in a short 
time, since country branding is primarily voluntary initiative based on free will and desire to 
share and discuss one’s opinion. 

Summing up the above discussed conditions for successful country branding strategy 
implementation – it is important to follow all of them in order to gain the full potential of 
possibilities out of the strategy’s implementation, the major being the relatively low costs for 
social media performance. 

  

                                                      
2 a strong public feeling or opinion that is detectable even though not openly expressed 
(http://www.thefreedictionary.com). 

http://www.thefreedictionary.com/
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3. Conclusion and Discussion 
There were two important Research questions in this master thesis. The first one was “are the 
Essential Conditions for Creation of Unified Country Branding Strategy?”. Country branding 
has emerged and is in full play for several decades now. It has evolved from being a city or 
small region branding technique into transforming whole countries’ brands on international 
arena, making them a “distinctive place in the target market’s mind” (Kotler, 2000). 

However, bypassing the tangible and untangible results, which can be achieved provided the 
correct implementation of the country branding strategy, there is still ongoing vivid discussion 
on country branding’s relevance, scientific character, methods, techniques and key 
takeaways.This is due to the fact that country branding is located on the intersection of different 
academic disciplines, such as marketing and advertizing. At the same time, coutry branding 
does not entirely makes profit of findings and inventions of those disciplines, but it comes up 
with own methodology, strategies, models and vocabulary. 

Another fact that doesn’t let country branding evolve into universally recognized academic 
discipline is a lack of consistancy in its notion. It has been known under many definitions such 
as: country branding, place branding, country marketing, nation brand, competitive identity, soft 
power, public diplomacy, etc. The author believes that the country branding pioneers and 
practitioners need to reach an accord regarding the best term to describe country branding’s 
essence. 

One more open question is that terminology (e.g. such as “marketing”, “brand”, “branding 
campaign”), used by country branding practitioners, is commonly used in Business-to-Business 
and Business-to-Consumers marketing lexicon, associated with commercial profits, sales, 
market size, promotions, selling techniques. Opponents of country branding claim that country 
and nation is in no case a product and it cannot be treated as one. But it should be kept in mind 
that the country-of-origin effect and consequently global demand on country’s production and 
country’s GDP growth is directly connected to country’s brand values and its importance in the 
public minds. However, by no means, the author urges to treat a country primarily by its brands 
production. There are other important aspects to consider: county’s cultural offers, reach 
history, architecture, tourist destinations, cuisine, distinctive social and political values. All 
these are the key dimensions to regard while evaluating the brand, which certain country 
managed to create in a worldwide public’s opinion. 

At the same time, it is hard to underestimate the contribution of strategically correct 
implemented country branding. It does not only create a sustainable country brand on 
international arena and prolifarates national GDP growth, but it also has enourmous positive 
influence on country’s citizens lives, who can feel the results of successful country branding 
strategy in augmented common scense of pupose, raised spirit and national pride, as well as 
better living standarts. 

This master thesis analyzed the step-by-step approach in order to develop and successfuly 
implement the country branding strategy. There are a lot of different important nuances, wich 
need to be taken into account. The author paid atention to such steps in elaboration and 
implementation of country branding strategy as coordination between the national government 
and outsourced organizations; how to overcome stereotypes about the country; elaboration of 
the appropriate logotypes; formalization vs. spontaneity in country branding process; 
importance to identify the right messenger for each target audience; negative consequences of 
quick expectations of the country branding results; country branding strategy implementation 
with a help of social media resources; integration of social media strategy with other running 
country branding initiatives.  

The second research question in this master thesis was “What are the Necessary Components 
for Country Branding Strategy Implementation Applying Omnifarious Social Media 
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Technology Resources and Potential?”. Social media are capable to make the process of country 
brand implementation and development considerably less expensive and much faster. That is the 
reason why, it is worth to take an advantage of it following the principles of work in social 
networks. 

However, there are important issues to consider, when using social media in country branding. 
The key aspect is the integration of the social media initiative and country branding strategy, 
which need to be coordinated in order to send understandable and unequivocal messages to the 
public. Otherwise, people might get confused and puzzled by the large variety of different 
messages with various meanings, which as a result leads to a total ignorance by people. 

One more important facet of the country branding strategy implementation via social networks 
is the necessity in the top-down hierarchy of the portals and their pages in social networks. 
According to Simon Anholt’s Hexagon of Competitive Identity (Figure 3) author has outlined 
six important levels of official portals to support the strategy of country branding: official 
national gateway (country’s national portal), tourist portal, investment portal, educational portal, 
governmental portal, media portal. 

Following the given recommendations the author believes it is possible to achieve very good 
results in such a controversial process as country branding. The two important postulates, which 
cannot be violated on no account, are: 

• the reality must be truthfully reflected, no virtual reality should be created. This is 
important. Country branding is for countries, which are successfully following the way 
of democracy and social stability, and want to inform the international community 
about it; 

• country’s citizens need to feel enthusiastic towards the presented country branding 
strategy, sharing its values and principles. If the nation supports the country’s brand 
initiative - “living the brand”, it will become the best brand ambassador, spreading 
positive associations about the country to the world; 

• the country branding social media strategy has to comply with general country 
branding initiatives in order for people to get clear messages about everything that 
occurs. 

 
As it was indicated in the Methodology, the methods used for this research were synthesis and 
analysis, observation technique, deductive method, comparative research method, method of 
abstraction. Their application aimed to create a holistic picture of country branding strategy 
building and implementation with a help of contemporary social media technology. Author has 
no hesitations that those methods played a crucial role in this research, helping to select the 
most useful information in order to generate a comprehensive guideline for a country brand 
strategy implementation with a social media technology as an instrument. However, if the 
author were not limited by the restraints of financial character, it would be definitely beneficial 
for this master thesis to enrich it with the expertise and experience of the leading practicing 
experts in the field of country branding and social media technologies by means of direct 
interviews.



References 

30 

 

References 
ANHOLT S. 2005. Editorial. Nation Brand as Context and Reputation. Place Branding, Vol. 1, 
No. 3, (2005), pp. 224–228. 

PAPADOPOULOS N., HESLOP L. 2002. Country Equity and Country Branding: Problems 
and Prospects. Brand Management, Vol. 9, No. 4–5, (April 2002), pp. 294–314. 

TAN C. T., FARLEY J. U. 1987. The Impact of Cultural Patterns on Cognition and Intention 
in Singapore. Journal of Consumer Research, Vol. 13, (March 1987), pp. 540–544. 

KOTLER P., GERTNER D. 2002. Theoretical Papers. Country as Brand, Product, and 
Beyond: A Place Marketing and Brand Management Perspective. Brand Management, Vol. 9, 
No. 4–5, (April 2002), pp. 249–261. 

SHIMP T. A., SAEED S., MADDEN T. J. 1993. Countries and Their Products: A Cognitive 
Structure Perspective. Journal of the Academy of Marketing Science, Vol. 21, No. 4, (1993), 
pp. 323–330. 

PORTER M. 1989. The Competitive Advantage of Nations. Simon & Schuster Trade, New 
York. 

PAPADOPOULOS N. 2004. Place Branding: Evolution, Meaning and Implications. Place 
Branding, Vol. 1, No. 1 (November 2004), pp. 36–49. 

ANHOLT S. 2005. Editorial. Introduction to the Nation Brands Index. Place Branding, Vol. 1, 
No. 4, (2005), pp. 333–346. 

ANHOLT S. 1998. Nation-brands of the Twenty-first Century. Journal of Brand Management. 
Vol. 5, No.6, pp. 395-406. 

ANHOLT S. 2008. Brands and Branding. The Economist Series. (December 2008), pp. 206–
216. 

DINNIE K. 2008. Nation Branding: Concepts, Issues, Practice. Butterworth-Heinemann, p. 15. 

LI S., BERNOFF J. 2011. Groundswell: Winning in a World Transformed by Social 
Technologies. Harvard Business Press, p. 7. 

ANSONALEX.COM. TECHNOLOGY, TUTORIALS AND INFOGRAPHICS. 2012. Social 
Media Usage Statistics 2012 [Infographic]. http://ansonalex.com/infographics/social-media-
usage-statistics-2012-infographic/. 

LI S., BERNOFF J. 2011. Groundswell: Winning in a World Transformed by Social 
Technologies. Harvard Business Press, p. 41. 

NORTH AMERICAN TECHNOGRAPHICS ONLINE BENCHMARK SURVEY, Q3 2011 
(US, Canada); EUROPEAN TECHNOGRAPHICS ONLINE BENCHMARK SURVEY, Q3 
2011. http://forrester.typepad.com/groundswell/2012/01/the-global-social-takeover.html. 

TORRES J.F. 2009. What is the first step? Country Branding Blog. http://countrybranding-
josefilipetorres.blogspot.com/2009/07/what-is-first-step.html. 

ANHOLT S. (WELSH J. and FEARN D. – supervising editors). 2008. Engagement: Public 
Diplomacy in a Globalised World. Foreign & Commonwealth Office. 

http://ansonalex.com/infographics/social-media-usage-statistics-2012-infographic/
http://ansonalex.com/infographics/social-media-usage-statistics-2012-infographic/
http://forrester.typepad.com/groundswell/2012/01/the-global-social-takeover.html
http://countrybranding-josefilipetorres.blogspot.com/2009/07/what-is-first-step.html
http://countrybranding-josefilipetorres.blogspot.com/2009/07/what-is-first-step.html


References 

31 

 

OLINS W. 2002. Opinion Piece. Branding the Nation – the Historical Context. Brand 
Management. Vol. 9, No. 4–5 (April 2002), pp. 241–248. 

MOILANEN T., RAINISTO S. 2009. How to Brand Nations, Cities and Destinations: A 
Planning Book for Place Branding. Palgrave Macmillan, New York, pp. 73–75. 

KAPFERER J.-N. 2008. The New Strategic Brand Management: Creating and Sustaining 
Brand Equity Long Term. Kogan Page Publishers, London and Philadelphia, pp. 124–125. 

DINNIE K. 2008. Nation Branding: Concepts, Issues, Practice. Butterworth-Heinemann, 
Oxford, p. 158. 

SIDHOM S. 2010. How do you build a country brand? Nation Branding. Everything about 
Nation Branding and Country Brands. http://nation-branding.info/2010/03/24/how-do-you-
build-a-country-brand/. 

GILMORE F. 2002. A country — can it be repositioned? Spain — the success story of country 
branding. Brand Management, Vol. 9, No. 4–5 (April 2002), pp. 281–293. 

ANHOLT S. 2008. Editorial. Place branding: Is it marketing, or isn’t it? Place Branding and 
Public Diplomacy, Vol. 4, No. 1 (February 2008), pp. 1–6 

GERALD T. 2011. Destination: southern Africa. Boosting regional tourism through Social 
media. http://capetocongo.com/wp-content/uploads/2011/05/1-Destination.pdf. 

CURTIS B. 2011. How Switzerland can use Social Mediato Promote and Protect its Country 
Brand. International University of Geneva. http://www.scribd.com/doc/70904949/How-
Switzerland-Can-Use-Social-Media-to-Protect-and-Promote-Its-Country-Brand. 

BRANDCONSULTANTASIA’S BLOG INSIGHTS INTO BRANDING IN ASIA. 2011. 5 
Essential Rules for Social Media and your small business brand. 
http://brandconsultantasia.wordpress.com/2011/09/05/5-essential-rules-for-social-media-and-
your-small-business-brand/. 

LI S., BERNOFF J. 2011. Groundswell: Winning in a World Transformed by Social 
Technologies. Harvard Business Press, p. 130. 

TORRES J.F. 2009. Step # 3. Country Branding Blog. http://countrybranding-
josefilipetorres.blogspot.com/2009/10/step-3.html. 

TORRES J.F. 2009. Getting Started. Country Branding Blog. http://countrybranding-
josefilipetorres.blogspot.com/2009/06/getting-started_30.html. 

HINNER M.B. 2010. Stereotyping & Country-of-Origin Effect. China Media Research, Vol. 6, 
No. 1, p. 1. 

PAPADOPOULOS N. 2009. Interview with Nicolas Papadopoulos. BrandingGreece.com. 
http://brandinggreece.com/interview-with-nicolas-papadopoulos/. 

VAN HAM P. 2001. The Rise of the Brand State. Foreign Affairs. 
http://www.foreignaffairs.com/articles/57229/peter-van-ham/the-rise-of-the-brand-state. 

TORRES J.F. 2012. Continuation of Poland Country Brand Strategy...Part 2. Country 
Branding Blog. http://countrybranding-josefilipetorres.blogspot.com/. 

PAPADOPOLOUS N. 2004. Place branding: Evolution, meaning and  implications. Place 
Brand., Vol. 1, No. 1, pp. 36-49. 

VOLONTAIRE AGENCY. 2012. Curators of Sweden. 
http://www.volontaire.se/en/case/curators-of-sweden/. 

http://nation-branding.info/2010/03/24/how-do-you-build-a-country-brand/
http://nation-branding.info/2010/03/24/how-do-you-build-a-country-brand/
http://capetocongo.com/wp-content/uploads/2011/05/1-Destination.pdf
http://www.scribd.com/doc/70904949/How-Switzerland-Can-Use-Social-Media-to-Protect-and-Promote-Its-Country-Brand
http://www.scribd.com/doc/70904949/How-Switzerland-Can-Use-Social-Media-to-Protect-and-Promote-Its-Country-Brand
http://brandconsultantasia.wordpress.com/2011/09/05/5-essential-rules-for-social-media-and-your-small-business-brand/
http://brandconsultantasia.wordpress.com/2011/09/05/5-essential-rules-for-social-media-and-your-small-business-brand/
http://countrybranding-josefilipetorres.blogspot.com/2009/10/step-3.html
http://countrybranding-josefilipetorres.blogspot.com/2009/10/step-3.html
http://countrybranding-josefilipetorres.blogspot.com/2009/06/getting-started_30.html
http://countrybranding-josefilipetorres.blogspot.com/2009/06/getting-started_30.html
http://brandinggreece.com/interview-with-nicolas-papadopoulos/
http://www.foreignaffairs.com/articles/57229/peter-van-ham/the-rise-of-the-brand-state
http://countrybranding-josefilipetorres.blogspot.com/
http://www.volontaire.se/en/case/curators-of-sweden/


References 

32 

 

SHAYON S. 2011. @Sweden - Sweden Builds Nation Brand on Twitter. BrandChannel.Always 
Branding.Always On. http://www.brandchannel.com/home/post/2011/12/20/Curators-of-
Sweden-122011.aspx. 

TORRES J.F. 2012. 3 Arena Approach. Country Branding Blog. http://countrybranding-
josefilipetorres.blogspot.com/. 

ANHOLT S. 2009. Editorial. Should Place Brands Be Simple? Place Branding and Public 
Diplomacy, Vol. 00, No. 0, pp. 1–6. 

ANHOLT S. 2007. Anholt: Countries Must Earn Better Images through Smart Policy. Council 
on Foreign Relations. http://www.cfr.org/media-and-public-opinion/anholt-countries-must-
earn-better-images-through-smart-policy/p14719. 

BULLAS J. 2012. 48 Significant Social Media Facts, Figures and Statistics Plus 7 
Infographics. JeffBullas.com http://www.jeffbullas.com/2012/04/23/48-significant-social-
media-facts-figures-and-statistics-plus-7-infographics/. 

STELZNER M.A. 2012. 2012 SOCIAL MEDIA MARKETING INDUSTRY REPORT How 
Marketers Are Using Social Media to Grow Their Businesses. SocialMediaExaminer.com. 
p.34. 
http://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport2012.pdf?9d7bd4. 

SERPA J. 2011. SocialMediaToday The World’s Best Thinkers on Social Media.Two 
Compelling Social Media Trends for 2012. 
http://socialmediatoday.com/johnserpa/414660/social-media-and-2012. 

KOTLER P. 2000.  Marketing Management. Millennium Edition. New Jersey: Prentice-Hall 
Inc. p. 298. 

http://www.brandchannel.com/home/post/2011/12/20/Curators-of-Sweden-122011.aspx
http://www.brandchannel.com/home/post/2011/12/20/Curators-of-Sweden-122011.aspx
http://countrybranding-josefilipetorres.blogspot.com/2009/06/getting-started_30.html
http://countrybranding-josefilipetorres.blogspot.com/2009/06/getting-started_30.html
http://www.cfr.org/media-and-public-opinion/anholt-countries-must-earn-better-images-through-smart-policy/p14719
http://www.cfr.org/media-and-public-opinion/anholt-countries-must-earn-better-images-through-smart-policy/p14719
http://www.jeffbullas.com/2012/04/23/48-significant-social-media-facts-figures-and-statistics-plus-7-infographics/
http://www.jeffbullas.com/2012/04/23/48-significant-social-media-facts-figures-and-statistics-plus-7-infographics/
http://www.socialmediaexaminer.com/SocialMediaMarketingIndustryReport2012.pdf?9d7bd4
http://socialmediatoday.com/johnserpa/414660/social-media-and-2012

	1. Introduction
	1.1. Country Brand Phenomenon Background
	1.2. Social Media as an Important Country Branding Tool
	1.3. Intended Results and Research Questions
	1.4. Methodology
	1.5. Literature Overview, Background and Applications
	1.6. Research problems’ Identification and Definition
	Issue I: Creation of Unified Country Branding Strategy
	Issue II: Country Branding Strategy Implementation Applying Omnifarious Social Media Resources and Potential

	2. Results
	2.1. Results A. Creation of Unified Country Branding Strategy
	2.1.1. Coordination between Communicative and Marketing Strategies of the National Government and Outsourced Organizations
	2.1.2. Overcoming Stereotypes about the Country
	2.1.3. Elaboration of the Appropriate Logotypes
	2.1.4. Control and Formalization vs. Spontaneity in Country Branding Process
	2.1.5. Designing the Brand and Identifying the Messenger
	2.1.6. Quick Expectations of the Government and its Negative Outcomes

	2.2. Results B. Country Branding Strategy Implementation Applying Omnifarious Social Media Resources and Potential
	2.2.1. Social Media Networks Overview
	2.2.2. Integration of the Social Media Country Branding Strategy with Other Ongoing Country Branding Initiatives
	2.2.3. Social Networks Structure and Top-down Hierarchy
	2.2.4. Regular Updates of all Social Network Pages and Blogs
	2.2.5. "Rules of the Game" in Social Media
	2.2.6. Harmonization of Social Media Activity of Country Brand's Stakeholders with the Official Country Brand Initiative


	3. Conclusion and Discussion
	References

