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BRAND ASSIGNMENT



Home Country as a Brand Home Country as a Brand Home Country as a Brand Home Country as a Brand 
(Brief Guideline and General Framework)(Brief Guideline and General Framework)(Brief Guideline and General Framework)(Brief Guideline and General Framework)

• What is a Brand?

• Brand Elements and Objectives

• What is a Country Brand?

• Elements of a Country Brand

• Your (my) Home Country as a Brand

• Brand Positioning

• Brand Reflections

• what makes the brand great

• what is not so great

• Brand Personality

• Brand Equity

• Conclusions

• List of References
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HomeHomeHomeHome Country as a Brand Country as a Brand Country as a Brand Country as a Brand 
((((BriefBriefBriefBrief GuidelineGuidelineGuidelineGuideline andandandand General Framework)General Framework)General Framework)General Framework)

YOU AND YOUR GROUP MUST:

• Perform the task in a group of 4/5 students (same groups as the final group
assignment)

• Prepare a 10 minute MS PowerPoint presentation

• Turn in a copy of the presentation together with a writen document (no more 
than 10 pages) on the day of the presentation
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BRANDBRANDBRANDBRAND

• A name, term, sign, symbol, or design, or a combination of these that identifies the
products or services of one seller or group of sellers and differentiates them from those
of competitors.

(Armstrong, Kotler, Harker and Brennan, 2009)
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BRAND AND BRAND AND BRAND AND BRAND AND BRANDINGBRANDINGBRANDINGBRANDING

• A brand is a customer experience represented by a collection of images and ideas;
often, it refers to a symbol such as a name, logo, slogan, and design scheme. Brand
recognition and other reactions are created by the accumulation of experiences with
the specific product or service, both directly relating to its use, and through the
influence of advertising, design, and media commentary.

(American Marketing Association)



Brand Brand Brand Brand EEEElementslementslementslements

• Name

• Logo

• Tagline or Catchphrase

• Graphics

• Shapes

• Colors

• Sounds

• Scents

• Tastes

• Movements

• Customer relationship management
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Brand ObjectivesBrand ObjectivesBrand ObjectivesBrand Objectives

• Delivers the message clearly

• Confirms your credibility

• Connects your target prospects emotionally

• Motivates the buyer

• Concretes User Loyalty

• Understand the needs and wants of your customers 
and prospects
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Country name 

Every name of a country has a brand power that evokes some feelings and emotions in
minds of people (tourists). Very often hearing a name of the particular country we
immediately link that to some specific associations.

For example:

• Italy – fashion, culture, history, food,

• France – fashion, cosmetics, 

• U.S. – technology, cinema, 

• Germany – automotive industry, technology

• India – Bollywood films, dance 

• Portugal – tourism, football

• Brazil – football, carnival

• Japan – technology, food, geisha

• …
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• Destination branding is a term for tourism 
promotion. Brand management is to promote their 
destination, by communicating the sensations of 
their country (Anholt, 2008).

• Country/ Nation branding involves the 
destinations attributes, it includes the intangible 
brand value to build brand equity onto the brand 
identity (Anholt, 2008).
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Managing the country brand

Managing the country brand is the process of creating the perception
of the country profile that is unique, attractive and different than in
the case of other countries.

It includes:

• brand’s positioning communicated to tourists,

• advertising campaigns which create country brand awareness and
build preference,

• ‘flagship products’.
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Country as a brand
Elements of country brand: 

• history,

• geography,

• culture,

• inhabitants,

• key competences,

• accomplishments,

• location, 

• religions, 

• traditions,

• industries, 

• habits, 

• natural resources. 10
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Brand Brand Brand Brand PositioningPositioningPositioningPositioning

• Brand positioning is one of the oldest marketing topics. Traditionally, firms have 
concentrated on the benefits that put them apart from the competition – their points of 
difference. However, two other factors are important to consider: competitive frames of 
reference and points of parity.

• The competitive frame of references the associations that consumers use to evaluate 
points of parity and points of difference. It often includes other brands in the same area, 
but could also include brands in other related areas.

• Points of parity are the shared values between the target brand and its competition. 
These values are the common denominators that define the category. 
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BRAND POSITIONING ANALYSIS
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The anatomy of brand positioning

Source: Fahy and Jobber, 2010



Brand Positioning
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Branding beyond borders

Source: Branded Translations.
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