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INTRODUCTION .,

Within the contemporary international competitive environment, nations are constantly required to respond to a
dynamic social and economic framework, similar to a commercial marketplace (Anholt, 2002; Kavaratzis, 2005).

Nations compete with each other for resources and alliances that could establish and enhance their competitive
advantage (Kotler & Gertner, 2002; Mihailovich, 2006).

Nation branding is considered a major tool for the creation and leverage of competitive advantages of nations
(Gilmore, 2002; Kouris, 2006; Dinnie, 2008; Akotia et al, 2011) and consequently for their sustainable
development (Jaffe & Nebenzahl, 2001; Lee, 2009).

As a multifaceted and holistic concept, nation branding attracts interest of researchers from many academic
disciplines, such as international relations, political science, anthropology, sociology and history (Dinnie, 2002).



INTRODUCTION..,,

It has emerged through the combination of more focused scientific fields: country of origin, place or destination branding,
public diplomacy and national identity (Fan, 2010), while attempts to define the term highlight the complexity,
multidimensionality and dynamic international aspect of its nature (Dinnie, 2008; Fan, 2010).

Nation branding has become essential for all countries, not only in order to create a dynamic image, but also to reverse potential
negative associations (Gudjonsson, 2005; Kavaratzis, 2005; Hanna & Rowley, 2008) and is widely considered a very important
tool for the development and sustainability of country competitiveness (Porter 1990; Lodge, 2002; Kotler & Gertner, 2002;
Anholt, 2004; Anholt, 2005; Mihailovich, 2006; Anholt, 2008; Dinnie, 2008).

My presentation is based on a Doctoral research, conducted by Dr Maria Psimouli, which attempted to explore the relationship
between nation brand equity and nation competitiveness in the global environment. The implications of the findings provide

“food for thought....& discussion™ .



THE THEORETICAL FRAMEWORK.

* Nowadays, academics and practitioners agree that places can be branded (Caldwell & Freire, 2004; Freire, 2005),
while critics of nation branding are skeptical not towards the existence of the concept but towards its interpretation

(Fan, 2010).

There 1s a general consensus among academics that nation brands differ
from corporate and product brands (O Shaughnessy & O’ Shaughnessy,
2000; Jaworski & Fosher, 2003; Dinnie, 2008; Farooqi, 2009), in spite
of some researchers claiming that nation brands could be handled as
product or corporate brands (Olins, 1999a; Papadopoulos Heslop, 2002).




THE THEORETICAL FRAMEWORK.

Some of the arguments supporting the view that nation brands differ from corporate and product brands relate to:

The limited distribution
of the commercial brands
as opposed to the global

The inability of nations

to change some of their

attributes i.e. geography
or climate

The limited theory
and the multiple

presence of nation brands

as mental images levels included in

country branding

The uniqueness of
each nation brand and

Fan (2010) Kotler, 1997

their unlimited

product life cycle Dinnie, 2008 The difficulty of having a
consistent brand
Jaworski & Fosher, 2003 personality linked to a

nation

O’ Shaughnessy & O’ Shaughnessy, 2000



THE THEORETICAL FRAMEWORK...,
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THE THEORETICAL FRAMEWORK...,
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THE THEORETICAL FRAMEWORK.

Fan (2010), reviewing the literature found the following major approaches in the focus and purpose of nation branding:

To change or strengthen a nation’s
To reshape To embrace political, image/reputation
national identities cultural, business and sport Gudjonsson, 2005; Fan, 2006,
Olins, 1999 activities 2008
Jaffe & Nebenzahl, 2001

To promote economic and
. . 9 o, . . .
To increase a nation’s political interests domestically
competitiveness and abroad

Anbolt, 2007; Lee, Rendon, 2003; Szondi, 2007
2009




THE THEORETICAL FRAMEWORK.

In an attempt to delineate the construct of Nation Branding
and identify its main dimensions, the aspects emerging from
literature review have been summarized in the following Table.







THE THEORETICAL FRAMEWORK..,

Following the above literature review, the dimensions that seem to prevail throughout all constructs (brand, identity,

image) and thus could be considered as ‘Nation Branding Dimensions’ could be grouped in the below pillars:

Economy (Exports, Tourism, Science and Technology, Foreign Direct Investment)
Nature (Landscape, Geography, Environment)

Culture (History, Art, Music, Sports, People)

Governance (Government policy)

Brand Ambassadors (Media, Immigration/Diaspora, Celebrities)

- In order to manage , let alone, enhance a nation’s brand, it is crucial to take into account all above areas of
~ interest. It is important to explore and combine their unique attributes , identify and improve their weaknesses,
~ merge the parts in a meaningful way and create a strong platform that will link perceptions with reality.



NATION BRANDING EQUITY .

The concept of the brand as a value enhancer has led to the development of the concept of brand equity (Aaker 1991).Nation
brand equity refers to the tangible and intangible , internal and external assets (or liabilities)of the nation (Dinnie ,
2008).Nation brand value is the total sum of nation brand equity that is created by people, firms, government and products
within a country ( Cho,2004).

In this study, we adopt the construct of nation branding equity which could be thought of as a measurable and visible outcome
of the process that can be approached through objective data and can reveal many aspects of the nation branding
phenomenon. For the present study nation brand equity is defined as follows:

Nation brand equity is the conspicuous profile of a country that is shaped by the country’s prevailing brand aspects.

The country’s prevailing brand aspects correspond to the nation brand dimensions that emerged through the literature review

(economy, nature, culture, governance, brand ambassadors).



NATION BRANDING EQUITY .,

Brand Equity Measurement Approaches

There are various ways to measure brand equity:

* Consumer or behavioral or research based brand equity approach which uses primary survey data to reveal
attitudes , perceptions and behaviors of consumers towards a brand

* Company or financial based brand equity approach [Market approach, Cost approach, Income approach
(Royalty relief ,Price premium etc)] which focuses on the total value of a brand as a separable asset

* Brand equity measurement based on a comprehensive perspective which combines both consumer and

financial approaches (eg Interbrand)




NATION BRANDING EQUITY ..

Nation Brand Equity Approaches




NATION BRANDING EQUITY s

The Nation Brand Index (NBI) — Simon Anholt (2005




NATION BRANDING EQUITY ..,

The Country Brand Strength Index (CBSI) — Mark Fetscherin (2010)




NATION BRANDING EQUITY ..

The Nation Brand Molecule - José 1. Rojas-Méndez




NATION BRANDING EQUITY .,

International organizations’ approaches

Brand Finance Nation Brands
Future Brand Country Brand Index
GiK Roper Public Affairs & Media The Anholt-GfK Nation Brand Index

East West Communications Nation Brand Perception Index

Bloom Consulting Country Brand Ranking



NATION COMPETITIVENESS..»

v" The term ‘competitiveness’ is being used by many different disciplines, politics, economics, business (Aiginger &
Vogel, 2015) and although it has been explored both by academics and practitioners (Solvell, 2015) there seems to be
no consensus to a unique definition.

v" Traditional approaches to competitiveness focused on cost and production factors (Sélvell, 2015; Aiginger & Vogel,
2015), aligned with classical economics that emphasized the role of production inputs (Stevans et al, 2012).

v" The most influential work in the field of nation competitiveness has been published by Porter (1990), who attempted to
answer the question ‘Why do some nations succeed and others fail in international competition?’ by narrowing it down
to “Why does a nation become the home base for successful international competitors in an industry?’.



NATION COMPETITIVENESS.

Having studied nations with different characteristics and conditions , Porter claimed that ‘a nation’s competitiveness depends on
the capacity of its industry to innovate and upgrade’ and presented the famous Diamond of National Advantage, a system

consisting of four attributes that ‘create the national environment in which companies are born and learn how to compete’:

1. Factor conditions: The nation’s position in factors of production, such as skilled labor or infrastructure,
necessary to compete in a given industry.

2. Demand conditions: The nature of home-market demand for the industry’s product or service.

3. Related and supporting industries The presence or absence in the nation of supplier industries and other related
industries that are internationally competitive.

4. Firm strategy, structure and rivalry: The conditions in the nation governing how companies are created,

organized and managed, as well as the nature of domestic rivalry.




Buckley, Pass
Competitiveness is seen as the ability to perform well; it is the generation and maintenance of competitive advantages; and it is the process of managing &
Prescott,

1988

decisions and processes in the ‘“right” way

Competitiveness is the ability of a country to achieve sustained high rates of growth in GDP per capita

Competitiveness is the ability of a nation to create and maintain an environment that sustains more value creation for its enterprises and more prosperity
for its people; the ability of a country to create added-value and thus increase national wealth by managing assets and processes, attractiveness and IMD, 2005

aggressiveness, globality and proximity, and by integrating these relationships into an economic and social model




NATION COMPETITIVENESS.,




NATION BRAND EQUITY AND NATION

COMPETITIVENESS: THE CONCEPTUAL MODEL

The Conceptual Model




RESEARCH QUESTION AND METHODOLOGY

The main research question of the present study was whether there is a link between Nation Brand Equity and
Nation Competitiveness.

For the research purposes of the present study, secondary data were selected as they are considered to offer:

(a) a more ‘objective’ point of view compared with primary data - cross-cultural differences may affect perceptions of the
respondents in case of primary data,

(b) a longer time period for examination — secondary data sets are available for many years,

(c) a bigger sample of countries — collection of primary data from different countries for many years would increase
dramatically cost and time of the research without ensuring a better interpretation or generalizability of the results, while the
size of the sample would be subjected to data collection limitations.

Also, as the nature of the constructs under exploration is mainly comparative it was essential to ensure comparability of the

data. ?




RESEARCH QUESTION AND METHODOLOGY e,

The population under research consists of 194 countries (the total number of countries that exist in the world today)
(World Atlas, 2013). The sample was formed following a purposive sampling process that was based on the
following criteria:

(a) Availability of secondary data for all variables being studied (it was considered extremely risky to attempt

handling of missing values in a secondary data set)

(b) Representativeness of sample (both in geographical and economic terms, based on the respective population)




SAMPLE OF STUDY

Africa

Asia

Europe

America

Oceania

Total




DATASETS & INDICATORS FOR NATION BRAND
EQUITY DIMENSIONS
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ANALYSIS AND RESULTS ..

v" In order to explore relationships among variables and maximize explanation of variance, Smart PLS software was used.
The PLS methodology allows for handling of nonparametric data, while the sample size can range from 30 to 100 cases
(Ringle et al, 2015). In the present study, the database of averages (80 cases) was explored with Latent Variable Path
Modeling with Partial Least Squares (PLS), in order to check the relationship between the construct of NBE and GCI.
The model revealed a statistically significant relationship between NBE and GCI according to Bootstrapping technique

(p-value=0.000), while Cronbach’s alpha was 0.802.
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SUMMARY OF THE PATH MODEL ANALYSIS

Complete Model

Variable

2010 2011
Culture B 2 0.168
Diaspora 0.802 0.816 0.802
EPI 0.611 Hia 0.621
Exports 0.779 0.785 0.800
FDI 0.586 Gl 0.664
Governance 0.872 0.863 0.860
Tourism 0.799 0.804 0.818
Media 0.584 0.511 0.536
SCI 0.302 0.307 0.288
NBE construct
Cronbach's alpha 0.802 0.785 0.804
NBE - GCI 0.818 0.820 0.799







IMPLICATIONS OF THE STUDY ..,

» The main practical implications of the present study refer to the policies of the state.It is clear that nation branding connects
to the competitiveness of a country at a global level and could be used as a strategic planning tool by any government that

wishes to maintain or improve its country’s international competitive position.

» Putting nation branding into action assumes an extrovert -oriented governmental policy that would trace all actions
around the axis of global competitiveness, exploiting all positive characteristics of the country aiming to improve all

weaknesses and and transparently communicating progress to both internal and external audiences

» A country’s nation brand is linked to the country’s international image and reputation, even if the country does not invest
any formal effort in managing its nation brand. Associations may result from various sources, such as tourists’ personal

experience, purchases of products made in the country, movies, history and media,.



IMPLICATIONS OF THE STUDY ..,




FOOD FOR THOUGHT ..& DISCUSSION...

Which public institution should be responsible for the improvement of the Greek
economy’s extroversion and consequently competitiveness?




The main public institution responsible for Greek Tourism i1s EOT (Greek Tourism
Organization) which was founded in 1929 and operated under the auspices of the Ministry
of Finance.

= In 1950 it was restructured and operated under the Ministry of Government’s Presidency.

= In 1989 the Ministry of Tourism was established. It was operating until 1996, monitoring
the activities of EOT.

= During the period 1996-2004 EOT was the only public institution dealing with Tourism,
as there was no relevant Ministry.



In 2004 the Ministry of Tourism Development was established.

In 2010 the Ministry of Tourism Development was ceased to operate and again EOT
was placed under the newly founded Ministry of Culture and Tourism.

In 2012 an autonomous Ministry of Tourism was established again.

In February of 2015 the Ministry of Tourism was ceased to operate as an autonomous
Ministry and became a part of the new Ministry of Economy, Shipping, Infrastructure
and Tourism.

In November of 2016 the Ministry of Tourism was reverted to its separate role and is
currently monitoring the activities of EOT.




The main public institution responsible for the promotion of exports and foreign trade was
the Greek Organization of Foreign Trade (OIIE) that was established with the Act
528/1977 and was active until 2014. Then, along with the organization Invest in Greece
that was responsible for attraction and support of FDI (Act 2372/1996) became host of a
new organization that was established with the Act 4242/2014 and named as Greek
Agency of Investment and Foreign Trade — Enterprise Greece. Today this agency is
operating under the auspices of the Ministry of Economy and Development.




ECONOMY & DEVELOPMENT

During the 7 years of crisis (2009-2016) the Ministry of Economy and Development has
changed name, structure, content and responsibilities seven times. More specifically:

Ministry of:

I. Economy, Competitiveness and Shipping

2. Development, Competitiveness and Shipping

3. Development, Competitiveness, Infrastructure, Transport and Networks
4. Development and Competitiveness

5. Economy, Infrastructure, Shipping and Tourism

6. Economy, Development and Tourism

7. Economy and Development



WEAKNESSES OF THE STATE




STRATEGIC POLITICAL PLANNING

In order to manage extroversion and broader international image of the country we
need:

» Legislation, concerning the number and responsibilities of Ministries. Any
amendment should require consensus of the Parliament.

» Existence of a cohesive strategic vision that will shape directions about the future
of the economy as well as rational and measurable objectives for the evaluation
of the effectiveness of the respective Ministries.




PROPOSAL

Formation of a Ministry, responsible for the Current Account Balance.

This Ministry will be named as Ministry of Foreign Trade, Investment
and Tourism.

Role

It will formulate a comprehensive strategy, focused on industries and
markets in which our country has competitive advantages, in order to
increase exports, FDI and tourist revenue, while promoting at the same
time excellent cooperation among public and private sector institutions
active in the respective fields.




FORMATION OF GENERAL SECRETARIATS

It 1s suggested that in this Ministry there should be three General
Secretariats:

Strategic Exports Marketing

Strategic Tourist Marketing

Strategic Investment




MAIN REASON FOR THE EXISTENCE OF

THREE G.S. IN THE SAME MINISTRY

Need of a balanced approach towards the country’s extroversion.

Extreme emphasis on the promotion of tourism may damage a country’s image,
by creating stereotypes, that associate the country with a destination that is only
for fun and holiday and not for investments or production of high-quality products
and services for the international markets.

Of course, it is very important for the national economy to safeguard that the
tourist offering will be as much attractive as possible.




G.S. OF STRATEGIC EXPORTS MARKETING

Responsibilities

Development of a comprehensive and realistic plan for the support of organized exports,
based on:

Reinforcement of the offices of the Commercial Attaches abroad

Initiations to solve long-term problems of bureaucracy and funding

Efforts to assist Greek exporting companies (a) to strategically define target-markets
abroad and the way to penetrate into them and (b) to adapt their marketing strategy
(product, price, promotion, place) to each market’s conditions




G.S. OF STRATEGIC TOURIST MARKETING

Responsibilities

* Coordination of the initiatives, given the peculiarities and the complex nature of tourism

 Incorporation of tourism into the general program concerning extroversion of the economy

* Long-term strategic planning for tourism, including development of alternative forms of tourism

* Development of a comprehensive marketing plan that will strategically identify specific markets
and target groups, differentiating the tourist offering according to the polymorphic demand of the

huge tourist market.



G.S. OF STRATEGIC INVESTMENT

Responsibilities

Development of a complete plan that will include:

* Simplification of the legal framework about investment

 Facilitation of permission granting process for business

* Assurance of financial tools available to investors

* Promotion of the comparative competitive advantages of the country in
specific industries to carefully selected international investors



Provided that these three G.S. make coordinated efforts,
important synergies can be developed that can contribute to the

improvement of extroversion and competitiveness of our
economy. Results will be reflected on the Current Account
Balance.




THANK YOU FOR YOUR
ATTENTION



