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Nation Branding: Concepts, Issues, Practice is a comprehensive and exciting text that
demonstrates why nations are embracing the principles of brand management. It clearly explains
how the concepts and techniques of branding can be adapted to the context of nations – as
opposed to the more usual context of products, services, or companies. Concepts grounded in
the brand management literature such as brand identity, brand image, brand positioning, and
brand equity, are transposed to the domain of nation branding and supported by country case
insights that provide vivid illustrations of nation branding in practice. 

Nation branding is a means by which more and more nations are attempting to compete on the
global stage. Current practice in nation branding is examined and future horizons traced. The book
provides:

● The first overview of its kind on nation branding

● A blend of academic theory and real world practice in an accessible, readable fashion

● A clear and detailed adaptation of existing brand theory to the emerging domain of       
nation branding

● An original conceptual framework and models for nation branding

● A rich range of international examples and over 20 contributions by leading experts from 
around the world 

● Country case insights on nation branding strategies currently being utilized by nations such as
Japan, Egypt, Brazil, Switzerland, Iceland, and Russia

Clearly and coherently structured, the book is an essential introduction to nation branding for
both students and policymakers and will be an essential text for those interested in this fast
growing area.

www.routledge.com
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. . Preface . .

This book has been written to make a contribution to the small but rapidly
growing literature on nation branding. It is designed to show not only
the ways in which conventional brand management techniques can be
applied to nations but also to provide some background depth on the
context and nature of nation branding. Therefore, the scope of the book
encompasses wider issues related to national identity, sustainable devel-
opment and political awareness, in addition to the more familiar branding
themes of brand identity, brand image, brand positioning, brand equity
and so on. This approach is intended to ensure that the theory and prac-
tice of nation branding is covered in a rich, multi-dimensional manner.

The book is written for a number of audiences, each of whom will
come to the field of nation branding with their own specific interests and
agenda:

• MBA, Masters and upper level undergraduate students studying
marketing, branding, international business, public diplomacy and
tourism• Government and policy-makers worldwide, particularly in economic
development agencies, export promotion agencies and tourism
organizations• Individuals with an interest in how their country is perceived and
the ways in which their country is (or is not) attempting to enhance
its reputation

A key feature of the book is the provision of multiple perspectives on
nation branding through the inclusion of over 20 contributions from a
wide range of academics and practitioners. These contributions illuminate
vividly the theories, concepts and frameworks that form the basis of the
book. Country case insights are offered on the nation-branding activities
and challenges of countries as diverse as France, Japan, South Africa,
Egypt, Brazil and many more. It is a key contention of this book that the
principles of nation branding can be applied successfully by any nation
whether small or large, rich or poor, developed or emerging. The country
case insights are designed to demonstrate this point.

Many people have contributed in different ways to this book. I hope
that you will find it stimulating and thought-provoking to read. It is
designed to act as a starting point for discussion and action, rather than
as a final statement on the topic of nation branding.

Enjoy the book!
Keith Dinnie

Edinburgh
www.brandhorizons.com

http://www.brandhorizons.com
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