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Country image

"There is now a long, almost old history of professional work
and various efforts to consciously shape and develop country
Image”

arketing & [Vlenedzsment

The Hungarian Journal of Marketing and Management

1996!



Country Image Center

Country Brand Council

Hungarian Tourism Plc

Hungarian Tourism Agency



Destination branding




Country branding
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Country branding
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But this is not just about money

HUNGARIAN






The role and effe_cts of
country branding:

Country image In the_
enlarged European Union
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Country brand probably does
exist.



We think of other countries as brands







"Although companies encourage brand
building through marketing programmes
and other activities, a brand is ultimately
something that exists in the minds of

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

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

PHILIP KOTLERS=

1) )

EVIN LANE KELLER
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Country brand probably does exist.

Country branding probably doesn't.

And even If it exists, it Is definitely
not about slogans and logos.






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

Kotler

MARKETINGMENEDZSMENT
Keller
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The role of the logo is no different than
a visual representation of the name.




The logo for Spain, created by Mir6 has been used consistently since 1983
— many countries are trying to imitate this visual approach

CSpNA
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" There Is not a single case study
showing that general country
marketing campaigns change the
country image.”
- "! SNO\:HOLT
_Cor:;?)(;toitive " GOOD
dentity

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



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



Iamodijos/uod dueUGpULRI] TZ0T Xapu] 1amod 3Jos [eqO[5) :30In0g @ ‘@dueulJpuesg

U21e353Y JO 19BN
eIV s91e1S wop3ury
eulyd elpu| Aaxyny Ynos payun J1zeig 2ouel4  Auewssn pajiun ueder

$81€1S pajiun w OLVN °
auten|n - eissny @

v < w& MJ g ® iﬂ %‘

%0

%0¢

%01

%09

%08

CANIVEN NI LDITANOD THL Y04 FINVIL OL SI OHM @




BN"3ABHE EN"3AEYE BN"IABHE

JETLXT: NOA 3IARYE
BTN mz_,_n_ M.:a SO3aN
j03noH  [EEN-RWEEN  ANINNOD
anein I JETLT




05

According to global public opinion
10-20 countries are outstanding -
but we don’t know too much about
all the other countries and dont’t even
bother
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If someone throws stones at you,
throw back humour!
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Although people don’t know too much about
most of the countries of the world,
they can still have an opinion -
that is why country brand models
and rankings can be useful
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Dimension Individual factors for each dimension
Tourism Travel to the country in case money were no object;

Natural beauty;
Historic buildings;

A city with a lively atmosphere

Export Science and technology;
Buying products;

Creative place
Governance Competent and honest;

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

Contemporary culture
People You are welcome;

A close friend;

Employability



Scotland’s example

Investment Export
© - 2016 —a=2018

and |mm|grat|0n Contnbution o
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It is hard to build up
a good country image (country brand),
but it Is easy to destroy it -
although it is not that easy to destroy either.
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Don't just do good for ourselves -
but also for other countries.



>

NAPOLEQN o sosss

"Be good If you can, and the rest
doesn't matter!”

STATE BUONI
SE POTETE

Vera 6@ tes HILIPT NERII

Congregationis Ovatorii fundatorss.
j j «f' T v Merlen—-

SANPAOLO



The big problems are global problems

* Migration

e Terrorism

* Deep Poverty

* Inequality

« Climate change _
 Pandemics and biosecurity _
 War conflicts

* Human rights

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

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

goodest.

Ranking of selflessness
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The lesson learned

“Bragging about your own country, which is what governments so
often end up doing, Is like a standup comedian who goes onstage and

tells the audience how funny he or she Is.
Don't tell them to laugh. Be funny.

And likewise, for countries:
Don't tell them to admire you. Be admirable.”

(Simon Anholt)
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It Is rarely possible to shape the whole
country brand, but there are examples



™

RELEVANT

Ideas that can be incorporated are ones that are
related to an existing one

DISTINCTIVE

Make it different from the others'.
Very different.

CONCRETE

Something concrete is memorable.
Something general is not.

TRUE

You must not lie.
Positioning is the truth told well.

B S e ew g
NARROWING
We need to define what the country is a MOTIVATING
and what it is not. Move tourists and locals alike.
Say less, keep it short and simple!
TE=EE T Al RS & B o
STRATEGIC EXPERIENCE

Can be used in the long term, it has impact on the

: . : . Feelings like WOW , AHA. or HA-HA
country's activities, not just communication

THTEN




Which countries are these brands from?
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e-estonia
The digital society

Can be translated into both concrete actions and communication
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10 million "citizens" from 1,4 million?

E-RESIDENCY EXPLAINED

» It is a secure digital identity issued by Estonia

which allows digital authentication and the |-
digital signing of documents. | pa-—" A
» Since December 2014, foreigners (including ﬁ"_ - | caBpe
Indians) can apply for it | — --'_-'j"" oy LR

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

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

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

(approximately Rs 3,500)
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We can still try branding a country
- but marketing is only a small
part.



,807% of country branding is innovation,
19% coordination and only 5% communication.”

(Simon Anholt)



1. Central idea
2. Stakeholder management

3. Public policy and
professional policies

4. Digital identity
9. Marketing

JOSE FILIPE TORRES

FOUNDING PARTNER AND CEO @
BELOOM CONSULTING

~

P >l o) 007/223

Bloom Consulting - What is Nation Branding?




Fiatalos, lendilletes &s lényegre tord Gsszeallitas az orszagmarkak épitésének fontossagarnol,
folyamatars| és korlatairel. Hianypotic munka, amely a rendszerezett elméleti alapok Sttekinté-
se utén gyakoriati irinymutatésokat fogalmaz meg a téméval elméleti vagy gyakorlati szinten
foglalkozok szamara. Ajaniom a kényvet mindazoknak, akik szeretik az igényes és olvasmanyos
szakkonyveket, és akiket érdekel, hogy miként lehetne Magyarorszag orszagimazsat innovativ
médon formaini
Dr: habil. Deli-Gray Zsuzsa,
lutatoprofesszor, ESSCA School of Management

A kitet friss szemiélete szerint az orszagimazs formalisa alapuetfen assz0CiEco- 65 reputicio-

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

elismert szakemberként paratian és nélkilozhetetien Gtmutatée biztosit azok szamdra, akik
a témaban barmilyen madon is érdekeltek.

Dr. habil. Fehér Katalin,

tudomanyos fomunkatsrs, Budapesti Gazdas3gi Egyetem

Termékmarkat épiteni nem kinnyii feladat, orszagmarkat épiteni ennél is nagyobb kihivas. it
a professzionalizmus mellett szamos mas, szakman tili faktor gazdagitia a kepletet. A szerzo
vitathatatlan erénye, hogy ezeken feliilemelkedve szakmai keretet ad, struktirat vazol. példakat
haz, ellentétes allaspontokat villant fal, mikozben nehézségekre is ramutat, koztik talin 3 leg-
fontasabbra: nincs orszagmérka-épités orszagépités nélkil, hisz a markat végss soron mégiscsak
maga a termék hatirozza meg.

Dr. Nagy Balint. az International Business School (IBS) marketing tanszekének vezetdje.
a3z Orszagmarka Tanacs (2009-2012) tagia

Magyar nyelven ilyen alapos attekintés az orszagmarkazisrol még nem jelent meg. Atfogd, alapos,

olvasmanyos, az olvasit egy Gj vilaggal ismerteti meg, amelynek akarva-akaratianul & maga is

szerves része. A kinyv egy igéret: olvassja megértheti a helymarkazas sajitos hatarteriletét,

a marketing, a markazas, a fogyasztoi pszichologia, 2 stratégiai tervezes és a kizbsségépités
sajétos elegyét.

Dr. habil. Kidér Magor,

egyetemi docens, Babes-Bolyai Egyetem, Kolozsvir
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KADEMIAI KIAD!

APP-VARY ARPAD

Orszagmarkazas

Versenyképes identitas
és imazs teremtése




1) Introduction, clarifying the objectives of country branding

2) Setting up a country branding work group

3) Country brand research, surveys and their analysis

4) Positioning: the central idea behind the country brand strategy
5) Integrating positioning into product development

6) Creating a consistent visual and verbal image

7) Using an integrated marketing communication mix

8) Regular monitoring, evaluation and feedback



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

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

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

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



Thank you!

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

Nonders

( WO W THINGS TO DO = PLACES TO GO = HUNGARY FOR * PLAN YOUR TRIP =
HUNGARY

National Blue Traif
Ookk Mountains
Eger region




