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ABSTRACT

NATION BRANDING: CONCEPTUAL DEVELOPMENT, MEASUREMENT,
AND EFFECTS ON GOODWILL TOWARDS THE NATION

Turhan Tezcan, Bilge
Master’s, Department of Business Administration

Supervisor  : Prof. Dr. Cengiz Yilmaz

August 2018, 141 pages

Nation Branding is an emerging topic of Marketing and Brand Management
disciplines and it will be the favorite area of study in the upcoming decades.Both
business relationships and reputation of a nation in the international arena are
strongly influenced by the success of its nation branding efforts (i.e., the way the
nation is perceived by others). In effect, every person is perceived by members of
other nations in the light of or under the shadow of their nation’s brand.

In today's global world where people, services, policies, products move
beyond the borders of their homelands, every nation has to compete with other
nations not only for its survival but also for communicating what it has to say, for
getting more from the world income, for attracting talent.

The present study proposes a conceptual model of Nation Branding,
including its many dimensions, develops a measurement scale that is applicable for
all nations and captures, individually, the many specific components of a nation that

together constitute the concept of nation brand and drive reactions from others.



Lastly, the study explores the relative effects of each dimension (component) of the

concept of nation brand on the degree of goodwill displayed by others.

The study suggests that Nation Brand is the combined effects of the major
characteristics of a nation on the thoughts, attitudes, and reactions of members of
other nations. The study further suggests that there is positive correlation between

these major characteristics and the goodwill towards the nation.

Keywords: Nation Branding, Goodwill Measurement
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ULKELERIN MARKALASMASI: KAVRAMSAL GELiSiM, OLCUM VE
ULKEYE KARSI iYI NIYETE ETKILERI

Turhan Tezcan, Bilge
Yiiksek Lisans, Isletme Boliimii

Tez Yoneticisi : Prof. Dr. Cengiz Yilmaz

Agustos 2018, 141 sayfa

Ulkelerin Markalasmasi, Pazarlama ve 6zellikle de Marka Y dnetimi
disiplinleri igerisinde yiikselen bir arastirma konusudur. Ulkeyi markalastirmak
esasen iilke yoneticileri ve ilgili paydaslarca sik¢a uygulanagelmistir. Is iliskileri ve
uluslararasi diizeyde iilke itibari, giliglii bir sekilde, basarili tilke markalagtirma
cabalarindan beslenmektedir. Gergekte her insan baskalar: tarafindan, iilke
markasinin golgesi yahut da 15181 altinda degerlendirilmektedir. Insanlarin,
hizmetlerin, politikalarin, tirtinlerin ait olduklari iilke sinirlarinin disinda hareket
halinde oldugu giiniimiizde, her ulus diger uluslarla, varolma ihtiyacinin Gtesinde,
sOziinii dinletmek, diinya hasilasindan daha ¢ok pay almak ve yetenek ¢cekmek igin

rekabet etmek zorundadir.

Bu calisma, Ulkelerin Markalasmasi iizerine kavramsal bir model dne

stirmektedir. Bu modelde, bir iilkenin markasini olusturan tiim bilesenler ele

Vi



alinmig ve tiim uluslar i¢in uygulanabilir bir dlgek gelistirilmistir. Son olarak bu
calisma, iilke markasini olusturan her bir unsurun, diger {ilkelerden insanlarin o

iilkeye kars1 gelistirdigi iyi niyete etkilerini arastirmaktadir.

Calisma gostermektedir ki Ulke Markast bir iilkenin ana 6zelliklerinin, diger
iilkeden insanlarin diisiince, tutum ve tepkileri iizerindeki etkileri biitiiniidiir. Buna
ek olarak calisma, bir iilkenin ana 6zelliklerinin her ikisinin de (Performans
Ozellikleri ve Kalitsal Ozellikler), o iilkeye kars1 iyi niyetle pozitif korelasyona
sahip oldugunu gostermektedir.

Anahtar Kelimeler: Ulkelerin Markalasmast, Iyi Niyet Olgiimii
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to music and Turkish coffee
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CHAPTER 1

INTRODUCTION: MANAGING THE FATE OF YOUR NATION

Nation Branding is an emerging topic of Marketing and Brand Management
disciplines and it will be the favorite area of study in the upcoming decades. Nation
branding is commonly practiced by governments and related agencies all around the
world. Both business relationships and political standings of a nation in the
international arena are strongly influenced by the success of its nation branding
efforts (i.e., the way the nation is perceived by others). In effect, every person is
perceived by members of other nations in the light of or under the shadow of their
nation’s reputation. Some of the nation branding activities are unconscious and not
performed under a brand strategy. That is why “not all nations qualify as ‘brands’,
but when they do, they have a measurable competitive advantage (Cevero, 2014).”

Despite the ample number of practices in the field, except for the pioneering
works of Anholt (2002, 2007), little theory exists in the Marketing literature on
Nation Branding. Previous attempts to define the concept is economics and tourism-
oriented, thus failing to capture several critical characteristics of a nation that drive
reactions from other nations. For example, the literature provides many studies on
the country of origin effect, which is customer’s attitudes towards products based on
their country of origin. Further development of the concept of Nation Branding
towards a more comprehensive approach to include all major aspects of a nation is
therefore necessary. A well-founded theory may have a positive influence on the
branding practices of nations. Theoretical development of the field will boost the
practice. According to Kumar (2017) “...the significant evidence-based knowledge
created through academic research in marketing and related fields has provided

organizations valuable insights for managing their businesses” (p.1).



The present study (1) proposes a conceptual model of Nation Branding,
including its many dimensions, (2) develops a measurement scale that is applicable
for all nations and captures, individually, the many specific components of a nation
that together constitute the concept of nation brand and drive reactions from others.
Lastly, (3) the study explores the relative effects of each dimension (component) of
the concept of nation brand on the degree of goodwill displayed by others.

Methods used include quantitative approach. The measurement scale
developed as a result of a series of in-depth interviews and focus group sessions
includes 72 items, each tapping into a different aspect of one of the 8 major
components of the concept of nation brand. Several case studies exist in the
academic literature and in the practitioner studies. Yee (2009) argues in his
Singapore case study that case studies give insight however though, one case study is
unique and has data specific to the country, therefore cannot be generalized.
Therefore a unique survey is designed, with questions that can be asked about every
nation. To test the reliability of questions, 182 people from age group from 19-67
answered the questions for a selected country. After the measure is purified and
validated, model testing was used to reveal the relative effects of the dimensions of
Nation Brand on the “goodwill” of the respondents toward the nation under question.

The results indicate that (the proposition is that) Nation Brand is the
combined effects of the major characteristics of a nation on the thoughts, attitudes,
and reactions of members of other nations. A nation brand is comprised of universal
components that determine a person’s goodwill towards that nation. These universals
are found in two pillars: Performance Characteristics and Inherited Characteristic.
Within each of two pillars are four dimensions: Performance Characteristics includes
Governance, Economics, Science and Technology and, Sports and Arts; Inherited
Characteristics includes History, Culture, Land, and People. The results further
indicate that nation brand perceptions might vary significantly across demographic
groups and that each one of the eight dimensions of the concept of nation brand
might drive further goodwill toward the nation independently from each other.
Theoretical and managerial implications of the findings are discussed.



Major Contributions

The literature on Nation Branding is weak in defining the true characteristics
of a nation. This creates problems in managing and measuring the nation brand as
well. The study introduces important components of a nation brand to the literature
like Language, Quality of Life, Religion, Land, Sports & Arts for the first time. On
the other hand, a measurement scale of 72 questions is the first survey in the

literature to tap all the components of a nation.
Nation Branding as a Definite Better off Strategy

In today's global world where people, services, policies, products move
beyond the borders of their homelands, every nation has to compete with other
nations not only for its survival but also for communicating what it has to say, for
getting more from the world income, for attracting talent. As stated by McClory
(2016), “The ability of a country to engage with and attract global audiences has
never been so critical to prosperity, security, and international influence” (p.4).

The use of marketing tools in order to meet this demand of positioning a
country in a good state provides a comprehensive approach to manage the
competitive dynamics of the nation. Some countries like the United States are not
only employing marketing tools but also marketers in public diplomacy. “Even
Naomi Klein recently had a go at nation branding, taking aim at the appointment of
Charlotte Beers, a retired Madison Avenue CEQO, as the US Government’s Under
Secretary of State for Public Diplomacy”(Anholt, 2002, p.59).

The frequent employment of marketing executives as consultants or Public
Diplomacy managers in the United States has a complicated and multifaceted story
behind. As noted by Fan, “Another example is the image of the USA in the Arabic
world after the Iraq war. The USA appointed a former advertising executive as the
new chief for public diplomacy in 2003, and subsequently launched campaigns to
rebrand America as a force for good” (Fan, 2006, p.12).

In the justification of the direct involvement of marketers in the process, Anholt
(2003) notes:



Political parties, governments, good causes, state bodies, even non-
governmental organizations are turning to Marketing as they begin to
understand that profound truth about human endeavor which marketers
always knew: that being in possession of the truth is not enough. The truth
must be sold. (p.214)

In this regard, “Smart states are building their brands around reputations and
attitudes in the same way smart companies do” (van Ham, 2001, p. 3-4).

As depicted by Olins (1992), “Globalism is about turning the world into one
vast single marketplace” (p. 719). In such a borderless marketplace, the importance
of nations’ brand images are more critical than ever and the question is how to
manage it. As emphasized by Fan (2006), “A nation has a brand image with or
without nation branding” (p.5). Why not manage it while you can? Kotler and
Gernter (2002) discussed that “Even when a country does not consciously manage its
name as a brand, people still have images of countries that can be activated by
simply voicing the name. Country images are likely to influence people’s decisions

related to purchasing, investing, changing residence and traveling” (p.252).

While states which involve in nation branding activities have their voice in
the international arena and boost their economies, unbranded states experience the
opposite. As Cerhnatory (2008) cautioned, “It has also been suggested that the
unbranded state has a difficult time attracting economic and political attention, and
that image and reputation are becoming essential parts of the state’s strategic equity”

(p.18).



CHAPTER 2

LITERATURE REVIEW: MORE THAN CONVENTIONAL BRANDING

2.1. Brand

2.1.1. Whatis a Brand and Why Branding?

Before the introduction of the Model of Nation Branding and discussion of
the results of the study, it is useful to have a broader understanding of the concept of
Branding. What is meant by brand and what is the philosophy behind branding? A brand
can be defined as "a name, term, sign, symbol, or design, or combination of them which
is intended to identify the goods and services of one seller or group of sellers and to
differentiate them from those of competitors™ (Kotler 1991, p. 442).

Kotler’s widely accepted definition of a brand has two points: First, it is
about a visual or symbolic representation of an offer (product, service or any value). In
this regard, Samsung refers to a mobile phone (product) brand whereas McKinsey refers
to a consultancy (service) brand. Secondly, this representation is necessary as it
distinguishes the owner of the brand in the eyes of customers, as companies are usually
not alone in the field in which they are operating their business. In the classical sense,
Turkish Airlines is an airline brand in competition with Lufthansa and Qatar Airways.

The reason behind branding activities is the value it creates. Not only the
quality of goods and services but also marketing activities affect customer’s decision
making. Hanssens and Pauwels (2016) explain that:

...the consumer or customer is the target and recipient of all these actions, the

combination of which will create the consumer’s attitude toward the brand

and, eventually, his or her purchase behavior. In assessing marketing’s value,

we, therefore, pay close attention to the integration of marketing activities as

5



they affect consumer behavior (p. 2). (Hanssens & Pauwels, 2016)(Hanssens

& Pauwels, 2016)(Hanssens & Pauwels, 2016)

Brands create a power of a size equal to or larger than a country. Companies
perform branding because branding is the only way to tell your story to the customer
(the audience). Successful brands can endure long times. Today's giant companies
have an accountless investment in branding activities. As remarked by Aaker (1992),
“Investment to build or maintain strong brands can be difficult or impossible to
justify when considering the short-term financial outlook. What is required is a
vision and a belief that such investments will pay off”(p.32).

The product or service, mainly the offer is perceived under the branding
strategy of the customer. Branding is necessary not only to tell your customer that
you exist but to underline that you are in a different position than your competitors
existing in the market. Therefore, Aaker (1992) is right to tell that “A key to
developing a vision and having faith in it is to understand the ways in which a brand
can generate competitive advantage” (p,32).

Branding gives attributes to the product, beyond its function and physical being.
Although common understanding is that branding is an argument of capitalism,
branding creates a fairer distribution of the world’s wealth and a true branding
strategy brings the owner the power to add the intangible values to the product,

service or place, whatever is being branded (Anholt, 2003).

2.1.2. Brand Equity

Brand equity is the value that the customer perceives from an offer. Customer-
based brand equity is the indicator of the reactions based on the marketing mix
(price, product, promotion, place) of a brand. Keller (1993) asserted that:

A brand is said to have positive (negative) customer-based brand equity when
consumers react more (less) favorably to an element of the marketing mix for
the brand than they do to the same marketing mix element when it is
attributed to a fictitiously named or unnamed version of the product or
service. (p. 1)



Aaker (1992) explains that “Five brand equity assets are the source of the
value created. As shown in the exhibit, these assets include brand loyalty, brand
awareness, perceived quality, brand associations and other proprietary assets like
patents, trademarks, and channel relationships”(p, 28). Brand loyalty performed by
customers help reduce the marketing costs and costs of attracting new customers.
Brand awareness is the familiarity of the brand in the mind of the customer and
enables to consider the brand in the decision-making process. Perceived quality is
the perception of the customer for the price he pays, the reason to buy and the value
he gets in return. Brand associations are more complex and refer to the attitudes and
feelings towards the brand. Other proprietary assets help create a competitive

advantage for the brand in the market.

Figure 1
Partial Exhibition of Aaker’s “How Brand Equity Generates Value”
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Note. Adopted from Aaker, D. A. (1996). Measuring Brand Equity Across Products
and Markets. California Management Review, 38(3), 102-120.
https://doi.org/10.2307/41165845



Those five assets are important in building a brand of a product, a service, a
nation or whatever is being branded. Keller (1993) observes that “Building
customer-based brand equity requires the creation of a familiar brand that has
favorable, strong, and unique brand associations”(p, 9).

According to associative network models of memory, brand associations are
important to derive a response from a customer for the value offer. Associations help
create the uniqueness of a brand. Some brands are surprisingly tied to unrelated
items. For example, apart from the burgers and potato chips, McDonald's resembles
childhood birthdays.

Figure 2
Partial Exhibition of the Brand Consensus Map of the Labour Party

-Relationship

with USA

Tony
Blair
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Note. Adopted from French, A., & Smith, G. (2010). Measuring political brand
equity: a consumer-oriented approach. European Journal of Marketing, 44(3/4),
460-477. https://doi.org/10.1108/03090561011020534

According to respondents answers from French and Smith’s (2010) study, the
brand consensus map is derived from the political brand of the Labour Party by its
supporters. The party and its first-order associations are shown shaded; second-order
associations are un-shaded with a solid outline; third-order associations are shown
with dashed outlines (French & Smith, 2010). According to the map, when the

respondents are being asked, some of the first order associations for Labour Party are

8



Tony Blair, War in Iraq, Party for the working class, whereas the special relationship
with the USA and have improved education is in second-order.

As maintained by Keller (1993), ... the relevant dimensions that distinguish
brand knowledge and affect consumer response are the awareness of the brand (in
terms of brand recall and recognition) and the favorability, strength, and uniqueness

of the brand associations in consumer memory” (p, 3).

2.2. What is Nation Branding?

2.2.1. The Idea of Branding a Nation

Parallel to Keller’s(1993) description of brand equity, nation branding is
about a person’s favorable or unfavorable reaction to a component of a nation.
Therefore Nation Brand is the combined effects of the major characteristics of a
nation on the thoughts, attitudes, and reactions of members of other nations.

The concept of Nation Branding originated in the early 21* century from the
idea of seeing the country as a brand or a product. First studies discussed the
importance of the name of the country and its effects on exports focusing on
“country of origin”. “Clearly, the ‘made in’ label is an indicator of quality and
customer perceptions” (Gertner & Kotler, 2002). The examples provided in their
study support the impact the name of the country has on economic development,
tourism and attracting companies in terms of making an investment in that country.

Although one of the pioneers of the concept states that “I first began to write
about an idea | called “nation brand” in 1996 (Anholt, 2013), Olins (2002) contends
that branding a nation existed early in the history.

How do you relate this view to the historical reality that almost every nation
has reinvented itself as its regimes and circumstances have changed?... You
may not like the term, you may prefer to talk about a new or reinvented
nation or state, but if revolutionary France wasn’t a new brand I don’t know
what is. (Olins, 2002, p.1)



The idea of branding is commonly perceived as a manipulation tool and an
unethical activity. On the other hand, if it is about manipulating, Fan (2006) states
that “manipulating the images of one’s own country against those of enemy countries
has long been used as a powerful weapon in propaganda” (p.7).

As endorsed by Kenava(2011), the literature on Nation Branding views it as a
persuasion tool and giving the best information about the policies of a nation for the
targeted audience by using marketing methods.

As stated earlier, Nation Branding has an interdisciplinary position. The
intersection point is stronger between Marketing and Political Science as the term
brand is owned by Business and Marketing and nation is owned by Politics. Since
branding is about the perception of others, International Relations is involved as
well. Not in an academic manner though, the intersection of those disciplines seem
to have lost its novelty in practice. The governing powers and the state bodies
recognized the importance of marketing activities and their created value. The usage
of soft power, foreign development aids, lobbying activities are no different than

corporate social responsibility projects and public relations activities of marketers.

2.2.2. Nation Branding vs Other Types of Branding

Maybe it is not enough to compare and contrast the idea of Nation Branding
with the conventional form of branding. The concept is confused with the limited
versions of it such as Place Branding and Destination Branding. Nation Branding has
differences even from the concept closest to it, Country Branding. Before
distinguishing Nation Branding from the other new branding concepts, a brief
comparison with conventional branding is worth considering.

Although the branding techniques are applicable to nations, there are
differences between conventional branding and Nation Branding in terms of volume
and effort. Fan (2005) makes comparisons between Nation Branding and Product

Branding under subcategories.
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Table 1
Partial Exhibition of Fan’s Comparison between Nation Brand and Product Brand

Nation twand Produet brand
Offer Nothing on offer A product or service on offer
Attributes Difficult to define Well defined
Benefits Purely emotional Functional and emotional
Image Complicated, various, vague Simple, clear
Associations Secondary, numerous and Primary and secondary, relatively fewer and
diverse more specific
Purpose To promote national image? To help sales and develop relationships
O\'.'m:rﬁhip Unclear, mu]tiplu stakeholders Sole owner
Audience Diverse, hard to define Targeted segment

Note. Adopted from Fan, Y. (2006). Branding the nation: What is being branded?
Journal of Vacation Marketing, 12(1), 5-14.
https://doi.org/10.1177/1356766706056633

According to the table, Nation Branding differs from conventional branding
in terms of offer, attributes, benefits, image, associations, purpose, ownership and
audience. Conventional or product branding has a definable offer such as a drink and
a haircut service whereas a nation’s offer is not single and cannot be limited. A
nation can offer policy, ideology, celebrity, mobile phones, historical places etc. In
that sense Dolce & Gabbana brand offers fashion clothing, jewelry and shoes, and
Ferrari brand offers luxury sports cars. The offer is clear and has a scope that is
measurable. What does Italy offer? There are favorable offers which are not limited
to Rome, Venice, architecture, Michelangelo, Prada, cuisine, latte and unfavorable
offers like Berlusconi and the mafia. There are countless things to associate with
Italy, depending on the knowledge degree of the audience. Each one of them is
perceived as an offer by Italy. This is the primary difference between conventional
and nation branding.

This hard to define situation is the same for attributes as well. The benefits of
a product brand can be tested by its function and can give emotional benefits, yet a
nation is completely emotional. Referring to the brand associations we discussed
earlier, with respect to its limited scope, product brands have relatively fewer and
more specific associations whereas nations have numerous and diverse. One
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common feature between Nation Branding and Product Branding is the purpose
which is to promote the value offer in the eyes of the audience. Finally, ownership
and audience are completely different in both types. Product brands have a sole
owner and target audiences whereas nation brand is owned by multiple stakeholders
like the citizens, politicians, and exporters.

In terms of ownership, the managers of the nation brand, the executive
institutions, and the image consultants might be trying to manage the nation’s brand
but who owns it? Fan (2005) points out the issue “In product branding, the brand has
a sole owner whose legal right is protected by law. In nation branding, the nation
itself has no control over the use (or abuse) of its name and image” (p. 4).

The broad scope of Nation Branding has difficulties in terms of how to
communicate a single message or image to different audiences compared to product
branding. Despite the targeting efforts “international audiences have a different
degree of knowledge and experience about the nation” (Fan, 2005, p.5). On the other
hand, a nation brand’s favorableness or the opposite depends on the audience.
Germany’s message is not perceived the same in the eyes of people from
Switzerland and people from Israel.

About Place Branding and Destination Branding, they have been the trending
categories under brand management in the recent decade. “A place’s image is
defined here as the sum of beliefs, ideas, and impressions that people have of that
place” (Gertner & Kotler, 2004). The definition of a place image resembles the
definition of Nation Branding in terms of addressing the beliefs, ideas, and
impressions that people have. Place Branding is mostly an argument for tourism
based marketing. It is also called destination marketing and promotes a place not just
for visits and tourism but also for inward investment, job creation, and
settlement(Fan, 2006).

While place branding is highly referred in city promoting and tourism
literature, it is limited to the characteristics of a place, its location, its monuments,
etc. On the other hand, country branding can be considered to have a broader scope
than a destination brand due to its volume. “The country image can be understood as

‘the sum of beliefs and impressions people hold about places. Images represent a
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simplification of a large number of associations and pieces of information connected
with a place” (Kotler & Gertner, 2002, p.249).

Whether it is a nation-state like France or a multinational state like the United
States of America, the word nation is interchangeably used with ‘country’, especially
in American English. The dictionary definition of country is as follows: “Country: A
nation with its own government, occupying a particular territory” (Oxford
Dictionaries, 2018).

However, a nation has a deeper meaning as it consists of the people,
language, history and all the other attributes regardless of the territory of a country.
The definition of a nation and the arguments on the topic is deep in Political Science
dialectics. The liberals and the conservatives, or Marxists have different approaches,
yet the commonly accepted variety suggests that a nation is “a large body of people
united by common descent, history, culture, or language, inhabiting a particular state
or territory- oxford dictionary” (Oxford Dictionaries, 2018).

A nation is commonly represented by flag, land, the language and a national
anthem yet those official elements fail to represent a nation as a whole. The elements
that build a nation are a larger spectrum. The wars in the past, the celebrities, the
dress code of the citizens, the products that are exported throughout the world act in
a cohesive harmony and each one of them is in interaction with each other and with
nation’s brand, in different levels. One success or failure in an element has an effect
on the nation’s current politics and foreign affairs. In this regard, the nature of the
brand itself refutes the economics orientation or any one-sided approach as they fail
to measure the true perception of a nation’s brand. Despite the existing literature, the

scope of nation branding is not framed by economics and tourism only.

2.2.3. Nation Branding: History and Today

As depicted earlier, although it is newly formulated in the academy,
politicians performing marketing activities to manage or shape their audiences is

nothing new. Constantine the Great’s conversion to Christianity reshaped the Roman
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Empire. The law, the architecture, the verbal and written culture changed radically.
The collapse of the Soviet Union and remaining countries meeting with Capitalism
changed the politics of the region. Japan’s technology attacks after World War 11
created a new image of Japan.

Olins (2002) describes those big transitions as re-branding, as practiced by
commodity brands. Olins (2002) insists that nations can be treated as brands and
gives historical references proving that although an emerging theory, the practice of
nation branding has historical roots. Taking nation branding one step forward, the
examples such as the three French republics, German republics, and the secular
Turkish Republic after the defeated Ottoman Empire are considered to be
“rebranding” activities, arguing that the classic branding techniques are applicable
for nation branding.

In addition to Olins’ (2002) historical perspective, Dinnie (2008) put
academic and practitioner studies together in a book. He discussed the key branding
concepts of brand identity, brand image, and brand positioning and evaluated
country case studies in terms of their branding, brand positioning, brand
repositioning strategies, tourism slogans and their effects and drawbacks on the date
they were created.

Anholt (2005) disputes the idea of nation branding by asserting that:

In an ideal world, countries would not and should not be branded like
products, because they are too complex and too contradictory: they are
sometimes good and sometimes bad, progressive in some areas and backward
in others, tolerant in some ways and intolerant in others. The policies of their
governments ought never to be conflated with the morals of their society, or
the quality of their products with the culture of their citizens. (p. 224)

This is the opposite of where Olins stand. The examples Anholt (2005)
provides are the same case with Volkswagen’s workers and managers having
different values. Although the commercials are liked very much, the reverse
distribution of some series effect negatively the customer’s decision making process.
In this regard, whether their politics are different or not, an average American is
likely to perceive an Iranian with the current regime of the country, which means

that nation brand image of countries exists by nature and therefore must be managed.
14



Although political approaches see nation branding activities as a form of
propaganda, (Kaneva, 2011), the examples of nation branding are not limited to epic
historical events. Today it is strategically applied by advanced economies to
reposition themselves or to communicate the characteristics of a nation to the world.
The emergence of Italy as a fashion country is a clear example of nation branding of
our times. As questioned by Pinchera and Rinallo (2017)
How could a country like Italy, so shortly after the Second World War, come
to challenge Paris’s (and France’s) long-established fashion hegemony?
Historical analyses on the emergence of Italy as a fashion country have
highlighted the important role that Giovanni Battista Giorgini’s collective
fashion shows in Florence played in the development of a distinctly Italian

fashion that provided North American department stores and consumers with
an alternative to French fashion for the first time. (Pinchera & Rinallo, 2017,

p.1)

South Korea’s attempts to be a nation brand is another successful example
which created a dramatic competitive advantage for the products, politics, and
culture transfer of the country. “The Lee Myung-bak administration (2008-13) took
drastic action by establishing the Presidential Council on Nation Branding (PCNB)
in 2009 to deal with nation branding”(Choi & Kim, 2014, p.347).
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CHAPTER 3

THE MODEL OF NATION BRANDING AND THE PROPOSITION

Then what are the dynamics of Nation Branding? What makes an input for
the brand of a nation? What is it built on? As an answer to those questions, existing
literature highly benefitted from the Place Branding Hexagon of Anholt (Anholt,
2003), which later he used it as Nation Branding Hexagon.

Figure 3
Basic Pie Exhibition of Anholt’s Place Branding Hexagon

Tourism

Foreign and
domestic
policy

Investment
and
immigration

Culture and
heritage

Note. Adopted from Anholt, S. (2003). Branding places and nations. Brands and
Branding, 213-226. https://doi.org/10.1287/mksc.1050.0153

The hexagon builds place or nation branding on six dimensions, which are:
Export Brands, Foreign and Domestic Policy, Investment and Immigration, Culture
and Heritage, and People and Tourism. Three of the six dimensions in this model are
related to economics (Tourism, Export brands, Investment and immigration).

Additionally, People dimension is studied as “workforce” (Anholt, 2003, p.215), not
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the personal characteristics or manners of the citizens. Therefore the hexagon fails to
capture the critical characteristics of a nation that derive reactions from others.
Based on the hexagon, Anholt developed a ranking of nation brands for practitioner
studies. Because that the hexagon does not capture a nation’s full characteristics,
there are regional, cultural and economic biases. As discussed in the brand theories,
awareness is an important component of brand equity. Nation Brand Index of Anholt
counts Sweden and Switzerland in the top ten list and Japan is the only country of
non-western origin in the list (GfK, 2018). However, in most part of the world like
Southeast Asia, Siberia and Latin America (with a population of billions) a welfare
state like Sweden is not even recognized or confused with Switzerland. Countries
like India, China or Russia clearly are more powerful as brands in those regions.
Nation branding is not the development level or economic welfare of a nation

(strategic nation branding plays a role in both though), it is something else.

As described earlier Nation Brand is the combined effects of the major
characteristics of a nation on the thoughts, attitudes, and reactions of members of
other nations. Referring to Aaker’s (1992) focus on the brand associations, our
proposed model is comprised of universal components that determine a person’s
goodwill towards that nation. These universals are found in two pillars: Performance
Characteristics and Inherited Characteristic. Within each of two pillars are four
dimensions: Performance Characteristics includes Governance, Economics, Science
and Technology and, Sports and Arts; Inherited Characteristics includes History,

Culture, Land, and People.
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Table 2
The Model of Nation Branding 2018

— Governance
— Economics
| Performance
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As shown in the model, Nation Brand is built on two major characteristics.
First one is Performance Characteristics, which has room for improvement and
strategy building. Performance Characteristics of a nation change depending on the
political regime, macro environment or intrinsic policies regarding the components.
The new model combines Tourism, Export brands, Investment and immigration
dimensions of Anholt’s hexagon under Economics, and People is referred to as the
citizens and their characteristics.

The second of the characteristics, Inherited Characteristics are inherited from
the ancestors, influencers, and builders of the nation and least likely to change like
geography, physical appearance and language.

Performance Characteristics have four dimensions: Governance, Economics,
Science & Technology and Sports& Arts. Each one of the dimension is explained by

subdimensions which are discussed in the following chapters.

18



Performance Characteristics:
1. Governance
i.  Military Power
ii.  Security
lii.  International Relations
iv.  Competency & Fairness
2. Economics
I.  Quality of Goods and Services
ii.  Investment and Immigration
iii.  Quality of Life
iv.  Economic Strength
3. Science& Technology
i.  Scientific Competency
ii.  Education
4. Sports & Arts
i.  Sports and Arts Leading Role in Sports
ii.  Leading Role in Arts
Inherited Characteristics has four dimensions: History, Culture, Land, and
People. Each one of the dimension is explained by sub-topics which all will be

discussed.

1. History
i.  Historic Background
ii.  Wars & Alliances
2. Culture
i.  Living Culture
ii. Language
iii.  Religion
iv.  Created Heritage

v.  Acquired Heritage
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3. Land

i. Climate and Nature

ii.  Distance and Size

4. People

i.  Characteristics

ii.  Physical Appearance

Therefore, the proposition of the study is:

P1: Nation Brand is the combined effects of the major characteristics of a nation on

the thoughts, attitudes, and reactions of members of other nations.

a. Performance Characteristics includes Governance, Economics, Science and

Technology and, Sports and Arts

Governance includes Military Power, Security, International
Relations, Competency & Fairness.

Economics includes Quality of Goods and Services,
Investment and Immigration, Quality of Life, Economic
Strength.

Scientific Competency includes Scientific Competency,
Education.

Sports & Arts includes Leading Role in Sports, Leading Role
in Arts.

b. Inherited Characteristics includes History, Culture, Land, and People.

History inclues Historic Background, Wars & Alliances
Culture includes Living Culture, Language, Religion, Created
Heritage, Acquired Heritage

Land includes Climate and Nature, Distance and Size

People includes Characteristics, Physical Appereance
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3.1. Performance Characteristics: Governance, Economics, Science and
Technology, and Sports and Arts

As depicted earlier Nation Brand is built on two major characteristics. The
first one is Performance Characteristics which is basically how well a nation
performs in all the competitive areas in internal and international platforms.
Therefore not only the volume of export but also governance, quality of life,
education and sports competitions are important.

The first of the Performance Characteristics, Governance is explained by
Military Power, Security, International Relations and Competency & Fairness of a
country. The second of the Performance Characteristics is Economics, explained by
Quality of Goods and Services, Investment and Immigration, Quality of Life and
Economic Strength. Performance of a nation is assessed by the third characteristics,
Science & Technology which is explained by the Scientific Competency and
Education. Finally, Sports & Arts is the last Performance Characteristics and
explained by the Leading Role in Sports and Leading Role in Arts.

Kotler and Gertner (2002) developed a similar understanding: “Not only are
product categories such as perfumes, electronics, precision instruments, wines, cars
and software strongly identified with certain places, but so also are societal ills such
as Aids epidemics, political riots, civil rights violations, attack on the environment,
racial conflict, economic turmoil, poverty and violent crime” (Kotler & Gertner,
2002, p.253). In developing a reaction to a nation, people are concerned with not
only what they purchase but also with what they know about the living standards,
political regimes, education opportunities or simply Olympic successes of the nation

in question.
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Table 3

Performance Characteristics of a Nation Brand

Performance
Characteristics

Governance

Economics

Technology

Science&

Sports&Arts

F  Military Power

Quality of Goods
and Services

Awards &
Contributionto
Technological
Developments

Leading Role in
Sports

— Security

Investment &
Immigration

Education

Leading Role in
Arts

International
Relations

F— Quality of Life

Competency &
Fairmmess

L— Economic Size

Branding is all about differentiating a product or a service (offer) from the
competitors in the eyes of the customer. In today's global world, whether they like it
or not each nation is in a competition with every other nation with what they offer to
their citizens, to the immigrants, to the investors. Also in a rapidly changing world,
nations are in competition to have their voice heard and persuade other nations in
international relations. Nation branding activities give a country the chance or power
to let people hear its voice, similar to but not limited to the function of “soft power.”

As remarked by Choi and Kim (2014), “In brief, hard power is the ability to
use coercive force, either military or economic, to forcefully achieve foreign policy
aims. Soft power, on the other hand, relies upon the capacity to convince or

persuade, through force of argument and positive examples, in order to bring others

around to one’s own point of view” (p.349).
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3.1.1. Governance

The first of the Performance Characteristics is Governance. It is a
characteristics of a nation that a person from other nation considers in the decision-
making process regarding the nation in question. Governance is effective on travel
and investment choices of the people and has an effect on even becoming friends
with a country’s citizens. Governance is clearly how the nation is governed and
explained by four factors which are Military Power, Security, International

Relations, Competency and Fairness.

First of the Performance Characteristics: Governance
I. Military Power

ii. Security

iii. International Relations

Iv. Competency & Fairness

3.1.1.1.  Military Power

Countries put tremendous effort to have their voice in the international arena
by building ministries, institutions, NGOs and engaging in international events.
Public diplomacy is a common way to do so. However, military actions can be as
effective as public diplomacy and soft engagements in shaping the perceptions
towards the country and their effects are hard to be forgotten over time.

As noted by Dinni and Lio (2010) “...the Olympics is a major event aimed at
showing the world that China has made it but this has not worked out so well...The
same respondent went on to say that ‘this fundamental unease is exacerbated by the
host of bilateral disputes...China’s military expenditures, human rights violations in
Tibet and elsewhere, territorial disputes in the East China Sea, and Chinese concerns
over Japan’s attitudes regarding World War 11” ( p.203).

China’s engagement in the international events like the Olympics aims to

build a positive country image yet the volume of military activities can shadow the
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positive image. Dinnie and Lio (2010) maintain their idea by asserting that “China’s
greater propensity to make militaristic-sounding statements, and violence in Tibet,
do no good; pollution is also a problem” ( p.204).

Despite the Industrial and Technological Revolutions, some countries are still
military oriented like Israel and the United States as in the examples of Israel’s
intense public relations activities for promoting their Israel Defence Forces (IDF)
and the U.S.’s invasion of Iraq in 2003. Perceptions of the military of a country are

effective on the goodwill towards itself.

3.1.1.2.  Security

As the second component of the Governance characteristic, Security is a
concern in many decision-making processes about a country. Especially in
investment, education and touristic decisions, crime rates play an important role. As
cautioned by Gertner and Kotler, “A wave of violence presents a real threat to a
country’s image. A kidnapping epidemic has swept across Latin America”(Gertner
& Kotler, 2004).

Turkey’s rising trend as an attractive place was badly affected by the terrorist
attacks in its big cities. In a study Altinbasak (2008) summarises the responses from
the respondents in her study: “The terrorist attacks, covered extensively by the
foreign media, created concerns about security issues in Turkey. It was stated that
many people were afraid to travel or preferred not to travel specifically because of
these concerns” ( p.46).

There are several other concerns for foreigners or immigrants not to feel
secure within the borders of a country other than the bombings and kidnappings. For
example, Trump’s presidency of the U.S. has created many discussions regarding
the political and psychological safety of the citizens, visitors, and students from the
Middle Eastern origin. As endorsed in BrandFinance’s (2017) consultancy report,
“However, perceptions of Donald Trump’s presidency are not exactly helping Brand

America either” (p.10).
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3.1.1.3. International Relations

Although a subset of nation branding (Anholt, 2006) public diplomacy is one
of the most palpable activity to represent a nation in the eyes of others. Iwabuchi’s
(2015) study on the cultural exchange of Japan reports that

The webpage of the Japanese Ministry of Foreign Affairs (MOFA), for
example, states that MOFA engages in the development of cultural
diplomacy in relation to the increasing significance of two diplomatic
strategies, which are public diplomacy and soft power. Public diplomacy is
defined as a diplomatic strategy to enhance international understanding of
Japan’s position on various issues by acting directly on the people of foreign
countries via effective publicity. (p. 419-420)

People know if they can trust and have goodwill towards a nation mostly
depending on its reputation in the international arena. In addition to Iwabutchi’s
example, Rawson’s (2007) study articulates the respondents’ view of US foreign
policy by capturing signal words in parallel to French and Smith’s (2010) brand
consensus map of the Labour party by Labour supporters displayed in section 2.1.2.

To investigate the existence of a national political brand, respondents were
asked to give the first three words that came to mind when thinking about US
foreign policy, which produced unusually negative, passionate and in some
cases, attacking responses. The words most frequently used were: Iraq,
imperialism /imperialist / imperialistic, aggressive, bad, and domineering /
dominant / dominance. (Rawson, 2007, p.217)

The international presence of a nation is not limited to public diplomacy.
Engaging in major events and being a host country are commonly practiced
activities. In this regard, South Korea leader Lee’s strategies were expressed in Choi
and Kim’s (2014) study as: “Lee’s administration actively pursued the strengthening
of South Korea’s global outreach role, for instance by hosting the G20 Summit
Meeting in 2010 and the Nuclear Security Summit Meeting in 2012” (p.347).

As stated earlier, China hosted major international events to show itself and
create a positive and powerful image of China in the international arena. Chen
(2012) argued that (as cited in Choi & Kim, 2014), « the Beijing Summer Olympics
in August 2008, the Shanghai World Expo in May—October 2010, and the
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Guangzhou Asian Games in November 2010. In doing so, the images of China’s
three largest cities have been branded nationally and internationally” (p.361).

The image of a powerful nation or country has pretty much to do with the
ability to enforce its position in foreign policy, in the eyes of the audience. For the
majority of people on earth, political leaders’ or institutions’ responses from other
countries towards macro events can easily be followed through media. As suggested
by Cevik (2016), “Turkish foreign aid, humanitarian and development aid, have been
an integral strategy in Turkey’s global communication efforts” (p.400). It is no doubt
that Syrian War has been one of the most critical events of our century so far.
Therefore countries’ involvements or responses regarding Syrian War cannot be
separated from the nation brand image of that country. In another study, it is
confirmed that

The Syrian refugee crisis eventually became a cornerstone in Turkey’s
foreign aid and a story to be narrated to target audiences. In 2012, Turkey
donated $1 million in humanitarian assistance, making it the fourth most
generous donor country. The donations total up to 0.13 percent of its national
wealth — an unprecedented ranking for the country. Since then, Turkey has
been acclaimed as one of the most generous donor countries. (Cevik& Sevin,
2017, p.399)

3.1.1.4. Competency & Fairness

Competency and Fairness is another critical element of Governance.
Although it looks like it is a concern for citizens living in the country in question, the
perceptions regarding the corruption level, the strength of democratic institutions, the
promptness of the justice institutions of a country is effective on the thoughts and
reactions one develops about the country. As argued by McClory(2016), “The
political values, laws, and institutions that govern a nation strongly impact global
perceptions of that country. When government institutions effectively uphold values
like transparency, justice, and equality at home, they are naturally more attractive to
publics abroad” (p.20).

Another example in explaining competency and fairness could be Heslop’s

(2010), as he contended that “China has also been criticized in the Western media
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because of its Communist political ideology and over China’s human rights record”
(p. 409).

A fair and competitive business climate is another indicator of the level of
competency and fairness. On the other hand, in a world where big companies
redesign themselves into adopting green strategies, and employee oriented HR
strategies, countries’ attitudes towards their citizens, business life, and the
environment is more important than ever. As confirmed by Anholt (2010): “more
and more people in more and more countries feel unable to admire or respect
countries or governments that pollute the planet, practise or permit corruption,
trample human rights or flout the rule of law: in other words, it’s the same audience,

starting to apply the same standards to countries as they apply to companies”(p.70).

3.1.2. Economics

Economics being the second of the Performance Characteristics is a concrete
and a measurable area of a nation’s competitiveness. In the literature, the dominant
area of study in explaining Economics characteristic of a nation is “country of
origin” of the products. The study area goes further with “country of manufacture” of
the products people buy in the global market. In the new model, the effect of the
economy of a country on its nation brand is studied with four parameters which are
Quality of Goods and Services, Investment and Immigration, Quality of Life and
Economic Strength.

Second of the Performance Characteristics: Economics
I. Quality of Goods and Services

ii. Investment and Immigration

iii. Quality of Life

Iv. Economic Strength

Sometimes economic offers of a country are so powerful that they represent
the whole country with the associations they create in the minds of the people. Wally
Olins (1992) thought that “the TGV and Chanel No 5 perfume from France; Pepsi
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and Apple from the U.S. admired models for new nations from all over the world.
They present an idea of a nation in a palpable form, and give substance to its self-
image” (p. 719).

Some nations successfully branded themselves as the homeland of high-
quality products or services which create a competitive advantage for themselves.
Kinra (2006) studied that (as cited in Steenkamp and Jong, 2010) “Indian consumers,
even those who hold strong nationalistic sentiments, regard foreign brands as higher
quality and more reasonably priced alternatives” (p.20).

On the other hand, Economics characteristic is not limited to the origin of the
products or to the volume of the economy. The importance of economic activities is
explained in many case studies. For example study on China’s economic activities
in the recent years suggests that “recent economic openness and growth, and rising
disposable incomes, studying Chinese consumers as potential buyers of foreign
products and services is of fundamental importance for multinational companies”
(Rojas-Méndez, Murphy, & Papadopoulos, 2013, p.1029).

3.1.2.1.  Quality of Goods and Services

As explained earlier, Anholt’s (2003) hexagon considers Tourism as a
separate dimension. In the new Model of Nation Branding, Tourism is studied under
the umbrella of Quality of Goods and Services together with other parameters as
Tourism is the quality of services of a nation that the tourists experience. History and
sightseeing dimensions of Tourism is studied under the Inherited Characteristics (see
section 3.2.2.4 and 3.2.2.5). In this regard, Gnoth (2002) argues that “the systemic
elements are transport, accommodation, additional hospitality services such as
restaurants and/or shops and entertainment, and attractions that exert the “pull” for
tourists to come” (p. 266).

Quality of Goods and Services is not only concerned with touristic activities
inside the country. The quality of the exported products plays the role of an embassy
in representing the nation. Aaker (1996) posited that “Perceived quality is one of the
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key dimensions of brand equity—it is the core construct in the Total Research
approach to measuring brand equity”’(p.109).

Some countries have built a sound strategy to be resembled by offering the
best quality in specific industries. For example, Giorgini, described as “the man who
created fashion shows in Italy” by Vogue (2012) branded the whole nation as
‘tasteful in dressing’. His fashion shows promoted the idea of Italy as the country
offering the best products in both men and women clothing.

On the other hand, Choi and Kim’s study (2014) underlines the importance of
nation branding in the perceptions of the quality of the products of the country. Their
study suggests that “Korean export products such as textile and mechanical goods
were under-priced because of their low brand valuation in the past. This was not a
question of marketing and advertisement but of nation branding” (p.348). Turning
quality into powerful brands is an important achievement of the developed countries.
Branding is a guarantee for the added value. Martinovic (2002) believed that “No
country can expect a respectable added value for its export products and services
unless it creates a genuine brand” (p.103).

A person with no or little satisfaction with what the country has to offer is
less likely to develop a goodwill towards the country. The goodwill can be in both
general and specific terms and can include the will of purchasing again, willing to
pay more, and willing to visit. As confirmed by Oliver and Swan (1989),
"satisfaction in exchange is necessary if ongoing relationships are to be maintained
and future relationships are to be facilitated" (p. 21).

3.1.2.2.  Investment & Immigration

Investment and immigration is an important decision for foreigners regarding
a country. Willingness to invest, spend money, build facilities, immigrate as talent
and spend the rest of the life in a foreign country highly interact with the nation
brand of the country. Lodge (2002) relates that “people are unlikely to invest in a

place they do not know” (381). In this regard, many investment campaigns have
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been designed by governments to attract investors: “Support British Industry”,”
Invest in Britain”, “CzechInvest” (Papadopoulos & Heslop, 2002) are some of them.

Willingness to study, work or start a business in the country is part of a
nation’s brand. Today, Canada is the first country to come to mind as being an
immigrant/ workforce receiving nation. The study shows that ““ In 2008, Canada
introduced the Canadian Experience Class (CEC) as a new immigration stream for
skilled temporary foreign workers and/or international students who have a record of
employment in Canada”(Bhuyan, Jeyapal, Ku, Sakamoto, & Chou, 2017, p.48).

To provide another successful example, Dubai has been the rising attraction
place globally. Dubai’s position is remarked as “Dubai has taken a leading role in
setting up a range of industrial and service clusters to allow for huge economic
growth” (Hafeez, Foroudi, Dinnie, Nguyen, & Parahoo, 2016, p.385).

Canada’s brand image in Investment and Immigration is associated with
security, welfare, well-established infrastructure and a moderate life for families. A
research suggests that “advanced infrastructure could nurture economic growth,
increase the attractiveness of the country to foreign investors and visitors, and
stimulate its exports” (Justman & Teubal, 1995 as cited in Sun, Paswan, & Tieslau,
2016, p. 236). On the other hand, Dubai has branded itself as a center for Finance
and Tourism. This situation was endorsed by the study that “The Financial cluster
seems an exception where state policies and investment with the view to make Dubai
a Centre for Islamic finance has directly benefitted the cluster”(Hafeez et al., 2016,
p.398).

3.1.2.3.  Quality of Life

Gertner and Kotler (2004) assert that“The image must suggest why people
would want to live in, invest in, work in or visit a place. Australia, Chile, and
Singapore have exploited their performance in regional and world rankings regarding
different attributes, such as economic stability, quality of life, openness,

infrastructure etc, to lure prospects with a compelling, permanent appeal” (p.55). In
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this regard, the perception of a nation’s welfare level and quality of life is effective
on not only the economic decisions but also on the respect that people have towards
the country. The welfare and quality of life within the nation is one of the most
important contributions of the Model of Nation Branding to the literature in
explaining the effect of Economy on the nation brand. Assessing quality of life helps
to identify the developed countries from the countries that are large in economic
strength but have gaps in the distribution of wealth. China is the second largest
economy but people are concerned with the quality of life that Chinese people
experience. Dinnie and Lio (2010) observed that in media, “coverage of
environmental problems, reinforcing China’s poor reputation” (p.205).

Benefitting from the easy access to data, people have information regarding
the living standards of other nations. Whether based on reality or prejudices, this
information creates feelings that decide how people react to that nation. Anholt
(2013) comments that

...even if we aren’t fully aware of this and don’t always admit it to ourselves:
Paris is about style; Japan about technology; Switzerland about wealth and
precision; Rio de Janeiro about carnival and football; Tuscany about the good
life; and most African nations about poverty, corruption, war, famine, and
disease. (p.3)

3.1.2.4.  Economic Strength

Economic Strength is the most measurable form of Economics characteristics
of a nation. Although in branding, the perception of the customers or people is much
of a concern, Economic Strength data of the countries, for example, and OECD
ranking refers to the volume of the economy in terms of Gross Domestic Product and
might be an indicator of a nation’s level of interaction with the rest of the world.

Being a strong and a competitive economy in the eyes of the people or the
strength of the currency is effective in the decision making process for people. In
this regard, although the importance of quality of life is underlined, being a large

manufacturing economy, being a donor country is a part of a strong nation brand.
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3.1.3. Science and Technology

Being the third of the Performance Characteristics of a nation, Science and
Technology is another concern for people in reacting a nation. Today, we are
equipped with technological devices from mobile phones to kitchen robots and most
importantly with cars. Technology and engineering capabilities of nations are
everywhere for our judgments.

Third of the Performance Characteristics: Science & Technology

. Scientific Competency

ii. Education

The first indicator of the Science and Technology characteristics of a nation
is the scientific competency. Secondly, education is studied under Science and
Technology characteristics as it is the basis of a country’s scientific and technologic

development level.

3.1.3.1.  Scientific Competency

Goods and services that are produced in a country can picture an image of the
country’s level of engagement in science and technology. The technologic
development level of a country creates goodwill towards itself by means of
willingness to purchase the products or trust in the quality of the data that is
produced in the country. Some countries have a strong nation brand image based on
technology like Japan. Japan’s situation creates a competitive advantage for itself in
competing with other nations in the global market for many product types from
automobiles to computers. This is such a strong brand image of a country that
technological products from other countries can be associated with those who
branded themselves as the home of technology. Choi and Kim (2014) report that,
“According to one survey conducted in the US...58% respondents answered
Samsung was a Japanese company compared with 10% recognizing it as Korean”
(Choi, D. Y., & Kim, P. S., 2014, p.357).
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Today many emerging economies like China and Turkey are centers for the
assembling facilities of technology involved products. However, not being the
assembling country but being able to build high technology products or engines
creates stronger brand images for nations. As related by Fetscherin and Toncar
(2010), “Our results provide some novel insights, particularly in light of the fact that
the Chinese car made in China was perceived to have a stronger brand excitement
than the American car made in China” (p.174).

Contribution to technology is never limited to engineering and high
technology products. International awards like the Nobel Prize, level of contribution
to medicine industry, laboratory research facilities, nanotechnology, cosmology, and
space activities are some of the important indicators of a nation’s capabilities.
Although many customers would not recall a technological product of Switzerland in
the global markets, The European Organization for Nuclear Research, known as
CERN is an important center for the country. NASA of the U.S. and the Soviet space
program can be considered as the intentions of building a strong nation brand
images. Being a world leader in technology, a nation’s ability to generate significant

science figures in the world is more important than ever in history.

3.1.3.2. Education

As described earlier, education is the basis for Science & Technology
characteristics of a nation. Media coverage of the scientific awards or papers from
Northern European countries is reminiscent of the fact that Scandinavian countries
have developed advanced early education systems. The education capacity and the
know-how within the country is essential for building a strong nation brand.

On the other hand, not only the workforce but also the students and
intellectual talents are in a global movement today. Some countries are known for
their prestigious universities and the job opportunities they create for their graduates,
as exemplified in Gilmore’s (2002) study:

20 years ago, a Swede interested in business administration would consider
the Stockholm School of Economics his or her only real choice. Now it is just
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one out of more than 1.000 business schools in the world and such a student
would be choosing between Harvard Business School in Boston, London
Business School, IESE in Barcelona and even INSEAD’s Singapore campus.
(p.290)

3.1.4. Sports and Arts

The last of the Performance Characteristics of a nation is Sports and Arts.
Sports and Arts is basically how a nation competes in the international arena in
having a leading role in sports and leading role in arts.

Fourth of the Performance Characteristics: Sports & Arts

I. Leading Role in Sports

ii. Leading Role in Arts

3.14.1. Leading Role in Sports

As mentioned earlier, hosting the Olympics are mega-events that allow a
country to have the attention of the whole world. Other than being a host country,
some nations are remembered for their gold medals in diving, marathon swimming,
and rhythmic gymnastics. Having a leading role in sports does not only show that the
country won the race, but also indicates the quality of life and welfare of the country.

Competing in sports at the international level has more popular forms than
the Olympics. Today, football and basketball teams and individual tennis players
have millions of supporters worldwide. Britan’s Wimbledon Championships, Spain’s
football teams like Barcelona and Real Madrid, the U.S.” sports leagues like NBA

and Super Bowl are just a few examples.

3.1.4.2. Leading Role in Arts

The expected effect of the Leading Role in Arts is the same as the Leading

Role in Sports; being successful in an art form in a competition with other nations
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has an impact on the nation brand of a country. The impact of traditional art forms
on the brand image and ancient artists of a nation are studied under Inherited
Characteristics. In this regard, Mozart of Austria is an Inherited Characteristics, but a
gold medal in a piano recital is under Leading Role in Arts.

Just like the Olympics, Eurovision song contest or likely art events are
platforms that nations consciously compete as nations, not with the identity of the
artist. However, a nation’s international good standing in arts is not limited to the
classical form of contests. Film directors, singers, designers, novelists are good
representatives of a nation’s leading role in art. World famous living artists are the
most capsulated form of a nation’s brand image with all of its characteristics as most
of those artists are known with their country of origin and they represent their
nation’s characteristics just like the products do. In this regard, French museums,
German film festivals, Hollywood movies, Turkish TV series, Japanese anime

cartoons, British music bands highly interact with the country’s nation brand image.

3.2.  Inherited Characteristics: History, Culture, Land, and People

As depicted earlier Nation Brand is built on two major characteristics. The
first one is the Performance Characteristics which is discussed above. The second
major characteristic of a nation is the Inherited Characteristics. Inherited
Characteristics is simply about what a nation has been doing throughout its existence
and what is exhibited today from that heritage. While Performance Characteristics
gives a concrete and measurable idea of what a nation offers to the global market,
Inherited Characteristics is mostly about the associations with the brand name. Most
of the components in our model has never been suggested to explain a nation’s
brand. They are hard to measure and solely mostly on the perceptions of the
respondent and memories, values, aesthetic concerns are involved most of the time.

As explained by Kotler and Gertner(2002), “The image of a country is a product of
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its geography, history, art and music, famous citizens, product brands, stereotypes,
and other factors” (p.257).

Table 4
Inherited Characteristics of a Nation Brand

Inherited Characteristics

History Culture Land People
Historic . Climate and L
™| Background — Living Culture Nature Characteristics
. . . Physical
L Wars & Alliances | Language L Distance &Size |1
Appereance
— Religion

— Created Heritage

L Acquired Heritage

The first of the Inherited Characteristics, History is explained by Historic
Background, and Wars & Alliances. The second of the Inherited Characteristics is
Culture, explained by Living Culture, Language, Religion, Created Heritage and
Acquired Heritage. The third of the Inherited Characteristics, Land is built on
Climate and Nature. Finally, People is the last Inherited Characteristics and

explained by the Characteristics (Personal) and Physical Appearance.
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Inherited Characteristics are not only effective on the goodwill towards the
country but also effective on the Performance Characteristics such as International
Relations under Governance. In his article lwabuchi (2015) explains Japan’s
intentions to promote its culture, language and other inherited characteristics to

create soft power, therefore to make people more receptive to Japan’s position.

3.2.1. History

Being the first of the Inherited Characteristics, History plays a significant role
in shaping a nation’s brand in the eyes of the audience as the past of a nation has an
influence on its today. As depicted by Celeveland, Laroche, and Papadoloulos
(2015): “Ethnic identity is a product of past affiliations modified by present social,
economic, and political circumstances” ( p.543).

The distinction between the Performance and the Inherited Characteristics
mostly depend on the position of the characteristics against change. Although
building public diplomacy on a fact from the history in the international arena is
subject to change (As discussed under the first of the Performance Characteristics,
Governance), History itself is not subject to change, it is inherited. People from
different age groups have different interactions with the nation in question and
develop different attitudes towards it. History of a nation is dominantly dependent on
Historic Background and Wars & Alliances of the nation.

First of the Inherited Characteristics: History

i Historic Background

il. Wars & Alliances
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3.2.1.1.  Historic Background

Historic background of a nation can be the sole determinant of the animosity
or goodwill towards itself. The goodwill does not have to be a monetary transaction
as in the example of “willing to purchase” or “willing to visit” or “willing to invest
in”. One's values play an important role in judging a nation based on its historic
background. At this point, Arnett, Germand, and Hunt (2003) refer to Kotler’s
(1972) definition of transaction:

For example, when donors give money to a nonprofit they do not receive any

product or service in return. Similarly, when they donate products or services

they do not receive monetary compensation. This type of transaction is better

represented by Kotler's (1972) broader concept of a transaction, which he
defines as an exchange of values between two parties. (p.90)

Countries and borders have changed throughout the history and nations lived
under different country names such as Turkish nation living within the territory of
the Republic of Turkey, the Ottoman Empire, the Seljuk Empire and so on. In this
regard, nations are older than country borders and formed traditions and contributed
to civilization at different levels. Some nations are associated with their rich tradition
and history and have had substantial contributions to civilization like India and
China. As remarked by Durkheim and Mauss (1971), “If there does not exist one
human civilization, there have been and there still are diverse civilizations which
dominate and develop the collective life of each people” (p.812). The leading impact
on the world history of the nations with the powerful historic background is effective

in people’s decision making process about the nation.

38



3.21.2. Wars & Alliances

Although nations performed different policies in different historical periods
or in different circumstances, people do have an instant attitude towards a nation’s
position in history as a whole. In this regard, animosity and affinity become
important concerns regarding constituting a thought or reaction to a nation.

Animosity results as a consequence of a direct interaction with the nation in
question or can be a product of the values a person has. A nation’s position as an
aggressive country in the past foreign relations can create animosity. Studies suggest
that “Animosity toward another country can have many sources, from a relatively
benign rivalry as a result of sharing a contiguous border (e.g., the United States and
Canada) to more serious manifestations stemming from previous military events or
recent economic or diplomatic disputes” (Klein, Ettenson, & Morris, 1998, p.90).
Animosity towards a country can result in a boycott, being the opposite of “willing
to purchase”. As exemplified in a study, “South Korea’s post-World War 11 50- year
ban on Japanese products, which was removed as recently as 2002” (Leong et al.,
2008, p.996).

Another example of the boycott policies depending on the animosity towards
a country could be of Australians towards France. ... the ongoing animosity of
Australians towards France and reluctance to buy French products due to French
nuclear testing in the South Pacific in the mid-1990s” (Heslop & Nadeau &
O’Reilly, 2010, p.409). Papadopoulos, El Banna and Murphy’s study (2017) report
that

War animosity can be stronger in predicting purchase intent than affinity but

also that affinity may extend beyond cultural proximity and include other

countries that may be perceived as generally “neutral” or share something as

simple as a passion for soccer. (p.78)

In addition to conflicts, the alliances of a nation play a role in being
recognized as a fair, moderate and helpful country. For example, “The USA was

closely aligned with other Western countries in refusing to recognize the People’s

39



Republic of China before 1970 following China’s political split with the Soviet
Union, its Communist ally” (Heslop & Nadeau & O’Reilly, 2010, p.409).

On the other hand, a war in history doesn't always end up with animosity or
boycott. Other major characteristics of a nation brand can be powerful enough to
compensate the negative reactions towards itself. Iwabuchi’s (2015) study
confirmed that “The growing popularity of Japanese TV programs in Asian countries
demonstrated that Japan’s colonial past did not prevent Japanese TV programs and
pop idols from being accepted in East and Southeast Asia ”’(p. 420). Also,
Papadolpulos’s (2017) study on Tunisian customers’ attitudes toward Israeli
products argues that Tunisian feel animosity due to the Sinai Occupation but every
purchasing decision is not effected by that animosity. He points out that “...
consumers withhold their negative feelings from product judgments only when the
latter involve technical features, as is the case with Israel’shigh ratings on
technology and innovativeness” (p.76).

On the other hand, affinity creates positive or neutral reactions for a
component of a nation’s brand. Affinity is depicted as “...natural liking, or a seek for
a relationship with another” (Oberecker, Riefler, & Diamantopoulos, 2008, p.24).
Foreign aid agencies of governments like TIKA of Turkey and JICA of Japan are
building an affinity effect, therefore goodwill for their nations. Choi and Kim (2014)
admits this issue for the case of Korea in their study that “In line with this policy
orientation, overseas aid, official development assistance (ODA), the knowledge
sharing programme (KSP), peace-keeping operation (PKO), and hosting
international events were all positively promoted as a way of nation branding”
(p.354).

3.2.2. Culture

Culture, being the second of the Inherited Characteristics of a nation brand, is
the most multifaceted of all the other characteristics due to its complex nature. Pant

(2005) asserted that “Culture has been described as the most intangible yet the most
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distinguishing element of any population and country” (p. 72). Culture, in our model,
is explained and investigated under Living Culture, Language, Religion, Created

Heritage and Acquired Heritage.
Second of the Inherited Characteristics: Culture

i Living Culture
ii. Language

iii.  Religion

iv.  Created Heritage

v.  Acquired Heritage

Anholt (2010) observed that:

Most people don’t think very much or very hard about most other countries,
and this is usually because there is no reason for them to do so. If a country
wants to be admired, it must also be relevant, and in order to become
relevant, it must participate usefully, productively and imaginatively in the
global ‘conversations’ on the topics that matter to people elsewhere and
everywhere. (p.69)

Culture is a major tool for being relevant, creating association maps in the
minds of the audience, thus has a leveraging effect on a nation brand. Iwabutchi’s
(2015) study maintains “promote Japan’s brand image further by exporting attractive
Japanese media forms (especially manga and anime)” (p.424).

3.2.2.1.  Living Culture

Living Culture distinguishes from Heritage and the difference can be
exemplified in Greece: There are different segments of tourists visiting Greece for
different reasons. While an old, well-educated French couple visits Greece to see the
roots of Western civilization in the sightseeing areas of Athens like the Acropolis, a
middle-aged Turkish secular couple visits Greece to dance to Sirtaki and drink Uzo
in Greek taverns in a summer holiday. The second reason to visit is the living culture

effect of Greece. Although Sirtaki and Uzo are also inherited, they are still alive and
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does not require a museum ticket to taste. Therefore, a nation’s cuisine, the carnivals,
and festivals are good examples of Living Culture.

While Living Culture is a widely employed tool to attract tourists, the
capacity is not limited to tourism: promoting Living Culture is effective on the other
components of a nation brand. Italian living culture like crowded families, pasta, and
Catholic Christianity is highly promoted in the Italian fashion brand Dolce
Gabbana’s photoshoots and product creations. Other than artistic concerns, brands
promoting their living culture or their national identity is a tool for policymakers.
Study on Italian fashion reveals that “Under the new regime, dressmakers had to
declare their activities to the Authority and mark at least 25% of their models with a
label attesting to the design and production’s ‘Italianness’”’(Pinchera & Rinallo,
2017, p.6).

As mentioned earlier, the transfer of culture is important in promoting a
nation’s brand. Honda’s (1994) study agreed, ... Japanese media culture now
provides for ordinary young people from Tokyo to Singapore could foster dialogue

on a scale and closeness never before achieved” (p.77).

3.2.2.2. Language

A nation’s language and the way they expose their language to the rest of the
world is effective on the brand image of a nation. This effect is depicted by Czinkota
and Ronkainen (1995) as “language is the mirror of culture” (p.3).

Majority of the people today are being exposed to English since the very
early ages. Through English education and other areas of the usage of the language,
people are also familiar with the culture of the British nation. A study on the
language-culture relationship shows that:“Language intricately interweaves with
culture. Acquiring another language provides the tools for interpreting that culture's
values and rules guiding social engagement. Hundreds of millions of consumers are
currently learning and using English as a second (or third, etc.) tongue” (Cleveland
etal., 2015, p.542).
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Depending on the geography and rapid change in the internet, we have ideas
about the widely spoken languages on earth like Chinese, Spanish, and Arabic. The
way they sound and our perceptions regarding the depth or richness of the language
picture a brand image of those nations. Some countries put strategic effort in
language education to foreigners and cultural exchange activities. Turkey’s effort on
building Yunus Emre Institute as in the popular benchmarks of Goethe Institute and
the British Council can be shown as an example to the initiation of such strategic
effort. As mentioned earlier, Korea built a Nation Branding Council and spreading
the language was an important activity under the nation branding umbrella. Choi and
Kim (2014) report that “The PCNB focused on spreading the Korean language by
establishing the King Sejong Institute (Sejong-handing, which is similar to the
British Council, Goethe Institute, Alliance Francaise, or Confucius Institute) in many
countries”(p.355).

On the other hand, even their language is widely spoken, there are
unsuccessful countries in promoting their culture. Dinnie (2011) argues that,
“Countries of North Africa and the Middle East lack influential cultural
organizations such as Germany’s Goethe Institute or the United Kingdom’s British
Council, both of which play an important role in downplaying those two nations’
imperialistic past and in projecting and supporting a more cosmopolitan approach to
people-to-people relations(p.80).

Language and cultural transactions are able to build strong goodwill towards
the country, independent from the nation’s performance in other components of a
nation brand. This situation is described in one of Anholt’s (2013) writings as:

I remember hearing about a study carried out in Iraq some years alter the
United States/United Kingdom invasion, in which young Iragis were
questioned about their attitudes towards the presence of British soldiers in
Baghdad: some 99 percent of those interviewed expressed strong antipathy to
their presence, but 1% had much more favourable views. It turned out that
this 1 percent corresponded almost exactly to individuals who had used the
British Council Library in Baghdad. If you know people through
understanding and sharing their culture, it’s hard to hate them. You can
sometimes hate what they do, but that’s infinitely easier to deal with and to
recover from. (p.7)
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3.2.2.3. Religion

Perhaps the most important contribution of the expanded Model of Nation
Branding to the literature is Religion. Religion has always been a matter of
consideration between two different cultures/civilizations/nations. Having the same
religion, having a moderate understanding of religion or having strict religious rules
in a country might create affinity, fear or neutrality that decide one’s reactions to the
country.

Tunisia’s affinity for Egypt is explained by the religious and cultural
similarities by Papadopoulos’s (2017) study as “The rationale for Tunisia as the
affinity country was the reverse, with reference to its religious and cultural
similarities with Egypt from as early as the Fatimid civilization (909-1171)” (p.66).

Religion can create questions for the interlocutor as well as it creates affinity.
Turkey’s EU accession process was widely discussed around the argument of
religion difference between the EU countries and Turkey. Islam, being different from
European Christianity is experienced in Metropol areas due to the North African
immigrants in the European countries. This situation is related by Kemming and
Sandikci (2007) as “A large Muslim immigration history might explain why
Turkey’s membership request would be rejected in France” (p.33).

Although the thesis that religion is effective on the EU’s reactions and
attitudes towards Turkey, studies on the Balkans come up with the same result.
Hall’s (2002) study asserts that “The Balkans, a term loosely interchanged with
south-eastern Europe, is a region on the western edge of the Islamic world which has
been viewed in largely negative terms in the West” (p.328).

On the other hand, it is not always the difference in religion. But the
understanding of religion within a country decides many reactions. Back to the
discussions of the EU accession process of Turkey, Kemming and Sandikci (2007)
report a respondent’s point of view: “So the difference is not only being Muslim
versus Christian but a very religious [ ... ] country vis- a -vis a post-religious

continent” (p.37).
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Not only religion shapes other dimensions in nation branding, but also
extrinsic major incidents like 9/11 in the US was effective in forming people’s
opinions towards Muslim countries. As pointed out by Igsiz (2010), “Following
9/11, the so-called rift between the “East” and the “West” has informed heated
debates, acts of racism, violence, and wars... Labeling the “war on terror” as a
“crusade” was not uncommon, as exemplified in President George W. Bush’s press
conference on September 16, 2001 (p.690).

It is the same case when extremists perform disrespectful discourses against
Islam. Anholt (2013) comments on his nation brand rankings, noting that “Egypt’s
grades for Denmark has fallen dramatically after the Denish cartoons insulting
Prophet” (p.6).

Another aspect of a religion’s effect on the audience is the associations or
attractions come with the particular religion. For example, Asian religions are widely
accepted as meditative and supporting inner development. Taoism, Hinduism or Sufi
Islam is attracting thousands of people from all around the world. Also being a
center for a religion like the Vatican for Catholic Christianity and Mecca for Islam

shape people’s attitudes towards that place.

3.2.2.4.  Created Heritage and Acquired Heritage

As given earlier, Culture is the second Inherited Characteristics of a nation.
Harrison (2002) points out culture’s importance in a nation image saying that “The
unique asset which heritage and culture represent for any nation or region is a
fundamental basis for social stability and pride” (p.363). In our model, Culture is
explained with Living Culture, Language, Religion, and Heritage. Heritage is
divided into two types as Created Heritage and Acquired Heritage.

The protection and exhibition capacity of a nation’s historical artifacts of
ancient civilizations can be an indicator of the power of that nation’s brand. Harrison

(2002) believed that “A presentation of national and regional heritage is as much a
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statement about the perceived image of the present and the future as a statement
about the past” (p.367).

The difference between created and acquired heritage can be exemplified by
Turkey’s heritage. In this regard, while the Blue Mosque in Istanbul is the created
heritage of the Turkish nation, designed and built by Turkish architects, artists, and
engineers, the Hagia Sophia standing next to the Blue Mosque is the acquired
heritage within the borders of Turkey, built by Greek Orthodox and acquired by the
Ottoman Empire. The Giza Pyramids is the acquired heritage of the Arab Egyptians
while the Al-Azhar Mosque is a created heritage of them. The same case is for
Andalusia, as the architecture is created by Muslim artists and now acquired by the
Spanish nation. In order to be able to assess the true nation brand, those two must be
separated.

Heritage is never limited to the architecture. The written and oral culture
developed in a nation, the philosophers, poets, and scientists are good examples of
created heritage. In this regard, as discussed earlier in Performance Characteristics,
Sports & Arts, Mozart is the heritage of Austrian nation. Japan’s unique calligraphy
talent is their heritage.

People have perceptions towards nations regarding their culture. Some are
perceived as having a rich and traditional culture while some don't provide
information. The names of the countries and the image is also inherited. “Some
places inherit great names. A name that is exciting (Cuba), romantic (France) or
stately (Japan) has an advantage in today’s image-conscious global economy”
(Gertner & Kotler, 2004, p.56).

3.2.3. Land

The land is the third Inherited Characteristics of a nation’s brand. The
literature on Nation Branding nearly doesn't ever refer to the effect of the physical
assets a nation has on the nation brand. The Land is built on two components:

Climate and Nature, and Distance and Size which create strange associative network
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memories in our minds about a country. The jungles of Africa, the deserts of the
Middle East, the surface area of Russia shape our attitudes, perceptions, associations

and therefore reactions to a country.

Third of the Inherited Characteristics: Land

i. Climate and Nature

ii. Distance and Size

3.2.3.1. Climate and Nature

Having an attractive climate and nature has always been an attraction for
immigration, business or touristic activities throughout the history. Climate and
Nature is subject to touristic activities very often: The northern lights of Iceland, the
mountains of the Far East, and the artificial gatherings benefitting from the nature
like Ice festivals are some examples. As reported in Gertner and Kotler’s (2004)
study, “Every winter, the Swedish village of Jukkasjarvi in Lapland builds a 30,000
square foot hotel made of 10,000 tons of crystal clear ice that can accommodate up
to 100 guests at a time”(Gertner & Kotler, 2004, p.52).

Climate and Nature is not limited to climate. The vegetation and the species
living in a country is the natural heritage of a nation and sometimes they are very
powerful to represent the nation like the Panda of China and the Kangaruu of
Australia. Those animals represent the country not only because that those animals
widely live in that particular country, but also the characteristics of the animals are
associated with the whole nation. The study shows that “For Australia, it is the
kangaroos, Sydney, and Australians — nature and geographic associations combine
with high consumer evaluations for pleasant, ideal, friendly, and appealing scenery
attributes to form an image of a strong tourism destination” (Elliot, Papadopoulos, &
Szamosi, 2013, p.13).
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3.2.3.2. Distance & Size

While we are exposed to several nations frequently, some nations are never in
our interest area. They are rarely present in the market with their products, hardly
covered in the News or by song or a novel. Being able to describe where the country
in question located is a part of the awareness of the country. On the other hand,
sometimes people can describe the location by the continents. For most of the people
living in Asia, Scandinavian countries are not different than each other and for many
“rednecks” in the U.S., it is the same case for the Asian countries.

On the other hand, we have overwhelming ideas about some parts of the
world. Also, the geographic location of the respondents plays a role in the awareness
level: while some countries share borders, some countries are very far and hardly are

a concern.

3.2.4. People

People is the fourth and the last Inherited Characteristics of a nation and built
on Characteristics and Physical Appearance. The citizens or people of a nation can
give concrete and easy interpretations about that nation. Whether we like it or not,
we have stereotypes towards people from other nations. As expressed by Gertner
and Kotler (2004), “Several regions of the world, such as Latin America, Africa and
the Middle East, countries, such as Mexico, Ireland and Turkey, and cities, such as
Bogota, Dublin and Rio de Janeiro, generate a number of well-known stereotypes”

(p.51).

Fourth of the Inherited Characteristics: People

i. Characteristics

ii. Physical Appearance
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3.24.1. Characteristics

The crowds of a country like India, or the opposite situation like Luxemburg,
the friendliness or coldness of the people, their level of honesty and trustworthiness
and whether we just like them or not, affect our reactions towards an independent
component of a nation, towards its International Relations, towards their products or
any of the nation’s offer to the global market.

People component has been subject to study in country brand image research.
One study states that “Conceptually, the beliefs about a country and its people
represent an example of the cognitive component in country image research”
(Heslop & Nadeau & O’Reilly, 2010, p.407).

Although characteristics are for individuals, cultural codes do shape people
living in that society. In this regard, the characteristics, the behaviors of people are
strong enough to represent a nation. Dinnie (2011) believed, “An illustrative but not
exhaustive range of country image formation factors would include...the behavior of
the country’s citizens” (p.80).

Some of the attitudes we have for a nation’s people might be based on
experiences and some might have historic roots and based on myths. In their study
Kemming and Sandikci (2007) exemplified this situation as “For example, the
phrase ‘Mamma mia, the Turks are coming’ in Italian, or the children song ¢ C-A-F-
F-E ’ in Germany warning children not to drink too much coffee since the Turk’s

drink is not good for them” (p.37).

3.2.4.2.  Physical Appearance

Whether we admit it or not, nations have dominant physical appearances. An
average American student can distinguish that the Japanese girl is not American and
their neighbor is Indian. On the other hand, because of the geographical distance and

a low degree of familiarity, some nations are hard to distinguish. An Indian might
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fail to tell the difference between a Denish and a Fin girl. A unique physical
appearance of the people of a nation is able to shape our nation brand image.

Some countries have unique dressing style, representing the believes, the
geographical conditions and traditions of a nation like the kimono of Japan,
sombrero hat of the Mexicans and the abaya of Arab women. Those items represent
many about a nation and frequently subject to our aesthetic judgments. Aesthetics
can go further in a way that people of some countries are perceived as beautiful/

handsome.
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CHAPTER 4

RESEARCH DESIGN AND METHODOLOGY

4.1. Research Objectives

The aim of this research is to understand and identify the pillars that
constitute the nation brand of a country. Hence, the very first aim of the research is
to test the validity of the Model of Nation Branding that is developed during this
study. In this regard, all the eight characteristics and the components of those
characteristics (twenty-three component in total) are examined.

Additionally, this study develops a unique survey to measure the nation brand
of a country. Therefore second research objective is to test the reliability of the
survey that is expected to be applicable for all nations and captures, individually, the
many specific components of a nation that together constitute the concept of nation
brand and drive reactions from others.

Lastly, the study explores the relative effects of each dimension (component)
of the Model of Nation Branding on the degree of goodwill displayed by others.

In summary, the following parts of the study try to give empirical data to the
justification of the Model of Nation Branding which is built on the universal
components that determine a person’s goodwill towards that nation. These universals
are expected to be found in two pillars: Performance Characteristics and Inherited
Characteristic. Within each of two pillars are four dimensions: Performance
Characteristics includes Governance, Economics, Science and Technology and,
Sports and Arts; Inherited Characteristics includes History, Culture, Land, and

People.
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4.2.  Previous Measures and Problems in Measurement

Measurement is the key to a successful management. Thus, measuring nation
brand is critical to manage a nation brand for governors or for those who are
involved in and affected by their nation’s brand image. Measurement of a
multifaceted concept like Nation Branding is a hard task. This issue is described by
Aaker (1996) as:

The ability to set objectives and measure results are the hallmarks of
successful managers. Such basics are extremely difficult for intangible assets
such as brands, information technology, and people. The conceptualization of
brand equity at the level of measurement and the development of specific
measures should provide a missing ingredient for those who would build and
nurture brands. (p.120)

Existing perceptions and stereotypes play role in nation branding strategies.
Pinchera & Rinallo (2017) studied that “Most nation branding approaches are built
on already-existing national stereotypes, which can be an advantage in international
markets; for example, France’s long-established association with taste and luxury,
Germany’s superior technology, and Italy’s recognized product aesthetics” (p.4).
This concludes that the perceptions are important in measurement and need to be
captured from the audience by techniques like surveys and interviews.

Dinnie’s (2008) measurements of Nation Branding benefit from phone
interviews with the general population and opinion leaders, and face to face
interviews with students. Also, his study offers country case studies. Although the
case studies give insights, they are not capable of generalizing as discussed earlier.
Therefore quantitative measurement tools play a significant role in measuring.

Apart from the academic literature, practitioner nation branding measurement
techniques are based mostly on creating indexes and ranking the countries in terms
of their nation branding strength. Some of the indexes are BrandFinance’s (2017)
Nation Brands, McClory’s (2015) The Soft Power 30 (2015), Samsung Economic
Research Institute’s nation brand index (2009), and GfK’s (2008) Nation Brands

Index. The indexes benefit mostly from surveys conducted online in different regions
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of the world which do not propose a clear measurement method and do not provide
the questions that were asked to the respondents.

Another practitioner measure is Fetscherin’s (2010) Country Brand Strength
Index which benefits from the actual indicators of a country’s some of the
performance characteristics like data from the World Bank, United Nations
Conference on Trade and Development (FDI Stats) and United Nations Report on
World Population Policies. This method obviously does not capture the attitudes,
perceptions, and reactions of the people, therefore failing to present a nation’s

important dynamics that create its brand.

4.3. Participants and the Country in Question

Data were collected from Turksih Citizen and over 18 years old individuals.
Among the 182 respondents, 89 were male and 93 were female. 5 of them were High
School graduates, 92 were a Bachelor’s, 68 were Master’s and 17 were Ph.D. level
graduates. Age of the respondents ranged from 19 to 67. The visit duration to the

country in question ranged from ‘never been to’ to ‘lived for 33 years’.
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Table 5
Demographics of the Respondents

Number of Respondents 182
Nationality
Turkish 182
Age
Mean 30.4
Range 19-67
Gender
Female 93
Male 89
Education Level
High School 5
Bachelor’s 92
Master’s 68
Ph.D. 17
Duration of Stay in Germany
Mean 17 months
Range 0-33 years

Given that Nation Brand is the combined effects of the major characteristics
of a nation on the thoughts, attitudes, and reactions of members of other nations, the
country in question should be any country but Turkey. In this regard, such country is
selected so that some of the Turkish people have a strong familiarity and direct
interaction, while some perceive it as just a country from Europe: Germany. The
rationale for selecting Germany lies not only in the historical alliances between the
Ottoman Empire and Germany but also Turkish laborforce immigrants. People in
Turkey have relatives, neighbors or friends whose family lived in Germany.
Therefore respondents had different awareness levels and different levels of goodwill

towards Germany.
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4.4.  Survey Design

How do you truly measure a nation brand? As described earlier, a nation
brand is comprised of universal components that determine a person’s goodwill
towards that nation. These universals are found in two pillars: Performance
Characteristics and Inherited Characteristic. Within each of two pillars are four
dimensions: Performance Characteristics includes Governance, Economics, Science
and Technology and, Sports and Arts; Inherited Characteristics includes History,
Culture, Land, and People. Thus, the survey is based on the the question that, “do
any of the characteristics of a nation (Performance Characteristics: Governance,
Economy, Science & Technology, and Sports & Arts; and Inherited Characteristics:
History, Culture, Land, and People) create goodwill towards a nation in question,
and to what level (negative, positive, strong etc)?”” What are the thoughts, attitudes,
and reactions of members from other nations towards the characteristics of a nation
in question? Therefore the survey is designed to capture the ‘perceptions’ of the

respondents.

4.4.1. Focus Group and Pretest

The scale is developed as a result of a series of in-depth interviews with
academics and foreigners from the US, Colombia, Iran, Germany, and Russia; and
focus group sessions with people from different employment backgrounds from
Medicine to Education and Finance.

The questions are pre-tested on a focus group, consisting of people from 18
different job and educational background and the questions are spoken out loud. The
meaning of each word and the vocabulary is discussed. After the pretest, some
questions are omitted.

The conceptual model is developed in English and the survey is first
designed in Turkish. The Turkish survey is translated into English and English
version is revised by a native speaker instructor who teaches writing in Business

Administration department. The final version of the English and Turkish surveys of
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5 demographic and 72 topic related questions are approved by the Human Subject
Ethics Committee (HSEC) in METU.

4.4.2. Familiarity and Goodwill Measurement

As mentioned in Aaker’s (1992) model, Brand Awareness is one of the five
components of Brand Equity. Keller’s (1993) description of brand name awareness is
helpful for understanding the phenomena: “brand name awareness relates to the
likelihood that a brand name will come to mind and the ease with which it does
so0...Brand awareness plays an important role in consumer decision making...” (p.3).

The familiarity or awareness level regarding a nation can be maintained through
products, famous citizens, celebrity, visit, TV commercials, movies, the news, books
or national memory. Respondents’ level of awareness of a nation shapes their
reactions to it. People from different demographics such as different age groups
might have experienced a characteristic of a nation in question in a different way
than the other groups due to the level of familiarity. A study on Mozambique’s
perception of ‘Europe’ as a brand shows that, the older age group in the respondents
has different views:

Mozambigue won independence from European colonization only in 1975. CEI
(consumer ethnocentric identity) may be strong, yielding a preference for the
national rather than the competing European brand. Moreover, older consumers
would have experienced the transition from colonial rule to self-rule, biasing them
towards the national brand (Lee et al., 2010).

In this regard, the correlation between the level of familiarity and goodwill is
worth researching. The level of familiarity of the country in question is assessed by
the following statements. The scale is constructed by the author and measured with

five-point Likert scales (1 = strongly disagree, 5= strongly agree).
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Table 6
Measures of Familiarity

Statement

I have information about this country.
I know this country well.

I am familiar with this country.

On the other hand, goodwill is being referred to in literature in two different
forms: First, goodwill of a nation is understood as the good standing of a nation. As
mentioned in a study “... the concept of “Nation Goodwill”, a nation’s true intangible
capital”(Design & Paris, 2012, p.4). The second usage is goodwill towards the
nation, basically the good deeds and good attitudes about a nation, which eventually
result in the goodwill of the nation.

The goodwill towards the nation or towards the citizens of a nation is more
important than the willingness to buy the products or willingness to visit only, as the
last two requires familiarity but regardless of the awareness of the nation’s products
or services, goodwill can make a person buy the products or make another kind of
positive decisions. This effect is confirmed by Elliot (2013) as “Considering the low
Familiarity and yet relatively high Receptivity levels for products, it seems that
Australia is a country with a sizeable amount of goodwill among consumers — they
are prepared to consider Australian products positively even though they do not
know much about them” (p.15).

For some countries applying strong nation branding strategies like the US,
people do have goodwill towards the country despite the negative scores it gets in
the international arena. Anholt (2005) admitted that “America really did build an
empire by making people love it, by giving them wonderful dreams, unbelievable
products, and the greatest entertainment shows on earth” (p.303). The goodwill
statements are constructed by the author and measured with five-point Likert scales
(10 strongly disagree, 5 = strongly agree).
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Table 7
Measures of Goodwill

Statement

| want this nation to be powerful.

I have positive thoughts about this nation.

I wish happiness and welfare for this nation.

| want the goodwill for the people of this country.

| want this nation to be more influential in the international arena.

4.4.3. Nation Branding Measurement

As discussed earlier in section 4.2. previous attempts to measure Nation
Brand benefits from actual statistics of a country in question (like the economic size
and GDP per capita) and surveys. The survey is a better alternative to capture the
perceptions of the people, however, the survey questions are not shared in the
literature of Nation Branding.

64 of the 72 questions are designed to tap the characteristics of a nation that
are described above (3 out of 72 assess the familiarity while 5 out of 72 assess the
goodwill). Out of 64, 32 questions assess the Performance Characteristics and 32
assess the Inherited Characteristics. The survey is designed both in English and

Turkish with the aim of creating the same meaning.

4.43.1. Performance Characteristics Measurement

The scale reflects the personal perspectives regarding the country under
question. The scale items are specially constructed for this study and measured with
five-point Likert scales ( 1= strongly disagree, 5= strongly agree). The full English
survey that the respondents received is exhibited under Appendix A, and the Turkish

version is exhibited under Appendix B.
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The first of the Performance Characteristics, Governance is operationalized to be
composed of four factors which will be discussed under Exploratory Factor Analysis
and 12 questions in total.

Table 8

Measures of Governance

Statement

This country has nuclear power.

This country has a strong military power.

There is a terror threat in this country.

Crime rates are low in this country.

Foreigners feel secure in this country.

This country’s foreign policy has always been trustworthy.
This country has a good reputation in the international arena.
This country can always enforce its position in foreign policy.
Relative to others, the corruption level in this country is low.
Democratic institutions are well established in this country.
Justice institutions of this country function promptly and properly.

Business life is fair and competitive in this country.

The second of the Performance Characteristics, Economics is operationalized
to be composed of four factors which will be discussed under Exploratory Factor
Analysis and 13 questions in total. The items are created by the author and measured

with five-point Likert scales (1= strongly disagree, 5= strongly agree).
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Table 9
Measures of Economics

Statement

This country is a great tourism destination.

The products of this country are of high quality
This country has strong brands.

I could spend the rest of my life in this country.

I would be willing to study or work in this country.
I would be willing to start a business in this country.
Citizens of this nation have a good quality of life.
People in this country have a joyful time after work.
I want my children to live in this country.

In this country, life is good.

This country’s economy is strong and competitive.
The currency of this country is strong.

This country is one of the largest economies in the world.

The third of the Performance Characteristics, Science & Technology is
operationalized to be composed of two factors which will be discussed under
Exploratory Factor Analysis and 7 questions in total. The items are created by the
author and measured with five-point Likert scales (1= strongly disagree, 5= strongly

agree).
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Table 10
Measures of Science & Technology

Statement

This country can manufacture cars, engines, and robots.

This nation is one of the world leaders in technology.

This nation is one of the biggest contributors to science.

This nation has produced the world’s most significant science figures.
This country has prestigious universities.

The education system functions in a healthy manner in this country.

Graduates of this country’s schools can be successful all around the world.

The last of the Performance Characteristics, Sports & Arts is operationalized
to be composed of two factors which will be discussed under Exploratory Factor
Analysis and 4 questions in total. The items are created by the author and measured

with five-point Likert scales (1= strongly disagree, 5= strongly agree).

Table 11

Measures of Sports & Arts

Statement

This nation has produced very successful significant sports figures.
This nation has a special understanding of art.
This nation has generated world-famous artists.

This nation is one of the most significant contributors to art.
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4.4.3.2. Inherited Characteristics Measurement

The first of the Inherited Characteristics, History is operationalized to be
composed of two factors which will be discussed under Exploratory Factor Analysis
and 6 questions in total. The items are created by the author and measured with five-
point Likert scales (1= strongly disagree, 5= strongly agree).

Table 12

Measures of History

Statement

This nation has a rich tradition and history.
This nation has made substantial contributions to civilization.

This country is one of those which had a leading impact on the world
history.

This country has always been fair in foreign relations.

This country has always been aggressive in foreign relations.

This country was moderate and helpful in foreign relations in the past.

The second of the Inherited Characteristics, Culture is operationalized to be
composed of five factors which will be discussed under Exploratory Factor Analysis
and 13 questions in total. The items are created by the author and measured with
five-point Likert scales (1= strongly disagree, 5= strongly agree).
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Table 13
Measures of Culture

Statement

This nation has a unique cuisine.
This nation’s cuisine is delicious.

This nation’s carnivals, festivals and traditional days are well known around
the world.

This country has had a substantial influence on the world culture.

This nation has a rich language.

The language of this nation is spoken in different regions of the world.

The language of this nation sounds nice.

This country’s religious rules are strict.

The religion of this country is meditative and supports spiritual development.
The understanding of religion is moderate in this country.

This nation has a strong culture.

Ancient writers, artists, scientists and philosophers of this nation have
contributed to civilization.

This country protects the historical artifacts of ancient civilizations well.

The third of the Inherited Characteristics, Land is operationalized to be
composed of two factors which will be discussed under Exploratory Factor Analysis
and 3 questions in total. The items are created by the author and measured with five-

point Likert scales (1= strongly disagree, 5= strongly agree).

Table 14

Measures of Land

Statement

This country has an attractive climate and nature.
| can describe where this country is located.

This country is crowded.
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The last of the Inherited Characteristics, People is operationalized to be
composed of two factors which will be discussed under Exploratory Factor Analysis
and 6 questions in total. The items are created by the author and measured with five-

point Likert scales (1= strongly disagree, 5= strongly agree).

Table 15

Measures of People

Statement

The people of this nation are friendly.

The people of this nation are honest and trustworthy.

I like the people of this nation.

People of this nation have a unique physical appearance.

People of this country are beautiful/handsome.

This country has unique dressing style like kimono, sombrero, abaya.

4.5. Procedure (Data Collection)

The survey is prepared in both online and printed versions. The online
version is designed in Google forms with the notification that “Please answer the
following questions about a selected country: Germany”. 79% of the answers are
collected online. 21% of the answers are collected by distributing the printed
versions to a group of students in Middle East Technical University. The data

collected is transferred into SPSS to make the statistical analysis.
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CHAPTER 5

DATA ANALYSIS AND FINDINGS

5.1. Data Screening and Cleaning

After the conversion of the collected data into SPSS platform, the data is
checked for the outliers and missing value. As a result of the control, no outlier and
missing value are detected. On the other hand, univariate and multivariate outlier
controls have resulted in no outliers.

Normality assumption is checked and the data is normally distributed.
Additionally, the data is checked in terms of skewness and kurtosis. Although the
skewness is between the desired values -2 and +2, one question, being 2.133, is out
of the desired level of kurtosis, which is “This country can manufacture cars,
engines, and robots” under the Performance characteristics. Given that the data is
about Germany, this is an expected result.

Lastly, the data is observed for the careless respondents by looking at the
negatively worded questions. As a result of the analysis, 7 respondents are omitted
from the further analysis and 175 out of 182 are left for the Measure Purification and

Exploratory Factor Analysis.

5.2.  Measure Purification-Exploratory Factor Analysis

After the data screening and data cleaning, exploratory factor analysis (EFA)
and reliability analysis are benefitted to identify the items which have high or below
expected loadings.

Exploratory factor analysis is a factor analysis technique that aims to capture
the relations between variables that are subject to measurement. In this regard, EFA

is performed for twenty five factors, which are Familiarity, Goodwill, Military
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Power, Security, International Relations, Competency & Fairness, Quality of Goods
& Services, Investment & Immigration, Quality of Life, Economic Strength,
Scientific Competency, Education, Leading Role in Sports, Leading Role in Arts,
Historic Background, Wars & Alliances, Living Culture, Language, Religion,
Created Heritage, Acquired Heritage, Climate & Nature, Distance & Size,
Characteristics, Physical Appearance.

There have been three negatively worded questions in the survey which were
from Security, Wars & Alliances and Religion factors. The scores were reversed in
order to have the right solution.

EFA is the first step before confirmatory factor analysis (CFA) in assessing
the quality of the developed scale. Exploratory factor analysis is supported by
Kaiser-Meyer-Olkin measure of sampling adequacy (KMO) and with the Barlett’s
test of sphericity.

Additionally, reliability analysis is performed to test the consistency of the
scale. Reliability of a measure means that the measure produces similar outputs
when repeated. Aygoren (2013) depicts that “Reliability is measured by Cronbach’s
alpha which shows the extent to which scales produce consistent results on different
trials for various samples. Cronbach’s alpha is an internal consistency estimate

where each item in a scale is correlated with all the other items” (p.86).

5.2.1. EFA for Familiarity and Goodwill

EFA is first performed for Familiarity using Varimax rotation and Maximum
Likelihood Analysis. All the items belong to a single factor and correlate with each
other. It is observed that Cronbach’s alpha for three item scale of familiarity is 0.757,
which is above the threshold level of 0.7. EFA shows the familiarity statements fall

under single factor construct.

66



Table 16
EFA Results for Familiarity

Item Factor Cronbach’s
Loadings | Alpha
Familiarity 749
I have information about this country. .788
734

I know this country well.
.618

| am familiar with this country.

Total Variance Explained = 67%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .681

Significance of Barlett’s Test of Sphericity=.00

Next set of items for EFA are Goodwill items which are the dependent
variables of the whole study. results show that the Cronbach’s Alpha is .856 and the

statements load under a single factor.
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Table 17
EFA Results for Goodwill

Item Factor Cronbach’s
Loadings | Alpha
Goodwill .857
I want this nation to be powerful. 579
I have positive thoughts about this nation. 619
I wish happiness and welfare for this 973
nation. .836

I want the goodwill for the people of this
country. 521

| want this nation to be more influential in

the international arena.

Total Variance Explained = 64%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .736
Significance of Barlett’s Test of Sphericity= .00

5.2.2. EFA Results for Performance Characteristics

EFA is performed for each component that together constitutes the nation
brand of a country. The first set of component is under Performance Characteristics.
Performance Characteristics has four characteristics which are Government,
Economics, Science & Technology and Sports & Arts. The four characteristics have
12 components in total which are Military Power, Security, International Relations,
Competency & Fairness, Quality of Goods & Services, Investment & Immigration,
Quality of Life, Economic Strength, Scientific Competency, Education, Leading

Role in Sports, Leading Role in Arts.
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5.2.2.1. EFA Results for Governance

The following analysis are the independent variables of the study. The first of
the Performance Characteristics, Governance has four components. First of them,
Military Power has two questions in the survey. Therefore the factor analysis is
conducted with Principle Component methods. Analysis shows that two questions
belong to a single factor and the Cronbach’s Alpha is .640.

Table 18
EFA Results for Military Power

Item Factor Cronbach’s
Loadings | Alpha
Military Power .640
This country has nuclear power. .858
This country has strong military power. .858

Total Variance Explained = 74%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500
Significance of Barlett’s Test of Sphericity= .00

The second component under Governance is Security. Security questions
loaded under single factor but the first question had low factor loading. Therefore
Cronbach’s alpha is .410 which is below the threshold. The rationale for the low

factor loadings is discussed under Section 6: Discussion and Conclusion.
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Table 19
EFA Results for Security

Item Factor Cronbach’s
Loadings | Alpha
Security 410
There is a terror threat in this country. 185
Crime rates are low in this country. 835
Foreigners feel secure in this country. 578

Total Variance Explained = 48%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .494

Significance of Barlett’s Test of Sphericity= .00

The third component of Governance is International Relations which has
three questions in the survey. Although three of the questions fell under single factor,
the first question has low factor loading while the second question has a loading of
.915. The reliability of the measure is .540.
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Table 20

EFA Results for International Relations

Item Factor Cronbach’s
Loadings | Alpha
International Relations 540
This country’s foreign policy has always 217

been trustworthy.
This country has a good reputation in the 873
international arena.
This country can always enforce its 915

position in foreign policy.

Total Variance Explained = 57%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .480

Significance of Barlett’s Test of Sphericity= .00

The fourth component of Governance is Competency & Fairness which has
four questions. The items belong to a single factor with high loadings. The reliability

indicator, Cronbach’s Alpha of the Competency & Fairness measure is .906.
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Table 21

EFA Results for Competency & Fairness

Item Factor Cronbach’s
Loadings | Alpha
Competency & Fairness 906
Relative to others, the corruption level in 749

this country is low.
Democratic institutions are well established 940

in this country.

Justice institutions of this country function .886
promptly and properly.
Business life is fair and competitive in this .810
country.

Total Variance Explained = 78%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .835
Significance of Barlett’s Test of Sphericity= .00

5.2.2.2. EFA Results for Economics

The second of the Performance Characteristics is Economics which has four
components. The first of the components is Quality of Goods and Services. There are
three questions in the measure which fall under a single factor. Although the first

question has relatively low factor loading, the Cronbach’s Alpha is above the
threshold.
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Table 22
EFA Results for Quality of Goods and Services

Item Factor Cronbach’s
Loadings | Alpha
Quality of Goods and Services 126
This country is a great tourism destination. 295
The products of this country are of high .952
quality
This country has strong brands. .886

Total Variance Explained = 67%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .532
Significance of Barlett’s Test of Sphericity= .00

The second of the Economics Characteristic is Investment and Immigration
which has three questions. All of the questions belong to a single factor and the
Cronbach’s Alpha is .894.
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Table 23

EFA Results for Investment & Immigration

Item Factor Cronbach’s
Loadings | Alpha

Investment & Immigration .894

I could spend the rest of my life in this .836

country.

| would be willing to study or work in this .885

country.

I would be willing to start a business in this .866

country.

Total Variance Explained = 83%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .750

Significance of Barlett’s Test of Sphericity= .00

The third of the Economics Characteristic is Quality of Life which has four
questions. All the questions belong to a single factor and successful in explaining the

factor. The reliability analysis further shows that the Cronbach’s Alpha is .853.
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Table 24
EFA Results for Quality of Life

Item Factor Cronbach’s
Loadings | Alpha
Quality of Life .853
Citizens of this nation have a good quality .818
of life.
People in this country have joyful time .803
after work.
| want my children to live in this country. .659
In this country, life is good. .895
Total Variance Explained = 72%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.768
Significance of Barlett’s Test of Sphericity= .00

The last one of the Economics Characteristic is Economic Strength which is
assessed by three questions. The measure for Economic Strength has a high

Cronbach’s Alpha which is .945 and the questions fall under single factor with high
factor loadings.
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Table 25
EFA Results for Economic Strength

Item Factor Cronbach’s
Loadings | Alpha

Economic Strength 945

This country’s economy is strong and .897

competitive.

The currency of this country is strong. .983

This country is one of the largest 901

economies in the world.

Total Variance Explained = 91%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .741
Significance of Barlett’s Test of Sphericity= .00

5.2.2.3. EFA Results for Science & Technology

The third of the Performance Characteristics is Science and Technology
which has two components. The first of the components is Scientific Competency
which has four questions. All of the four questions fall under single factor with high

correlations with each other. The Cronbach’s Alpha is .906.
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Table 26
EFA Results for Scientific Competency

Item Factor Cronbach’s
Loadings | Alpha
Scientific Competency .906
This country can manufacture cars, 875

engines, and robots.

This nation is one of the world leaders in 916
technology.
This nation is one of the biggest .848

contributors to science.
This nation has produced the world’s most 749

significant science figures.

Total Variance Explained = 79%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .826
Significance of Barlett’s Test of Sphericity= .00

The second component of Science and Technology is Education. Education is
assessed with three questions which all highly correlate with each other. The factor
loading are respectively .816, .925 and .812. The Cronbach’s Alpha is .884.
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Table 27
EFA Results for Education

Item Factor Cronbach’s
Loadings | Alpha
Education .884
This country has prestigious universities. .816
The education system functions in a 925

healthy manner in this country.
Graduates of this country’s schools can be 812

successful all around the world.

Total Variance Explained = 82%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.731

Significance of Barlett’s Test of Sphericity= .00

5.2.24. EFA Results for Sports& Arts

The last of the Performance Characteristics is Sports and Arts which is built on
two components. EFA Results for the first component, Leading Role in Sports is not
conducted because the component is assessed with one question. Therefore the
answers are directly used in the linear regression analysis.

The second component, however, is Leading Role in Arts which has three
questions all of which belong to a single component and the measure of this

component has a high reliability of .912 Cronbach’s Alpha.
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Table 28
EFA Results for Leading Role in Arts

Item Factor Cronbach’s
Loadings | Alpha
Leading Role in Arts 912
This nation has a special understanding of .956
art.
This nation has generated world-famous .896
artists.
This nation is one of the most significant 793
contributors to art.
Total Variance Explained = 85%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.728
Significance of Barlett’s Test of Sphericity= .00

5.2.3. EFA Results for Inherited Characteristics

The second set of component is under Inherited Characteristics. Inherited
Characteristics has four characteristics which are History, Culture, Land and People.
The four characteristics have 11 components in total which are Historic Background,
Wars & Alliances, Living Culture, Language, Religion, Created Heritage, Acquired
Heritage, Climate & Nature, Distance & Size, Characteristics, Physical Appearance.

5.2.3.1. EFA Results for History

The first of the Inherited Characteristics is History which has two
components. The first component is Historic Background with three questions. The
factor loadings for questions are .852, .857 and .799 and fall under a single factor.

Cronbach’s Alpha is .873 is for this measure.
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Table 29
EFA Results for Historic Background

Item Factor Cronbach’s
Loadings | Alpha

Historic Background 873
This nation has a rich tradition and history. .852
This nation has made substantial .857

contributions to civilization.
This country is one of those which had a 799
leading impact on the world history.

Total Variance Explained = 80%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .737

Significance of Barlett’s Test of Sphericity= .00

The second component is Wars & Alliances with three questions. The factor
loadings for questions are .544, .616 and .824 respectively and they fall under a

single factor. Cronbach’s Alpha is .681 is for this measure.
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Table 30
EFA Results for Wars & Alliances

Item Factor Cronbach’s
Loadings | Alpha
Wars & Alliances .681
This country has always been fair in 544

foreign relations.
This country has always been aggressive in 616
foreign relations.
This country was moderate and helpful in .824

foreign relations in the past.

Total Variance Explained = 62%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .643
Significance of Barlett’s Test of Sphericity= .00

5.2.3.2. EFA Results for Culture

The second of the Inherited Characteristics is Culture which has five
components. The first component is Living Culture with four questions. In EFA
results, the loadings of the questions are .861, .866, .330 and .351. and Cronbach’s
Alpha is .542 for this measure, being below the threshold.

81



Table 31
EFA Results for Living Culture

Item Factor Cronbach’s
Loadings | Alpha

Living Culture 542

This nation has a unique cuisine. .861

This nation’s cuisine is delicious. .866

This nation’s carnivals, festivals and traditional 330

days are well known around the world.
This country has had a substantial influence on 351

the world culture.

Total Variance Explained = 43%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .501

Significance of Barlett’s Test of Sphericity= .00

The second important component is Language with three questions. In the
case of Germany, the questions have relatively low ratings. Cronbach’s Alpha is .575
for this measure, being below the threshold. Total variance explained for this

measure is 55%.
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Table 32
EFA Results for Language

Item Factor Cronbach’s
Loadings | Alpha

Language 575
This nation has a rich language. 581
The language of this nation is spoken in 443

different regions of the world.

The language of this nation sounds nice. .691

Total Variance Explained = 55%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .617

Significance of Barlett’s Test of Sphericity= .00

The third component of Culture is Religion with is assessed by three
questions. In EFA one question “This country’s religious rules are strict” belonged to
a second factor with a loading of .981. Therefore the item is deleted and the rationale
Is discussed in Section 6: Discussions and Conclusion. Cronbach’s Alpha for
religion is .646.
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Table 33
EFA Results for Religion

Item Factor Cronbach’s
Loadings | Alpha
1 2
Religion .646
The religion of this country is meditative
. .859
and supports spiritual development.
The understanding of religion is moderate
o .859
in this country.
Items Deleted
This country’s religious rules are strict 981

Total Variance Explained = 74%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500

Significance of Barlett’s Test of Sphericity= .00

The fourth of the Culture components is Created Heritage. The measure has
two questions, therefore, principle component method is used for factor analysis. In

this regard, the items exhibit high factor loadings and .811 Cronbach’s Alpha.
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Table 34
EFA Results for Created Heritage

Item Factor Cronbach’s
Loadings | Alpha
Created Heritage 811
This nation has a strong culture. 919
Ancient writers, artists, scientists and 919
philosophers of this nation have contributed
to civilization.

Total Variance Explained = 84%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500
Significance of Barlett’s Test of Sphericity=.00

EFA results for the component, Acquired Heritage is not available because

the component is measured with one question.

5.2.3.3. EFA Results for Land

The third of the Inherited Characteristics is Land which has two components.
EFA results for the component, Climate and Nature is not available because the
component is measured with one question.

On the other hand, the second component, Distance and Size is analyzed with
principal component method because the measure has two questions. The results
show that the questions have high factor loadings but the Cronbach’s Alpha is below
the threshold level.
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Table 35
EFA Results for Distance & Size

Item Factor Cronbach’s
Loadings | Alpha
Distance & Size 611
I can describe where this country is located. .850
This country is crowded. .850

Total Variance Explained = 72%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500

Significance of Barlett’s Test of Sphericity= .00

5.2.3.4. EFA Results for People

The last of the Inherited Characteristics is People which has two components.
The first of the two components is Characteristics. Characteristics is assessed with
three questions. Three of them fall under a single factor. Total variance explained is
61%.

Table 36
EFA Results for Characteristics
Item Factor Cronbach’s
Loadings | Alpha
Characteristics 667
The people of this nation are friendly. 473
The people of this nation are honest and 955
trustworthy.
I like the people of this nation. 999
Total Variance Explained = 61%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .483
Significance of Barlett’s Test of Sphericity= .00
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The second of the two components is Physical Appearance which is assessed
with three questions. As a result of the EFA, one question is omitted from the

component for further analysis because the question is not applicable fort he case of

Germany.
Table 37
EFA Results for Physical Appearance
Item Factor Cronbach’s
Loadings  Alpha
1 2
Physical Appearance .622
People of this nation have a unique physical
.852
appearance. 85
People of this country are
beautiful/handsome. 852
Deleted Items
This country has a unique dressing style like 992

kimono, sombrero, abaya.

Total Variance Explained = 73%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500

Significance of Barlett’s Test of Sphericity= .00

5.3.  Second Level Exploratory Factor Analysis

In the second level exploratory factor analysis, arithmetic means of the
questions are calculated to generate a unique value for the components of a nation
brand. The second level EFA is conducted by using the components under each of

the eight characteristics of a nation.
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5.3.1. Second Level EFA Results for Performance Characteristics

The first of the Performance Characteristics is Governance, operationalized
to be explained by four components. The Cronbach’s alpha of Governance is .693

close to the threshold and the total variance explained is 54%.

Table 38
Second Level EFA Results for Governance
Item Factor Cronbach’s
Loadings | Alpha
Governance .693
406
Military Power 493
Security 777
International Relations 824
Competency & Fairness

Total Variance Explained = 54%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .682

Significance of Barlett’s Test of Sphericity= .00

The second of the Performance Characteristics is Economics, operationalized
to be explained by four components. The Cronbach’s alpha of Economics is .844,

being above the threshold and the total variance explained is 60%.
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Table 39

Second Level EFA Results for Economics

Item Factor Cronbach’s
Loadings | Alpha
Economics 844
Quiality of Goods & Services .660
Investment & Immigration .751
Quality of Life 999
Economic Strength .647

Total Variance Explained = 60%

Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.670

Significance of Barlett’s Test of Sphericity= .00

The third of the Performance Characteristics is Science & Technology,

operationalized to be explained by two components. The Cronbach’s alpha of

Science & Technology is .908, being above the threshold and the total variance

explained is 92%.

Table 40

Second Level EFA Results for Science & Technology

Item Factor Cronbach’s
Loadings | Alpha
Science & Technology .908
.957
Scientific Competency 938
Education

Total Variance Explained = 92%

Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500
Significance of Barlett’s Test of Sphericity= .00
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The last of the Performance Characteristics is Sports & Arts, operationalized
to be explained by two components. The Cronbach’s alpha of Sports & Arts is .838,

being above the threshold and the total variance explained is 86%.

Table 41
Second Level EFA Results for Sports & Arts

Item Factor Cronbach’s
Loadings | Alpha
Sports & Arts .838
Leading Role in Sports 929
Leading Role in Arts 929

Total Variance Explained = 86%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500
Significance of Barlett’s Test of Sphericity= .00

5.3.2. Second Level EFA Results for Inherited Characteristics

The first of the Inherited Characteristics is History, operationalized to be
explained by two components. The Cronbach’s alpha of History is .498, being below

the threshold and the total variance explained is 60%.

Table 42
Second Level EFA Results for History
Item Factor Cronbach’s
Loadings | Alpha
History 498
Historic Background 776
Wars & Alliances 776

Total Variance Explained = 60%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.500
Significance of Barlett’s Test of Sphericity= .00
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The second of the Inherited Characteristics is Culture, operationalized to be
explained by five components. The Cronbach’s alpha of Culture is .731, being above

the threshold and the total variance explained is 50%.

Table 43
Second Level EFA Results for Culture
Item Factor Cronbach’s
Loadings | Alpha
Culture 731
Living Culture 743
Language 748
Religion 575
Created Heritage .748
Acquired Heritage 677
Total Variance Explained = 50%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .684
Significance of Barlett’s Test of Sphericity= .00

The third of the Inherited Characteristics is Land, operationalized to be
explained by two components. The Cronbach’s alpha of Land is .394, being below

the threshold and the total variance explained is 56%.
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Table 44
Second Level EFA Results for Land

Item Factor Cronbach’s
Loadings | Alpha
Land .394
Climate & Nature 745
Distance & Size 745

Total Variance Explained = 56%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500

Significance of Barlett’s Test of Sphericity= .00

The last of the Inherited Characteristics is People, operationalized to be
explained by two components. The Cronbach’s alpha of People is .606, being below

the threshold and the total variance explained is 72%.

Table 45
Second Level EFA Results for People
Item Factor Cronbach’s
Loadings | Alpha
People .606
Characteristics .848
Physical Appereance .848

Total Variance Explained = 72%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500
Significance of Barlett’s Test of Sphericity= .00
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5.4.  Third Level Exploratory Factor Analysis

In the third level exploratory factor analysis, arithmetic means of the eight
characteristics are calculated to generate a unique value for the third level
categorization (Performance Characteristics, Inherited Characteristics) of a nation
brand. Cronbach’s alpha for Performance Characteristics is .884 and total variance

explained is 76 %.

Table 46
Third Level EFA Results for Performance Characteristics
Item Factor Cronbach’s
Loadings | Alpha
Performance Characteristics .884
Governance 791
Economics .882
Science & Technology .883
Sports & Arts 733

Total Variance Explained = 76%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy=.779
Significance of Barlett’s Test of Sphericity= .00

Cronbach’s alpha for Inherited Characteristics is .710 and total variance explained is
40 %.
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Table 47

Third Level EFA Results for Inherited Characteristics

Item Factor Cronbach’s
Loadings | Alpha
Inherited Characteristics 710
History 751
Culture 678
Land 460
People 610

Total Variance Explained = 55%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .724

Significance of Barlett’s Test of Sphericity= .00

5.5.  Analysis

After data screening and measure purification, the data is cleaned for this phase
of the study. Regression analysis is used for testing the proposition P1. Research
model proposes a nation’s major characteristics that create that together constitute

the concept of nation brand and drive reactions from others.

P1: Nation Brand is the combined effects of the major characteristics of a nation on
the thoughts, attitudes, and reactions of members of other nations.

a. Performance Characteristics includes Governance, Economics, Science and
Technology and, Sports and Arts
i. Governance includes Military Power, Security, International
Relations, Competency & Fairness.
ii. Economics includes Quality of Goods and Services,
Investment and Immigration, Quality of Life, Economic

Strength.
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iii. Scientific Competency includes Scientific Competency,
Education.

iv. Sports & Arts includes Leading Role in Sports, Leading Role
in Arts.

b. Inherited Characteristics includes History, Culture, Land, and People.
I. History includes Historic Background, Wars & Alliances

ii. Culture includes Living Culture, Language, Religion, Created
Heritage, Acquired Heritage

iii. Land includes Climate and Nature, Distance and Size

iv. People includes Characteristics, Physical Appearance

5.5.1. Linear Regression Analysis

Research model proposes that the major characteristics of a nation have effects
on the thoughts, attitudes, and reactions of members from other nations. In this
regard to be able to measure the thoughts, attitudes, and reactions, goodwill scale is

developed in the study, which is the dependent variable in the regression model.

The first regression is run with holding all the twenty-three components as
independent variables and directly affecting the goodwill. The regression model is

illustrated with arrows in the following table.
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Table 48

The Model of Nation Branding and Goodwill Relationship for Regression
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Table 49

Effects of 23 Nation Brand Components on Goodwill

Model Goodwill

Std Beta t value Sig.
Military -.084** -1.532 .064
Security -.094*** -1.677 .048
International Relations 240%** 3.270 .000
Competency & Fairness A112* 1.233 110
Quality of Goods & Services .000 .002 5
Investment & Immigration 150*** 1.826 .035
Quality of Life .108* .978 115
Economic Strength .365*** 2.842 .000
Scientific Competency -.147* -1.130 130
Education -.136** -1.309 .096
Leading Role in Sports -.130** -1.420 .079
Leading Role in Arts .093* 1.094 138
Historic Background .004 .044 482
Wars & Alliances 155%** 2.470 .008
Living Culture -.006 -.087 466
Language .027 402 344
Religion .034 554 290
Created Heritage .004 .049 431
Acquired Heritage -.006 -.088 465
Climate & Nature -.012 -.224 410
Distance & Size 014 .180 428
People-Character 315*** 4.523 .000
People-Physical Appereance .038 .624 .266

F=13.166; Sig. =.00; R* =.667; Adjusted R* = .617
*significant at p value 0.1

**significant at p value 0.05-0.1

***significant at p value <0.05




Results show that when directly run in a regression, R? of the model is .667
meaning that nearly 70% of nation brand is explained by the significant items. In a
survey where data on Germany is collected from Turkish citizens, out of 23
components, 10 of them are not in a relationship with goodwill towards the country.
The components that are effective on the goodwill with high degree of significance
(significant at p value <0.05) are Security, International Relations, Investment &
Immigration, Economic Strength, Wars & Alliances and People-Character.
Significant at p value 0.05-0.1 components are Military, Education and Leading Role
in Sports. The related components with low level of significance are Competency &
Fairness, Quality of Life, Scientific Competency and Leading Role in Arts.

In the second trial of linear regression, the equation is re-designed. This time
goodwill is the dependent variable, while the eight characteristics of a nation are the
independent variables. Each characteristic is calculated with the data provided in the
survey. In this regard, Governance is calculated with the arithmetic mean of the
twelve questions that are expected to explain Governance. The same procedure is
repeated for the other seven characteristics. The regression model is illustrated with
arrows in the following table.
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Table 50

Characteristic Based Regression Model with Arithmetic Means
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Table 51

Effects of 8 Nation Brand Characteristics on Goodwill

Model Goodwill

Std Beta t value Sig.
Governance 139*** 1.671 .048
Economics AQ2x** 4.905 .000
Science & Technology -.302*** -2.993 .002
Sports & Arts -.036 -.453 325
History A71xx* 2.483 .007
Culture .067* 1.040 151
Land -.050 -721 .236
People 326%** 5.239 .000

F=29.603; Sig. =.00; R? =.588; Adjusted R? = .568
*significant at p value 0.1

**significant at p value 0.05-0.1

***significant at p value <0.05

Results show that when when characteristics are involved as independent
variables R? of the model is .588 meaning that nearly 60% of nation brand is
explained by the significant items. In a survey where data on Germany is collected
from Turkish citizens, out of 8 characteristics, two of them are not effective on the
goodwill towards the country while Governance, Economics, Science and
Technology, History and People show strong significance with the relationship and
Culture is significant at p value 0.1.

Although the values for the eight characteristics are calculated with
arithmetic means, this regression is closer to P1 as P1: Nation Brand is the combined
effects of the major characteristics of a nation on the thoughts, attitudes, and
reactions of members of other nations.

In the third trial of linear regression, the equation is re-designed. This time

goodwill is the dependent variable, while the two major characteristics of a nation
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are the independent variables. Each characteristic is calculated with the data

provided in the survey. In this regard, Performance Characteristics is calculated with

the weighted average of the four characteristics that together build Performance

Characteristics as Governance is explained by four component while Sports& Arts is

explained by two. The same procedure is repeated for the Inherited Characteristics.

The regression model is illustrated with arrows in the following table.

Table 52
Inherited and Performance Characteristics Based Regression Model with Weighted
Averages
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Table 53
Effects of Performance and Inherited Characteristics on Goodwill
Model Goodwill
Std Beta t value Sig.

Performance Characteristics .196%** 2.397 .009
Inherited Characteristics AQ93F** 6.048 .000

F=61.411; Sig.=.00; R? = .417; Adjusted R* =.410
*significant at p value 0.1
**significant at p value 0.05-0.1

***significant at p value <0.05
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In this construct, results show that when upper-level characteristics are
involved as independent variables, both Performance Characteristics and Inherited
Characteristics show significance with .009 and .000 respectively. R? of the model

is.417, meaning 40% of nation brand is explained.
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CHAPTER 6

DISCUSSION AND CONCLUSION

6.1. Limitations

The study aims to develop a theoretical ground for Nation Branding.
Different from country-specific case studies, the scope of the study has 195 countries
on earth. An empirical research that aims to support the theoretical development of
Nation Branding, there are 195 countries to question and 195 respondent countries to
collect data. The combination is limitless. In order to be able to test the model,
several types of research should be conducted for several countries from different
regions of the world. The study has one country to test the model. On the other hand,
to test the nation brand of a country, many countries should be involved as
respondents to represent different ideas towards the country.

The first scenario for a research set-up was to define Turkey as the country in
question and collect data from multiple nations. The length of the survey was not
applicable for the internet use. Therefore the necessary data collection conditions
were not available to be able to collect data from international respondents, And a
sufficient number of face-to-face respondents were not available for analysis.

In this study, after data screening there are 175 respondents, all of them are
Turkish citizens. Although the pre-test included Japan and Egypt, the final survey
was about Germany only. The sample size was the major limitation of the study.

On the other hand, goodwill measurement can further be developed and
concepts like the willingness to buy, or willingness to visit can be included.
Additionally, reverse questions can be developed to assess the animosity (anti-

goodwill) towards the country.
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6.2.  Implications for Theory

As exhibited in section 5.2. EFA is conducted to measure purification intentions.
Given that each nation produces different data for the eight characteristics and 23
components of their nation brand, researchers are likely to have different factor
loadings. In a research set-up where data on Germany is collected from Turkish
Citizens, out of 72 survey questions, 3 questions had low factor loadings and 2

questions belonged to different factor than expected.
The Rationale for Low Factor Loadings

Although Security statements belonged to a single factor, the first question
had low factor loading, below the threshold. The statement and the factor loading is
as follows: There is a terror threat in this country, .185
Demographics of the participants suggest that some of the respondents lived in
Germany for years (33 years maximum). The labor force transition from Turkey to
Germany beginning in the 1960’s has had a large volume. Nearly 60 years of
experience and millions of Turkish labors in Germany created a strong familiarity for
the nation. Unfortunately, during that time period, part of the Turkish people
experienced sabotage, threat and deadly terror attacks by the extreme rightist in
Germany. Therefore the answers to the questions differed from others. On the other
hand, rising terror attacks of ISIS in the different cities across the Europe created a
negative image against the security in Europe.

Another similar result towards Germany was observed in International
Relations component. Although International Relations statements belonged to a
single factor, one question had low factor loading, below the threshold. The
statement and the factor loading is as follows: This country’s foreign policy has
always been trustworthy, .217

Majority of the respondents admit that Germany is a strong and reputable
country in the international arena. However, there are some historical and actual
reasons behind the low level of trust for Germany’s politics. First, formal education

of history in Turkey suggests that alliance with Germany during World War-1 had
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fatal consequences for the Turkish nation. Secondly, during the EU accession
process of Turkey, Germany was known as the major opposition against Turkey.
Last of all, despite the fact that Turkey hosted millions of Syrian refugees,
Germany’s tentative position was highly criticized.

On the other hand, the wording of the question refers to the all time periods
of Germany’s foreign policiy. Therefore Hitler is included in the decision making

process of the respondents.

Last of the undesired factor loading was within Quality of Goods and
Services. Although the rest of the statements under this category performed perfectly
in EFA, the first question showed different results. The statement and the factor

loading is as follows: This country is a great tourism destination, .295

The reason behind this result is both due to Turkish respondents and Germany’s
reputation as a high-quality engineering country all over the world. There might be
two reasons, first, Germany is perceived as a country of technology, not a perfect
tourism destination where popular touristic activities like swimming, sightseeing and
relaxing are expected. Also in the study, a country’s attraction instruments like
geography, living culture, and cultural heritage were discussed and assessed under
Inherited Characteristics. Tourism’s economic dimension was aimed to be captured

under Performance Characteristics. The assumption might have failed.
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The Rationale for Deleted Items

EFA results suggest that there are two items to be deleted for the further steps
of the analysis. The guestions are deleted because although they are applicable for many
other nations, in the case of Germany they are not significant. The statement and its factor

load to a separate factor are as follows: This country’s religious rules are strict, .981.

Item Factor Cronbach’s
Loadings | Alpha
1 2
Religion .646
The religion of this country is meditative
. .859
and supports spiritual development.
The understanding of religion is moderate
o .859
in this country.
Items Deleted
This country’s religious rules are strict 981

Total Variance Explained = 74%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500
Significance of Barlett’s Test of Sphericity= .00

The question is originally designed for countries such that their reputation of
religiousness is effective on their nation brand images like Saudi Arabia and Iran.

For Germany, the question does not support the study.
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Another culture-specific question is under Physical Appearance. The
statement and its factor load to a separate factor are as follows: This country has a unique

dressing style like kimono, sombrero, abaya, .992.

Item Factor Cronbach’s
Loadings  Alpha
1 2
Physical Appearance .622
People of this nation have a unique physical
appearance. 852
People of this country are
beautiful/handsome. 852
Deleted Items
This country has a unique dressing style like .992

kimono, sombrero, abaya.

Total Variance Explained = 73%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .500

Significance of Barlett’s Test of Sphericity=.00

The question is originally designed for countries such that their uniques
dressing style is effective on their nation brand images like Japan, Saudi Arabia and
Hispanic nations. Germany is one of the countries that is not recognized for their

cultural dressings like many other European countries and the U.S.
Statements for Wars & Alliances

During the measure purification, it is observed that statements for assessing
Wars & Alliances might fail to capture the specific component due to the disguised
wording. Additionally, it is observed that although one is under Governance and the

other is under History, International Relations and Wars and Alliances questions
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have close meanings. Thus, exploratory factor analysis is conducted by uniting their
questions and no fixed number of factors is set. The result is as follows:

Table 54

EFA Results for International Relations and Wars and Alliances Combined

Item Factor Cronbach’s
Loadings Alpha
1 2

IR and Wars&Alliances

This country’s foreign policy has always been ~ .791

trustworthy.

This country has always been fair in foreign 197
relations.

This country has always been aggressive in 657

foreign relations.

This country was moderate and helpful in 772

foreign relations in the past.

This country has a good reputation in the 866
international arena.

This country can always enforce its position in 905

foreign policy.

Total Variance Explained = 68%
Kaiser-Meyer-Olkin Measure of Sampling Adequacy= .644
Significance of Barlett’s Test of Sphericity= .00

The results imply that the first factor is related with International Relations
and the second factor could be re-named as International Reputation. However,
when the new factors are included in the regression, no meaningful result is observed

and Internation Relations lost its significance.
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Familiarity

In this study, familiarity statements were designed to distinguish the
difference between the goodwill level of respondents with high familiarity and low
familiarity levels. In this regard two seperate linear regression models could be run.
However, in the specific case for Germany as country in question and Turkey as the
respondent country, familiarity level is high. In the following table, number or

respondents are exhibited for each familiarity statement.

Table 55

Familiarity Responds of the Participants

Familiarity Statements Number of Respondents
strongly | agree | neutral | disagree | Stonrgly
agree disagree
I have information about this 21 66 77 16 2
country.
I know this country well. 14 44 83 34 !
| am familiar with this country. | 23 65 59 29 6

The results suggest that for the first statement of familiarity, 90% of the
respondents answered neutral and above and for the second and third statements the
percentages are 78%, and 81 % respectively. Therefore one regression construct is
benefitted.

Regression Analysis

In the first construct, when each of the 23 components are involved as
independent variables, International Relations effects goodwill in a positive way
with standardized beta of .240. Germany’s strong reputation in the international
arena created positive effect with high degree of significance. The components that

are in a positive relationship with goodwill are as follows: Investment &
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Immigration with standardized beta of .150, Economic Strength with standardized
beta of .365, Wars & Alliances with standardized beta of .155, People-Character
with standardized beta of .315, Competency & Fairness with standardized beta of
112, Quality of Life with standardized beta of .108 and Leading Role in Arts with
standardized beta of .093. The results are expected as Germany scored in a good way
in the areas mentioned above.

On the other hand, Security is in a relationship with goodwill in a negative
way with standardized beta of -.094. The rationale is discussed above in the low
factor loading section. Military is negatively effective on the goodwill towards the
nation with a standardized beta of -.084. Militaristic power of any country is less
likely to create a goodwill towards itself. In the countries like North Korea or Israel,
the standardized beta could be higher in a negative way. One of the surprising results
of this regression model is Leading Role in Sports with standardized beta of -.130.
The rationale behind this negative relationship could be the football competitions
between those two countries, Germany and Turkey. Scientific Competency is
another negatively related component with a standardized beta of -.147. Although
responses suggest that Germany is recognized as the origin country of high quality
cars, the budget deficit it creates to Turkey, the high taxes and the frequent coverage
of import-export imbalance in the news created negative effect.

In the second construct, the characteristics are involved as independent
variables. In this model, Sports and Land are not in a relationship with goodwill,
while Governance positively effects goodwill with a standardized beta of .139,
Economics does with a standardized beta of .492, History with .171, Peoplewith
.326 and Culture with .067. The results suggest that when grouped under the eight
characteristics and effect together, some of the sub components lost their negativity
in the model. However, Science and Technology is still negative with a standardized
beta of -.302 as both Scientific Competency and Education were negative in the first
model.

In the final construct, the independent variables are the upper level factors
which are the major characteristics of the nation, Performance Characteristics and

Inherited Characteristics. This time both of them are positively effective on the
110



6.3.

goodwill towards Germany with high degree of significance and standardized beta of
.196 and .493 respectively. The R? of this construct is .417.

The proposition of the study suggests that Nation Brand is the combined
effects of the major characteristics of a nation on the thoughts, attitudes, and
reactions of members of other nations. Therefore running the 23 components as the
independent variables in a regression model is not the suggestion of the study. The
suggestion is that Nation Brand is a combined effect. Therefore the more

comprehensive the independent variables are, the more reliable results we have.

Directions for Future Research

Sample Size Should be Expanded

The study aims to develop a theoretical ground for Nation Branding. Different
from country-specific case studies, the scope of the study has 195 countries on earth.
An empirical research that aims to support the theoretical development of Nation
Branding, there are 195 countries to question and 195 respondent countries to collect
data. The combination is limitless. In order to be able to test the model, several types
of research should be conducted for several countries from different regions of the
world. The study has one country to test the model. On the other hand, to test the
nation brand of a country, many countries should be involved as respondents to
represent different ideas towards the country.

Media and Famous Citizens Effect

Literature suggests that media and famous citizens have a moderating effect
on the relationship between the eight dimensions of the nation brand and the
goodwill towards the nation. As suggested by Altinbasak, “Together with the
prejudices formed in history, movies are stated to be very influential sources that
create and reinforce prejudices”(Altinbasak, 2008).

Videos are powerful tools to tell a story. Hollywood movies, Turkish TV
series, Japanese animes, BBC news present ideas about many dimensions of a

nation’s brand like its economy, historical places, politics, and people. If the content
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of the media is managed by the country in question, it can reinforce the goodwill
towards itself. As stated earlier in section 3.2.1.2., lwabuchi (2015) believed “The
growing popularity of Japanese TV programs in Asian countries demonstrated that
Japan’s colonial past did not prevent Japanese TV programs and pop idols from
being accepted in East and Southeast Asia” (p.420).

Media and famous citizens increase the awareness which is an important
component of the brand equity. Today, any type of information regarding a nation is
easily accessed. Most of the nation brand images in our minds are shaped by being
exposed to media, not first-hand experiences such as visiting or living or purchasing
a product of that origin.

Famous citizens have the power to shape or promote the image of a nation
too. Most of the rock stars or pop bands shaped our images about the U.S. This due
to the nature of the fame but sometimes celebrities are strategically employed by the
nation itself to promote its brand. For example, due to his large number of fans in
Russia, Turkish singer Tarkan was cast as a farmer by the Turkish Citrus Promotion
Group (Narenciye Tanitim Grubu) in their commercials for Russia televisions to
promote Turkish citrus (Radikal, 2009).

Not only celebrities but also politicians or historical figures create a
moderating effect on the relationship between the characteristics of a nation and their
goodwill on the country. Gertner and Kotler (2004) posited about Nelson Mandela
that, “His persona continues to tower over South Africa, having changed the
country’s image in the minds of people all over the world” (p.54).

Therefore new survey guestions can be designed for this variable and the
relationship between media and famous citizens and the eight dimensions of the

nation brand can be studied in an empirical research set-up.

112



6.4. Implications for Practice: Turkey’s Brand Story

Brand story of Turkey has been fluctuating, changing and discrete over time.
Due to its both performance and inherited characteristics, it is such an influential
country that Turkey is referred to in almost every article, book, and comparative
studies. Turkey has a country of origin initiatives like Turquality and “invest in”, and
established institutions like Yunus Emre to promote its culture. However, there
should be an umbrella strategy integrating marketing and policy-making together in

every area of managing its nation brand.

...nation branding had already become a must, and the key question was no
longer whether but how to do it successfully in light of the many challenges
in this field. Indeed, the number of countries (and other places) that engage in
systematic nation branding has increased exponentially(Rojas-Méndez,
Papadopoulos, & Murphy, 2013, p.48).

Olins (2012) comments on Turkey’s nation branding story in an interview:
We can talk about one thing that Turkey did not or could not do: Putting the
efforts in a frame! You witness the economic and political development of
Turkey. You witness the invasion to Syria and relationships with Israel.

There is no integrity between these moves, no nation branding policy.
Tourism is a different subject, while politics is another (Brandage, 2012).

Turkey’s parallel growth graphics with South Korea in the 50s has fallen
apart in time which can be explained by South Korea’s effective nation branding
policies. “Nation branding promotes a particular organization of power, knowledge,
and exchange in the articulation of collective identity” (Aronczyk, 2008, p.46). As
frequently referred above, Korea employs an umbrella strategy to manage its nation
brand. As reported by Choi and Kim (2014):

The PCNB (Presidential Council on Nation Branding) was designed to work

with government ministries and the private sector, so the members of the

PCNB included about 30 civilian experts and 12 ministers, including finance,

culture, foreign, education, knowledge economy, land, public administration,
and so on (p.363).

Choi and Kim maintain the effect of nation branding policies of Korea by

pointing out the results of the measurements: ... the level of Korea’s image
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compared with the OECD average increased from 89 percent in 2009 to 101 percent
in 2012” (Choi & Kim, 2014, p.362).

Turkey manages its major characteristics through separate institutions and for
some characteristics there is not a national strategy. As depicted by Olins (2012),
Turkey should manage its brand image under a coherent strategy. Additionally,
Turkey has multiple nation brand images, which should be in consideration. The
literature suggests that its brand is perceived differently in the Islamic world and in
the West recently. Regarding our discussions about Culture, History, Religion, and
Governance, it is not a surprise. Nye (2004) admits that “political image could result
in both positive and negative perceptions by people in different regions” (p.19).

On the other hand, we should keep in mind that Nation branding is soft
power. Nation branding can be employed not only in the international area but also
to promote domestic policies. “A country’s brand must be used as the anchor upon
which to build loyalty with its people”(Gilmore, 2002, p.291).

To conclude, Nation Branding brings a comprehensive approach to a nation’s
overall identity and one-sided approaches like economics or tourism oriented
definitions fail to define and measure the nation brand. It creates an absolute
competitive advantage for the nation. One element of a nation’s brand has an effect
on the perception of a very different element of it. Nations should develop a
comprehensive strategy to manage their brands to shape the fate of the nation for

today, and for the future generations.
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Age:

APPENDICES

A. ENGLISH SURVEY

Gender:

Nationality:
Education level (High school, Umiversity, Master’s degree,
PhD):
Have you ever been to this country? If yes, for how long?

NS AwNe

10.

11

13

15.

16.

17.

18.

T have information about this country.

I know this country well.

I am famuliar with this country.

I want this nation to be powerful.

I have positive thoughts about this nation.

I 'wish happiness and welfare for this nation.
I want the goodwill for the people of this
country.

I'want this nation to be more mfluential in the
international arena.

This country has nuclear power.

This country has strong military power.

. There 15 a terror threat 1n this country.
. Crime rates are low 1n this country.

. Foreigners feel secure in this country.
14.

This country’s foreign policy has always been
trustworthy.

This country has a good reputation in the
international arena.

This country can always enforce its position in
foreign policy.

Relative to others, the corruption level in this

country 15 low.

strongly agree

Democratic institutions are well established in this
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agree

neutral

disagree

strongly disagree



19.

20.

21,

23,
24,

Justice institutions of this country function promptly
and properly.

Business life 1s fair and competitive in this

country.

This country is a great tourism destination.

. The products of this country are of hugh quality
This country has strong brands.

I could spend the rest of my life m this country.

25,

26.

27.

28.

29.

30.

31

33,

34,

35.

36.

37.

38.
39.

40.

41.

43,

45,

46.

47.

48.

I would be willing to study or work in this country.
Iwould be willing to start a business in this
country.

Citizens of this nation have a good quality of life.
People in this country have joyful fime after work.
I want my children to live in this country.

In this country, life 1s good.

. This country’s economy 1s strong and competitive.

. The currency of this country is strong.

This country is one of the largest economies in the
world.

This country can manufacture cars, engines, and
robots.

This nation is one of the world leaders in
technology.

This nation 1s one of the biggest contributors to
science.

This nation has produced the world’s most
significant science fipures.

Thus country has prestigious umversities.

The education system functions in a healthy manner
1n this country.

Graduates of this country’s schools can be
successful all around the world.

This nation has produced very successful significant
sports figures.

. This nation has a special understanding of art.

This nation has generated world-famous artists.

. This nation 1s one of the most significant

contributors to art.

This nation has a rich tradition and history.

This nation has made substantial contributions to
civilization.

This country is one of those which had a leading
impact on the world history.

This country has always been fair in foreign

relations.

strongly agree

agree

neutral

disagree

strongly disagree



49. This country has always been aggressive in foreign
relations.

50. Thus country was moderate and helpful in foreign
relations in the past.

51. This nation has a unique cuisine.

52. This nation’s cuisine 15 delicious.

53. This nation’s carnivals, festivals and traditional days
are well known around the world.

54. This country has had a substantial influence on the
world culture.

55. This nation has a rich language.

56. The language of this nation is spoken in different
regions of the world.

57. The language of this nation sounds nice.

58. This country’s religious rules are strict.

59. The religion of this country 1s meditative and
supports spiritual development.

60. The understanding of religion is moderate in this
country.

61. This nation has a strong culture.

62. Ancient writers, artists, scientists and philosophers
of this nation have contributed to civilization.

63. This country protects the historical artifacts of
ancient civilizations well.

64. This country has an attractive climate and nature.

65. I can describe where this country is located.

66. This country is crowded.

67. The people of this nation are friendly.

68. The people of this nation are honest and trustworthy.

69. I like the people of this nation.

70. People of this nation have a umque physical
appearance.

71. People of this country are beautiful/handsome.

72. This country has unique dressing style like kimono,

sombrero, abaya.

strongly agree
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agree

neutral

disagree

strongly disagree



B. TURKISH SURVEY

Yasiuz:

Cinsiyetiniz:

Uyrugunuz:

Egitim seviyeniz (Lise, Universite, Yiiksek Lisans, Doktora):

Daha dnce bu iilkede bulundunuz mu? Bulunduysamz siiresi nedir?

Eesmltkle kanlvorum  kanlivorum

1. Buulke hakkinda bilgi sahibiyim. . .
2. Buiilkey: 1y1 tamyorum. — —
3. Buiilkeye asinayim.
4. Bu nulletin giiclii olmasim istiyorum. — —

5. Buiilke hakkinda olumlu diisiincelerim var. — —

6. Bumullet icin nmtluluk ve refah 1stiyorum.
7. Buiilkenin insanlarnm iyiligini istiyorum. — —

8. Buiilkenin uluslararas: arenada daha etkili olmasin
istiyorum.

9. Buiilke niikleer gii¢ sahibidir. - -
10. Buiilkenin asker: giicii yitksektir.
11. Buiilkede tersr bir tehdit unsurudur.
12. Buiilkede sug oranlan diisiiktiir.

13. Yabancilar bu tilkede kendilerini giivende hisseder. — —

14. Buiilkenin dis politikasi her zaman giivenilir — —
olmustur.

15. Bu tilkenin uluslararas: alanda sayginlig vardir. — —

16. Buiilke dis politikada daima soziinti dinleten bir _ —
filkedir.

17. Buiilkede yolsuzluklar diger iilkelere gore az
seviyededir.

i

kanlmivorum

kesinlikle kanlmvorum

18. Bu iilkede demokratik kurumlar gelismistir.
19. Bu iilkede adalet kurumlar hizli ve dogru isler.
20. Bu iilkede is hayati adil ve rekabetcidir. — —

21. Buiilke cok iyi bir turizin destinasyonudur (Turistler
icin cazip bir iilkedir).

22. Bu {ilkenin tirtinleri kalitelidir. — —

23. Bu {ilkenin gii¢lii markalar: vardir. — —
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24,

(3]
Ln

26.

(5%
-1

28.

29.

30.

38.
39.

40.

41.

.
wn

46.

e
i

48.

kesinlikle kanlvorum  kanlreorum

Omriimiin kalanim bu iilkede gecirebilirim.

. Buiilkede okumak veya ¢alismak isterim.

Bu iilkede is kurmak isterim.

7. Bu iilkenin vatandaslar: refah icinde yasamaktadur.

Bu iilkede insanlar is disinda keyifli vakit
gecirmektedir.

Cocuklarmun bu iilkede yasamasmi isterim.

Bu iilkede hayat glizeldir.

. Buiilkenin para birinu giicliidiir.

. Buiilkenin ekonomisi gii¢lii ve rekabetcidir.

. Buiilke diinyanin biiyiik ekonomilerinden biridir.

. Buiilke otomobil. makine ve robot tiretebilmektedir.
5. Buiilke teknolojide diinya liderlerinden biridir.

. Buiilke bilime en cok katk: yapan tilkelerden biridir.

7. Bu iilke diinyanin en iyi bilim insanlarim yetistirmistir.

Bu iilkenin saygin {iniversiteleri vardur.

Bu iilkede egitim sistemi saglikl islemektedir.

Bu iilkenin okullarindan mezun olanlar diinyanin her
yerinde basarili olabilir.

Bu iilke basarili sporcular yvetistirmistir.

. Bu {ilkenin 6zgiin bir sanat anlayis: vardar.
3. Buiilke diinyaca tinlii sanatcilar yetistirmistir.

. Buiilke sanata en cok katk: saglayan toplumlardan

biridir.

. Buiilkenin kéklii bir gecmisi ve tarihi vardur.

Bu ulus medeniyete dnemli katkilarda bulunmustur.

7. Buiilke diinya tarihini yonlendiren tilkelerden biridir.

Bu iilke uluslararas: iliskilerde adil bir iilke olmustur.

124

oot

Taulmyorum

kesinlikle kanlmyvorum



49.

50.

51.

54,

56

58.

59.

60.

o1,

Bu iilke uluslararas: iligkilerde saldirgan bir iilke
olmustur.

Bu iilke ge¢miste uluslararasi iligkilerde ilimli ve
yardunsever bir iilke olmustur.

Bu iilkenin mutfag: orijinaldir.

. Buiilkenin mutfag lezzetlidir.

. Bu ulusun karnavallar, festivalleri, bayramlari ve

geleneksel giinleri diinyaca bilinmektedir.

Bu iilke diinya ortak kiiltiiriine énemli etkilerde
bulunmustur.

. Bu ulusun dili cok zengindir.

. Bu ulusun dili cok farkh cografyalarda

kullanilmaktadir.

7. Bu iilkenin dili kulaga hos geliyor.

Bu iilkenin dini kurallar katidir.

Bu iilkenin dini, rahatlatic1 ve i¢ gelisimi destekleyen

niteliktedir.
Bu iilkedeki din algist ilimlidar.

Bu iilkenin giiclii bir kiiltiirii vardir.

. Buiilkenin eski yazar, sanatci, bilim adanu ve

filozoflar medeniyete katkida bulunmustur.

. Bu iilkenin dogas: ve iklim sartlar: ¢ekicidir.

65. Bu iilkenin nerede oldugunu tarif edebilirim.

66. Bu iilke kalabaliktir.

67. Bu iilkenin insanlan sicakkanlidur.

68. Bu iilkenin insanlart diiriist ve glivenilirdir.

69. Bu iilkenin insanlarma karst sempati duyuyorum.

70. Bu iilkenin insanlarmimn kendine 6zgii fiziksel

ozellikleri vardur.

71. Bu iilkenin insanlar giizeldir/yakisiklidr.

giyim tarzi vardir.
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Kesinlikle kaulvorum kaulvorum

. Bu iilke eski medeniyetlerin eserlerini iyi korumaktadir. —

. Bu iilkenin kendine dzgii (kimono. sapka, kandura gibi)

r

Saulmvorum

kesinlikle kanlmyvorum



C. TURKISH SUMMARY/ TURKCE OZET

1. Giris

Ulkelerin Markalagmasi, Pazarlama ve Marka Y 6netimi disiplinleri igerisinde
yiizyilimizin gézde ¢alisma konusudur ve gelecek yillarda da uygulama ve teorik
anlamda 6nemli pozisyonunu korumaya devam edecektir. Bir iilkeyi markalastirma,
yonetimler ve ilgili taraflarca ¢okga pratige dokiilen bir olgudur. Bu baglamda, hem
is iligkileri, hem de bir {ilkenin uluslararas1 arenadaki politik konumu, giiclii bir
sekilde o tilkenin {lilke markalasmasi ¢abalarindan (o iilkenin baskalar1 tarafindan
algilanma bic¢imi) etkilenmektedir. Esasen her birey, iilkesinin itibarinin 15181 ve
yahut da golgesi altinda degerlendirilmektedir.

Anholt’un (2002, 2007) 6ncii caligmalari disinda Pazarlama literatiiriinde
Ulkelerin Markalasmas1 konusunda ¢ok az ¢alisma bulunmaktadir. Ulke markas1
tabirini tanimlamaya yonelik girisimlerin gogu ekonomi yahut turizm odakli olup, bir
iilke markasini olusturan bir takim kritik bilesenleri yakalayamamaktadir. Literatiir
cogunlukla mengei iilke etkisi, yani miisterilerin iirlinleri iretim iilkelerine gore
yargilamalar1 lizerine ¢aligma sunmaktadir. Dolayist ile lilke markalagmasini, tilkenin
tiim ana unsurlarini igeren, daha kapsamli bir zemine oturtmak elzemdir. Nitekim iyi
kurulmus bir teori, uygulamaya da olumlu katkilar sunacaktir. Kumar’a (2017) gore
“...pazarlama ¢aligmalarindaki kanit temelli bilgiler kurumlara, yonettikleri iglere
dair degerli bir anlayis kazandirmaktadir” (s.1.).

Elinizdeki tez (1) Ulkelerin Markalasmas1 ve boyutlari iizerine kavramsal
bir model sunmakta, (2) tiim iilkeler i¢in kullanilabilir bir 6l¢iim metodu
gelistirmekte ve (3) iilkeyi olusturan unsurlarin o iilkeye kars1 iyi niyeti nasil
etkiledigine dair aciklamalar sunmaktadir.

Calisma nicel nitelikli olup, gelistirilen 6l¢ek derin miilakatlarin ve odak grup
caligmalarinin sonunda ortaya ¢ikan 72 soruluk anketten olusmakta, her bir soru,

iilkenin 8 karakteriginden birini 6l¢gmektedir. Literatiirde iilke vaka ¢aligmalar1 ve
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akademi disinda uygulama caligmalar1 bulunmaktadir. Singapur vaka analizinde
bahsettigi lizere Yee’e (2009) gore her vaka biriciktir, veri o iilkeye aittir ve bir
vaka ¢alismasi bu yiizden genellenemez. Bu yiizden evrensel bir teori ve 6lgiim
metodu gelistirilmelidir. Sorularin giivenilirligini 6lgmek i¢in 19-67 yas arasinda 198
kisiye, secili bir iilke icin sorular sorulmustur. Ol¢iim temizlenip dogrulandiktan
sonar, regresyon analizi yapilmis ve iilke markasini olusturan karakterlerin, o iilkeye
olan iyi niyeti nasil etkiledigi gézlemlenmistir.

Sonuglar gostermektedir ki (6nerge odur ki) Ulke Markas: bir iilkenin ana
ozelliklerinin, diger iilkeden insanlarin diisiince, tutum ve tepkileri tizerindeki etkileri
biitiintidiir. Bir iilke markasi o tlilkeye kars1 iyi niyeti belirleyen evrensel
bilesenlerden olusmaktadir. Bu evrensel bilesenler iki basliktadir: Performans
Ozellikleri ve Kalitsal Ozellikler. Her iki bilesende de dort 6zellik vardir:
Performans Ozellikleri Y&6netim, Ekonomi, Bilim ve Teknoloji ile Spor ve Sanat’1
icerirken; Kalitsal Ozellikler Tarih, Kiiltiir, Yurt ve Insan’1 icerir. Ek olarak sonuglar
gostermektedir ki tilke markas1 algilar1 demografik gruplara goére degismekte ve bir
ilkenin her bir sekiz 6zelligi o iilkeye kars1 iyi niyeti farkli seviyelerde

etkilemektedir.

Kaldirac Etkisi Iicin Ulke Markalasmasi

Insanlarm, hizmetlerin, politikalarin, iiriinlerin kendi iilke sinirlar1 disinda hareket
halinde oldugu kiiresel diizende, her {ilke diger tiim tiilkelerle, varligin1 siirdiirme,
sesini duyurma, diinya hasilasindan aldig1 pay1 artirma ve yetenek ¢ekme icin
rekabet etmek zorundadir. McClory’nin (2016) de vurguladig: gibi, “Bir iilkenin
diinya niifusuyla etkilesimde olmas1 ve onlarin dikkatini cekmesi, refah, giivenlik ve
uluslararasi etki yaratmak i¢in hi¢ bu kadar kritik olmamist1” (s.4).

Ulkeyi uluslararasi resimde iyi konumlandirmak amaciyla pazarlama
araglarinin kullanilmasi, ililkenin rekabet¢i dinamiklerinin yonetilebilmesi i¢in genis
bir bakis agisi1, kapsayici bir yaklasim sunar. Amerika Birlesik Devletleri gibi bazi

ilkeler yalnizca pazarlama araglarini kullanmakla kalmamakta, kamu diplomasi
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yOnetimi i¢in pazarlamacilarla calismaktadir. “Naomi Klein dahi, eski bir Madison
Avenue yoneticisi olan Charlotte Beers’i Kamu Diplomasisinden Sorumlu Devlet
Bakani olarak atayarak iilke markalasmasina yoneldi” (Anholt, 2002, s.59).
Amerikanin kendi imajin1 diinya nezdinde bir pazarlama yoneticisine teslim
etmesinin ardinda karmasik ve ¢ok yonlii nedenler bulunmaktadir. Bu nedenlere
iligkin Fan g0yle belirtmektedir, “...bir diger 6rnek de Irak savasindan sonra
ABD’nin Arap diinyasindaki imajidir. ABD 2003 yilinda eski bir reklam yoneticisini
Kamu Diplomasisinden Sorumlu Devlet Bakani olarak atayarak Amerika’nin iyi bir
tilke oldugu yo6niinde yeniden markalagsma kampanyalar1 yiirtitti” (Fan, 2006, p.12).
Pazarlamacilar1 politik siireglere direkt dahil etme konusuna Anholt (2003) sdyle
bir izah getirmektedir: “Siyasi partiler, hitkumetler, devlet kurumlar1 ve dahi sivil
toplum oOrgiitleri Pazarlama’ya yoneliyor clinkii pazarlamacilarin hep bilegeldigi bir
insan ¢abasini artik anlamaya bagsladilar: gercege sahip olmak yeterli degildir, bu
gercegin satilmasi gerekir” (s.214). Bu baglamda diyebiliriz ki, “Akilli devletler
itibar ve marka degerlerini akill sirketlerin yonettigi bicimde yonetmektedirler” (van

Ham, 2001, s. 3-4).

2. Marka ve Ulkelerin Markalasmasi Diisiincesi

Calismanin sonuglar1 ve tartismalara gegmeden 6nce marka kavramina iliskin
genis bir baki¢ agis1 kazanmak faydali olacaktir. Marka ile ne kastedilmektedir ve
markalagma aktivitelerinin ardinda yatan felsefe nedir? Marka, “bir hizmet veya
iriiniin rakiplerden ayrigmasina yarayan isim, tabir, isaret, sembol, tasarim ya da

bunlarin biitiiniidiir” (Kotler 1991, s. 442).

Marka Degeri
Marka degeri, miisterinin ona sundugunuz teklife atfettigi degerdir. Misteri
odaklir marka degeri, miisterinin pazarlama karmasina (fiyat, lirin, dagitim,

tutundurma) olan tepkilerinin belirleyicisidir.
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Ulke markalasmasi ¢calismamiz ve konuya bakis agimiz marka yonetimi
literatiiriindeki klasik yaklagimlardan beslenmekle birlikte hem klasik iiriin
markalasmasindan hem de literatiirde bulunan “yer markalasmasi1” ve “destinasyon
markalasmasi” c¢alismalarindan ¢ok daha genis kapsamlidir.

Keller’in (1993) marka degeri tanimina paralel olarak, Ulke Markast, bir kisinin
o iilkenin 6zelliklerine olumlu yahut olumsuz tepkileri hakkindadir. Dolayisi ile Ulke
Markas, bir iilkenin ana ozelliklerinin, diger iilkeden insanlarin diisiince, tutum ve
tepkileri tizerindeki etkiler biitiintidiir.

Teorik anlamda iilkelerin markalagmasi fikri 20.yy sonu ve 21.yy basinda,
iilkeleri marka ya da bir iiriin/hizmet olarak degerlendirmeyle basladi. ilk ¢alismalar
iilke isminin ihracattaki dnemine vurgu yapan “mensei lilke” kavrami lizerinedir.
Gernet ve Koteler’e (2002) gore “made in” etiketi kalite ve miisteri algilarinin
gostergesidir. Caligmalarinda sunulan 6rnekler tilke isminin tilkenin iktisadi
gelisimine, turizm ve yatirimcilari ¢gekme kapasitesine etkisi oldugunu
gostermektedir.

Olins (2002) bir tilkeyi markalastirmanin glinlimiize 6zgii olmadigin, bunun
tarihte de var oldugunu iddia eder: “Rejim degisikligi yahut hal degisikliginden
sonra neredeyse tiim uluslarin kendilerini bastan kurmalar1 ger¢egine ne
diyeceksiniz?... Tabiri sevmeyebilirsiniz, ilkenin yeniden kesfi gibi bir sey
kullanmak istersiniz, ama eger devrim sonrasi Fransa yeni bir marka degilse bagka

nedir bilmiyorum” (Olins, 2002, p.1).

3. Ulke Markas1 Modeli

Oyleyse iilke markalasmasimin dinamikleri nelerdir? Bir iilke markasinin
bilesenleri nelerdir? Neler {izerine insa edilmistir? Bu sorulara cevap olarak,
literatiiriin Anholt Yer Markalagmas1 Altigeni’nden (Anholt, 2003) faydalandigini
gormekteyiz.

Altigen, yer markalagsmasini alt1 boyut iizerine kurgulamaktadir. Bunlar:
Thra¢ Markalar1, D1s ve I¢ Siyaset, Yatirim ve Gég, Kiiltiir ve Miras, Insan ve

Turizm’dir. Altigen’deki boyutlarin 4 tanesi Ekonomi tabanlidir. 6 boyuttan biri olan
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Insan, karakteristik dzellikler, tutum ve davranislar olarak degil is giicii olarak
tanimlanip ¢alisilmistir (Anholt, 2003, s.215). Bu durumda bu boyutlarin timii, bir
milletin tiim unsurlarini agiklamakta yetersiz kalmaktadir.

Daha 6nce tanimlandigi gibi Ulke Markast, bir tilkenin ana ozelliklerinin,
diger iilkeden insanlarin diistince, tutum ve tepkileri tizerindeki etkileri biitiiniidiir.
Aaker’in (1992) marka ¢agrisimlart calismasina referansla, 6nerdigimiz yeni model
bir insanin bir iilkeye karsi iyi niyetini belirleyen evrensel bilesenlerden
olusmaktadir. Bu evrensel bilesenler iki baslikta incelenebilir: Performans
Ozellikleri ve Kalitsal Ozellikler. Her iki bilesende de dort 6zellik vardir:
Performans Ozellikleri Yénetim, Ekonomi, Bilim ve Teknoloji ile Spor ve Sanat’1

icerirken; Kalitsal Ozellikler Tarih, Kiiltiir, Yurt ve Insan’1 icerir.
Calismanin temel onergesi su sekildedir:

P1: Ulke Markasu, bir iilkenin ana ozelliklerinin, diger iilkeden insanlarn diisiince,
tutum ve tepkileri iizerindeki etkiler biitiinitidiir.
a. Performans Ozellikleri, Y&netim, Ekonomi, Bilim ve Teknoloji ile Spor ve
Sanat’tan olusur.
i. Yonetim; Ordu Giicii, Giivenlik, Uluslararasi Iliskiler ve Yetkinlik
ve Adalet’ten olusur.
ii. Ekonomi; Uriin ve Hizmet Kalitesi, Yatirim ve Go¢, Hayat Kalitesi
ve Ekonomik Gii¢’ten olusur.
iii. Bilim ve Teknoloji Bilimsel Yetkinlik ve Egitim’den olusur.
iv. Spor ve Sanat Sporda Oncii Rol ile Sanatta Oncii Rol’den olusur.
b. Kalitsal Ozellikler Tarih, Kiiltiir, Yurt ve Insan’dan olusur.
i. Tarih; Tarihi Ge¢mis ile Savas ve Ittifaklar’dan olusur.
i1. Kiiltiir; Yasayan Kiiltiir, Dil, Din, Olusturulan Miras ve Devralinan
Miras’tan olusur.
iii. Yurt; Iklim ve Doga ile Uzaklik ve Biiyiikliik’ten olusur.

iv. Insan; Karakter ve Dis Goriiniis’ten olusur.
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Tablo 1
Ulkelerin Markalasmas: Modeli 2018

— Yonetim

— Ekonomi

Performans
Ozellikleri

I Bilim ve Teknoloji

G
(14}
£
o “—  Spor ve Sanat
©
{ -
[1v]
= — Tarih
g
D
— Kaltar
L1 Kalitsal Ozellikler |
b Yurt
L insan

Modelde gosterildigi gibi lilke markasi, bir iilkenin iki temel 6zelligi tizerine
insa edilmistir. Bunlardan ilki Performans Ozellikleri olup gelistirmeye ve strateji
inga etmeye agik ozelliklerdir. Bir tilkenin performans 6zellikleri siyasi rejime,
makro ¢evreye ve ekonomi, yonetim gibi alanlarda igeride gelistirilen politikalara
gore degisiklik arz etmektedir. Ote yandan Kalitsal Ozellikler, o ulusu kuran, ona
ilham olan atalardan miras alinmistir ve cografi 6zellikler, fiziksel goriiniim ve dil

gibi degistirme alan1 dar olan bilesenlerden olusur.

3.1.Performans Ozellikleri Dort Bilesenlidir: Yonetim, Ekonomi, Bilim ve
Teknoloji, Spor ve Sanat

Bir iilkeyi/ ulusu olusturan zelliklerden ilki olan Performans Ozellikleri

temelde bir iilkenin ulusal anlamda nasil performe ettigi ve uluslararasi
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platformlarda nasil rekabet ettigi lizerine kuruludur. Bu baglamda yalnizca ihracat
hacmi degil, hayat kalitesi, egitim ve spor gibi alanlar da 6nemli olmaktadir.

Kotler and Gertner (2002) ¢alismalarinda benzer bir anlayis gelistirmislerdi:
“Yalnizca parfiim, elektronik, sarap ve araba gibi {iriin kategorileri bir yerle gii¢lii bir
bicimde bagdastirilmaz; Aids gibi toplum hastaliklari, politik isyanlar, insan haklar1
ihlalleri, cevreye zarar, ekonomik calkanti, fakirlik ve su¢lar da bu bagdastirmalara

dahildir” (Kotler & Gertner, 2002, s.253).

Tablo 2
Ulke Markasint Olusturan Performans Ozellikleri

Performans Ozellikleri

Yonetim Ekonomi Bilim ve Teknoloji Spor ve Sanat

—  Ordu Giici || Urtin ve H".{mEt I Bilimsel Yetkinlik | |—| Sporda Oncii Rol
Kalitesi
— Giivenlik F—  Yatinm ve Gog | L— Egitim L Sanatta Oncii Rol

Uluslararas: o
iliskiler — HayatKalitesi
L{Yetkinlik ve Adalet|— Ekonomik Giig

Performans Ozelliklerinin ilki olan Yonetim; Ordu Giicii, Giivenlik,
Uluslararas1 Iliskiler ve Yetkinlik ve Adalet ile agiklanmaktadir.

Ikinci performans 6zelligi olan Ekonomi; Uriin ve Hizmet Kalitesi, Yatirim
ve Go¢, Hayat Kalitesi ve Ekonomik Giigile agiklanmaktadir.

Ucgiincii performans 6zelligi olan Bilim ve Teknoloji’yi Bilimsel Yetkinlik ve

Egitim olusturmaktadir.
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Son olarak Spor ve Sanat son Performans Ozelligidir ve Sporda Oncii Rol ile

Sanatta Oncii Rol basliklarinda agiklanir.

3.1.1.YOnetim

Yonetim’in ilk bileseni olan Ordu Giicii’niin iilke imajina etkisini Dinnie
ve Lio (2010) soyle 6rneklendirmistir: “Cin’in militaristik soylemleri ve Tibet teki
siddet egilimi tilke i¢in iyi degil; Cevre kirliligi de bir sorun ”(s.204).

Yonetim’in ikinci bileseni olan Giivenlik ve kisilerin tutum ve
davraniglarina etkisi Tirkiye tizerinden agiklanabilir: “Yabanci medya tarafindan
kapsamli olarak ele alinan terér saldirilari, Tiirkiye'deki glivenlik sorunlar1 hakkinda
endiseler yaratti. Bir ¢cok insanin bu endiselerden dolay1 seyahat etmemeyi tercih
ettikleri belirtilmistir ”(Altinbasak, 2008, s.46).

Yénetim’in {igiincii bileseni olan Uluslararasi iliskiler i¢in Giiney Kore
insiyatifleri 6rnek gosterilebilir: “Lee'nin yonetimi, 2010 yilinda G20 Zirvesi
Toplantisi'na ve 2012'de Niikleer Giivenlik Zirvesi Toplantisina ev sahipligi yaparak,
Giliney Kore'nin kiiresel erisim roliiniin gliglendirilmesini aktif olarak siirdiirdii (Kim,
2014, 5.347).

Yonetim’in son bileseni olan Yetkinlik ve Adalet icin McClory (2016)
sOyle demistir, “Bir ulusu yoneten politik degerler, yasalar ve kurumlar, o iilkenin

kiiresel algilarin1 giiclii bir sekilde etkiler”(s.20).

3.1.2.Ekonomi

Ekonomi’nin ilk bileseni Uriin ve Hizmet Kalitesi icin Aaker’in (1996)
“Algilanan kalite, marka esitliginin temel boyutlarindan biridir” (s.109) ifadesi
aciklayicidir.

Ote yandan Ekonomi nin ikinci bileseni Yatirim ve Gog i¢in “Insanlarm
bilmedikleri bir yere yatirim yapma olasilig1 yoktur” (Lodge, 2002, s. 381) sdylemi

Onem arz etmektedir.
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Ekonominin {igiincii bileseni Hayat Kalitesi tilke markasi iizerinde etkisi olan
diger bir giindemdir. “Bunun tam olarak farkinda olmasak ve her zaman kendimize
itiraf etmese bile: Paris stil ile; Toskana iyi yasam ile ; ve ¢ogu Afrika tilkesi
yoksulluk, yolsuzluk, savas, kitlik ve hastalikile ilgili ¢agrisimlar yapar ”(Anholt,
2013, s.3).

Son olarak Ekonomik Gii¢, Ekonomi’nin dordiincii ve en kolay dl¢limlenebilir
bilesenidir. OECD siralamalari, doviz kuru, kisi basma diisen GSYIH bu anlamda

bilinen gostergelerdir.

3.1.3.Bilim ve Teknoloji

Performans Ozellikleri’nin iigiinciisii olan Bilim ve Teknoloji, Bilimsel
Yetkinlik ve Egitim bilesenleri lizerine insa edilmistir. Bu anlamda Bilimsel
Yetkinlik uluslararas1 manada Nobel Odiilii, ila¢ sanayi, nanoteknoloji, kozmoloji ve
uzay faaliyetleri gibi gostergelere sahipken Egitim’i Gilmore’in (2002) su 6rnegi ile
aciklayabiliriz: “20 yil dnce, is idaresiyle ilgilenen bir Isvegli, Stockholm Ekonomi
Okulu'nu tek gergek tercihi olarak gormekteydi. Simdi diinyadaki 1.000'den fazla
isletme okulundan sadece bir tanesi ve boyle bir 6grenci Boston'daki Harvard
Business School, Londra Isletme Okulu, Barselona'daki IESE ve hatta INSEAD'in

Singapur kampiisii arasinda se¢im yapmakta ”('s.290).

3.1.4.Spor ve Sanat

Performans Ozelliklerinin sonuncusu olan Spor ve Sanat, Sporda Oncii
Rol ve Sanatta Oncii Rol ile agiklanmaktadir. Olimpiyatlar’mn yani sira ingiltere nin
Wimbledon Sampiyonasi, ispanya’nin Barcelona ve Real Madrid gibi futbol
takimlari, ABD’nin NBA ve Super Bowl gibi spor ligleri Sporda Oncii Rol’e érnek
teskil edilebilirken; Eurovision sarki yarismasi, Fransiz miizeleri, Alman film
festivalleri, Hollywood filmleri, Tiirk dizileri, Japon anime ¢izgi filmleri, ingiliz
miizik gruplari da iilkenin ulusal marka imajiyla son derece etkilesimde oldugundan

Sanatta Oncii Rol’e drnek gosterilmektedir.
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3.2.Kalitsal Ozellikler Dort Bilesenlidir: Tarih, Kiiltiir, Yurt ve insan

Bir iilkeyi/ ulusu olusturan zelliklerden ikincisi Kalitsal Ozelliklerdir.
Kalitsal Ozellikler temelde bir ulusun varolusundan bu yana yapageldikleri ve bu
mirastan bugiin gdsterimde olandir. Performans Ozellikleri bir iilkenin kiiresel
diinyayla nasil etkilesimde oldugu ile ilgiliyken, Kalitsal Ozellikler ulusun tasidigi,
cografya, dil, fiziksel goriiniim gibi degisime ¢ok acik olmayan 6zelliklerdir. Kotler
ve Gertner’in (2002) de acikladig: gibi, “ Bir iilkenin imaj1 onun cografyasi, tarihi,

sanat ve miizigi, Unliileri, tiriinleri ve diger faktorlerin tirlintidiir” (s.257).

Table 3
Ulke Markasini Olusturan Kalitsal Ozellikler

Kalitsal Ozellikler

Tarih Kaltir Yurt insan
— Tarihi Gegmig —  YasayanKiltir | iklim ve Doga — Karakter
vl 1S I N (oo (M
= Din

— Olusturulan Miras

L Devralinan Miras
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Kalitsal Ozellikler Tarih, Kiiltiir, Yurt ve Insan’dan olusmaktadir.

Kalitsal Ozellikler’in ilki olan Tarih; Tarihi Ge¢mis ile Savas ve
fttifaklar’dan olusmaktadir.

Ikinci Kalitsal Ozellik olan Kiiltiir; Yasayan Kiiltiir, Dil, Din, Olusturulan
Miras ve Devralinan Miras ile a¢iklanmaktadir.

Ugiincii Kalitsal Ozellik olan Yurt; iklim ve Doga ile Uzaklik ve
Biiytikliik’ten olusur.

Son Kalitsal Ozellik olarak Insan; Karakter ve Dis Gériiniis ile

acgiklanmaktadir.

3.2.1. Tarih

Hindistan ve Cin gibi bazi iilkeler, zengin gelenekleri ve koklii tarihleri ile
bilinegelmislerdir ve medeniyete dnemli katkilarda bulunmuslardir. Tarih’in ilk
bileseni olan Tarihi Ge¢mis’te bu unsurlar incelenmektedir.

Tarih’in ikinci bileseni olan Savas ve Ittifaklar, tek basina o iilkeye kars
1yi niyet veya kotii niyet iizerinde etkili olabilmektedir. Bu durum Giiney Kore ve
Japonya 6zeline soyle dile getirilmistir: “Giiney Kore nin Ikinci Diinya Savasi
sonras1 50 yillik Japon {irlinleri yasagi 2002°de kaldirild1” (Leong et al., 2008,
5.996).

3.2.2. Kiiltir

Kiiltiir’iin 1lk bileseni olan Yasayan Kiiltiir, o tilkedeki yasam kiiltiirii,
festivaller, yeme i¢me aligkanliklar1 ve popiiler kiiltiir unsurlarini icermektedir. Bu
anlamda Honda’ nin (1994) ¢alismasi popiiler kiiltiiriin {ilke markasina etkilerine iyi
bir 6rnek teskil etmektedir: “... Japon medya kiiltiirii artik Tokyo'dan Singapur'a
genglere ulasarak, daha once hi¢ ulasilmayan bir yakinlik ve diyalog
olusturmaktadir’ (s.77).

Kiiltiir’iin ikinci bileseni olan Dil, Ulkelerin Markalasmasi literatiiriinde

kendine ¢ok az yer bulmakta olup, lilke markasina etkileri ¢ok yiiksektir, zira, “Dil,
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kiiltiirtin aynasidir” (Czinkota ve Ronkainen, 1995, s.3). Bu anlamda British Council,
Goethe Institute, Alliance Francaise ya da Konfiigyiis Enstitiisii dil iizerinden kiiltiir
yayma faaliyetlerine yonelik bilinen 6rneklerdir.

Kiiltiir'iin iiglincii bileseni olan Din, modelin literatiire en 6nemli
katkilarindandir. Tiirkiye’nin Avrupa Birligi’ne iiyelik siireci din eksenli
tartistlmistir. “Biiylik bir Miisliiman go¢ tarihi, Tiirkiye'nin tiyelik talebinin Fransa'da
neden reddedilecegini aciklayabilir” (Kemming ve Sandikci, 2007, s.33). Ote yandan
bunun tersi de tecriibe edilmektedir: “Misir'in Danimarka'ya yonelik notlari,
Peygamber’e hakaret eden Danimarkali karikatiiristten sonra dramatik bir sekilde
diisti” (Anholt, 2013, s.6).

Kiiltiiriin son iki bileseni Olusturulan ve Devralinan Miras’tir. Bu ikisi
arasindaki ayrim, Tiirkiye {izerinden agiklanabilir. Bu baglamda, Istanbul'daki
Sultanahmet Camii, Tiirk mimarlari, sanat¢ilar1 ve miithendisleri tarafindan tasarlanip
insa edilmis olup Tiirk milletinin Olusturulan Miras’in1 olustururken, Sultanahmet
Camii'nin yaninda duran Ayasofya, Rum Ortodoks kiiltiirii i¢inde insa edilmis ve

Tiirkiye sinirlar1 igindeki Devralinan Miras’tan olmustur.

3.2.3. Yurt

Kalitsal Ozellikler’in iigiinciisii olan Yurt, Iklim ve Doga ile Uzaklik ve
Biiyiikliik’ten olusur.

Yurt’un ilk bileseni olan iklim ve Doga’ya o iilkeyle 6zdeslesen canli tiirleri
de dahildir. Bu anlamda, “Avustralya i¢in, kanguru, giiglii bir turizm destinasyonu
goriintiisti olusturmak i¢in hos, ideal, arkadas canlis1 ve ¢ekici manzara 6zellikleri ile
yiiksek tiiketici degerlendirmeleri olusturmaktadir” (Elliot, Papadopoulos, &
Szamosi, 2013, s.13). Diger taraftan, katilimcilarin cografi konumu farkindalik
diizeyinde bir rol oynar: bazi iilkeler birbirleri ile sinirlarini paylasirken, bazi tilkeler

cok uzaktir ve giindemde degildir.
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3.2.4. Insan

Kalitsal Ozellikler’in sonuncusu olan Insan, Karakter ve Dis Goriiniis
bilesenleri iizerine kuruludur. Dinnie’nin (2011) sdyledigi gibi, “Ulke imajin
olusturan faktorlerin en somutlarindan biri, o tilke vatandaslarinin davranislarini
icermektedir” (s.80).

Ote yandan bazi iilkeler, Japonya'nin kimonolari, Meksikalilarmn fotr
sapkalar1 ve Arap kadinlarinin abayasi gibi bir ulusun inanglarini, cografi kosullarini
ve geleneklerini temsil eden essiz bir giyinme stiline sahiptir. Bu 6geler bir millet

hakkinda ¢ok sey ifade etmektedir.

4. Olgiim ve Metodoloji

Gglii lilke markalariin olusturulmasi ve yonetilmesi i¢in, bu markalarin
oOlgtilebilir olmalari elzemdir. Bu dogrultuda, ¢alismanin 6l¢tiim kismu ile ilgili
yaklagimini Aaker’in (1996) su sozleri 6zetlemektedir:

Hedef belirleme ve sonuclar1 6lgcme yetenegi basarili yoneticilerin ayirt edici

ozellikleridir. Bu tiir 6l¢iimler, markalar, bilgi teknolojileri ve insanlar gibi

soyut kavramlar i¢in son derece zordur. Marka degerinin 6lgiim seviyesinde
kavramsallastirilmasi, markalar1 insa edecek ve yonetecek olanlar i¢in eksik

olan bir bileseni saglamalidir. ( s.120)

Literatiirde tlilke markas1 6l¢iimii eksik bir bilesendir ve ¢calismada bu bilesen
olusturulmaya ¢alisilmistir. Buna nisbetle bir ulus markasi nasil 6lgiilebilir? Daha
once agiklandig1 gibi, Ulke Markas: bir iilkenin ana ézelliklerinin, diger iilkeden
insanlarin diisiince, tutum ve tepkileri iizerindeki etkileri biitiiniidiir. Oyleyse
metodolojimizin sorusu, “Bir lilkeyi insa eden 6zelliklerden hangileri, o iilkeye kars1

iyi niyeti, ne seviyede etkilemektedir?

Bu temel soruyu cevaplamak igin, her biri, yukarida anlatilan tilke markasi
ozelliklerini 6l¢iimleyen, 72 soruluk bir anket olusturulmustur. Ingilizce ve Tiirkce
olarak iki dilde hazirlanan bu ankete, iyi niyet 6l¢iimleyen sorular da eklenmistir.

Sorular, farkli is ve egitim gegmisinden olusan 18 kisilik bir odak grubuna yiiksek
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sesle okunmus ve sorularim anlasilirhig: test edilmistir. Anket, ODTU biinyesindeki
Insan Haklar1 Etik Kurulu (HSEC) tarafindan onaylanmustir.

Anket, 182 Tiirk vatandasi katilimci ile cevaplanmistir. Ankete konu olan
iilke Almanya’dir ve bunun gerekgesi sadece Osmanli Imparatorlugu ile Almanya
arasindaki tarihi ittifaklarda degil, ayn1 zamanda yakin tarihli Tiirk isgiicti
gocmenlerinin bir aginalik yaratmasindadir. Bu nedenle katilimcilarin Almanya'ya
kars1 farkli farkindalik diizeyleri ve ayni sekilde farkli diizeyde iyi niyetlerinin

olmasi beklenmektedir.

5. Veri Analizi ve Bulgular

Veri temizlemesi ve kesifsel faktor analizlerinden sonra anket verileri
dogrusal regresyona hazir hale getirildi. Buna gore dogrusal regresyon {i¢ farkli
senaryo icerisinde gerceklestirildi.

[k senaryoda iilke markasini olusturan en alt seviye bilesenlerin tamami
bagimsiz degisken olarak tanimlanirken, iyi niyet bagimli degisken olarak
tanimlandi. Sonuglara gore bu 23 bilesen yani bagimsiz degiskenden 10 tanesinin,
ilkeye kars1 iyi niyetle herhangi bir iliskiye girmedigi gézlemlenirken, 13 tanesi
farkli seviyelerde iyi niyet iizerinde etkilidir. Bu senaryoda R?.667 olup, modelin
yaklasik %70’lik kism1 agiklanmastir.

Ikinci regresyon senaryosunda iilke markasini olusturan 4 Performans, 4
Kalitsal Ozellik i¢in degerler hesaplanmis ve 8 adet bagimsiz degiskenle birlikte
bagimli degisken olarak iyi niyet isleme sokulmustur. Almanya ile ilgili verilerin
Tiirk vatandaslarindan toplandigi bir arastirmada, 8 6zellikten ikisi, iilkeye yonelik
iyi niyet lizerinde etkili degilken, Yo6netim, Ekonomi, Bilim ve Teknoloji, Tarih,
Insan ve Kiiltiir etkili dzellikler olarak ¢ikmustir. Bu senaryoda R2 .588 olup, modelin
yaklasik %60°1 agiklanmustir.

Ucgiincii ve son senaryoda Performans Ozellikleri ve Kalitsal Ozellikler
icin biitlinlesik degerler hesaplanmis ve bu ikisi bagimsiz degisken, 1yi niyet bagiml
degisken olarak regresyona sokulmustur. Bu durumda her iki bagimsiz degisken de

iyi niyet lizerinde pozitif etkili gériinmektedir. Bu senaryoda R? .417 olup,
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calismanin dnergesine paralel sonuglar elde edilmistir ¢iinkii tanima gore Ulke

Markasi, onu olusturan unsurlarin etkileri biitlintidiir.

6. Sonu¢ ve Oneriler

Literatiir, medyanin ve iinlii vatandaslarin, iilke markasi algilarinda
belirleyici bir role sahip oldugunu 6ne siirmektedir. “Tarihte olusan 6nyargilar ile
birlikte, filmlerin 6nyargilar yaratan ve giiclendiren ¢ok etkili kaynaklar oldugu
belirtilmektedir” (Altinbasak, 2008). Ulkelere kars1 marka algilarimizi ¢ogunlukla
oray1 ziyaret ederek veya o lilke menseili bir iiriin alarak degil, medya tizerinden
sekillendirmekteyiz. Bu durum, farkli boyutlari ile iilkelerin markalagsmasi
caligmalarinda ele alinmasi gereken bir konudur.

Ote yandan Tiirkiye'nin marka hikayesi hem pratik hem teorik anlamda
masaya yatiriimasi gereken bir konudur. Performans Ozellikleri ve 6zellikle de
Kalitsal Ozellikleri ile Tiirkiye, literatiirde siklikla kendine yer bulmaktaysa da
Tiirkiye’nin bir iilke markalagmasi stratejisi bulunmamakta, bu faaliyetler farkli
kurumlarda birbirinden bagimsiz planlar icerisinde yiiriitiilmektedir. Bu anlamda,
Turquality inisiyatifi, Yunus Emre Enstitiisii, Kiiltiir ve Turizm Bakanlig1
faaliyetleri, Ekonomi ve dis siyaset bir biitiin i¢inde hareket etmesi gerekmektedir.

Sonug olarak, Ulkelerin Markalagmasi, ulusun genel kimligine kapsamli
bir yaklasim getirmekte ve ekonomi ya da turizm odakli tek tarafli yaklagimlar tilke
markasini tanimlamakta yetersiz kalmaktadir. Ulke markasini ydneten milletler igin
mutlak bir rekabet avantaji vardir. Ulkeler, bugiinlerini ve gelecek nesillerin

kaderlerini sekillendiren markalarini yonetmek i¢in strateji gelistirmelidir.
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