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Abstract
Nation branding is a growing trend for nations to differentiate and improve economic performance,

especially in tourism, investments, and exports. Ethiopia, with its rich cultural heritage and rapidly
growing economy, can leverage its unique cultural heritage to develop an integrated marketing
communication framework for nation branding. This study uses qualitative research methodology
to explore subjective experiences, meanings, and social phenomena. Primary sources include
Ministry of Tourism leaders, public relations executives, and documents like the Tourism
Marketing Strategy for Ethiopia, Ethiopian Tourism Brand Manual, and MoT's 10-year strategic
plan. The conceptual framework suggests that the revitalization process begins with a clear
strategic vision and mission from the top leadership, followed by re-evaluating the vision, core

values, and message through input from key stakeholders.

Ethiopia's national brand revitalization process begins with senior leadership establishing a
strategic vision and mission, which is then re-evaluated with stakeholder involvement. The
Ministry of Tourism (MoT) must evaluate experiences and determine effective ways for
communicating key values. Active stakeholder involvement is critical, and ongoing input is
required to track progress. The comprehensive framework that is designed in this study adds to
current literature by proposing an integrated method to revitalizing Ethiopia's national brand.
Ministry of tourism should communicate its core message through multiple channels and

continuously provide feedback for effective monitoring and assessment of progress.

Key Words: Branding, Country Branding, Ethiopia land of origins, stakeholders
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CHAPTER ONE: INTRODUCTION TO THE STUDY

1.1 Introduction
In the face of unprecedented challenges such as recession, political instability, internal conflict,

corruption, war, refugee crises and religious war (Vecchi, et al., 2021; Shahrabani et al., 2020;
Saifer, 2020; Wu et al., 2021; Garbarova and Vartiak, 2022), nations around the world were forced
to adopt different strategies in an attempt to deal with these and several other challenges (Vrontis
et al., 2020). A growing and inevitable trend for nations has been to adopt nation branding
strategies to achieve differentiation (Saifer, 2020) and enhance their economic performance

especially in terms of tourism, investments and exports (Avraham, 2020).

The concepts of planned brand identity, awareness, image, reputation and identification are well
established in the IMC literature. Nevertheless, comparable approaches are often applied to

corporations rather than Nations which remains to be an under-researched topic.

Ethiopia, a country with a rich cultural past, diversified landscapes, and a quickly rising economy,
is well-positioned to use nation branding to accelerate its development goals. As Ethiopia strives
to promote itself as a top destination for tourism, commerce, and investment, implementing an
integrated marketing communication (IMC) strategy to its national branding initiatives offers

various benefits.

The goal of this study is to contribute to the existing literature while also providing practical insight

into Ethiopia’s nation branding system and its aspects of IMC.

1.2 Background of the study
Primarily ingrained in the pioneering writings of two British proponents, Simon Anholt and Wally

Olins, and the theoretical narratives of marketing Nation Branding might be regarded as “the
application of corporate marketing concepts and techniques to countries, in the interests of
enhancing their reputation in international relations” (Kerr & Wiseman, 2013). As Simon Anholt

puts it,

“Nations may have brands — in the sense that they have reputations, and those reputations are

every bit as important to their progress and prosperity in the modern world as brand images are

1



to corporations and their products — but the idea that it is possible to ‘do branding’ to a country
(or to a city or region) in the same way that companies ‘do branding’ to their products, is both
vain and foolish.”(2010, p. 2)

At its infant stage the idea of nation branding was predicated on the simplistic claim “that the
reputations of countries function like the brand images of companies and that they are equally

critical to the progress and prosperity of those countries” (Anholt, 2008).

Nation branding is becoming ever more crucial as nations advocate for attention, tourists,
investors, supporters and governments (Anholt, 2007). More than ever, it has become evident that
unless a country stands for something unique and distinctive, it will struggle to compete for
attention. A nation's image is its greatest asset: it is its national identity rendered powerful, genuine,

engaging, and, at the highest level, advantageous (Anholt, 2006).

According to Business Dictionary, “brand is the unique design, sign, symbol, words, or a
combination of these, employed in creating an image that identifies a product and differentiates it
from its competitors” (Goda, 2021, p. 51) and when the branding concept is about the country,
state or nation, Dinnie (2008, p. 15) defined it as “the unique, multi-dimensional blend of elements
that provide the nation with culturally grounded differentiation and relevance for all its target
audiences”. Thus, a nation brand is derived from its culture (Dinnie, 2015), and it uses brand

elements such as logo, name and symbols for this differentiation (Goda, 2021).

Nation branding's fundamental objective is to globally present the country in the best way possible,
considering its assets and shortcomings (Cromwell, 2016). According to Dinnie (2015), a positive
and powerful branding of a country can provide a crucial competitive advantage in this globalized

economy, and this process is known as “nation branding”.

1.2.1 Integrated Marketing Communication (IMC)
Since its introduction to the marketing literature in the early 1990s, integrated marketing

communications (IMC) has become well accepted as an important marketing communication
perspective (Schultz and Patti 2009).

In a strategic sense, IMC is viewed in terms of broader imperatives such as integration of all brand-
related communications (Duncan and Moriarty 1998; Hartley and Pickton 1999), database
marketing (Kitchen and Schultz 1999; Zahay et al. 2004) and customer orientation (Schultz 1996;



Stewart 1996). In a tactical sense, IMC is primarily considered a tool for coordinating multiple

media tools to accomplish specific marketing campaign goals (Nowak and Phelps 1994; Keller

2009; McGrath 2005; Reid, Luxton, and Mavondo 2005)

Different disciplines have different viewpoints or approaches towards IMC that evolved through

time which then reflected on how IMC has been defined.

Researchers have put more emphasis on certain areas depending in part on their disciplinary
background. Communication academics have tended to place more emphasis on internal factors,
such as organizational processes that promote or inhibit optimal coordination and sequencing of
message content while marketing academics have tended to place more emphasis on external
factors, such as the optimal design of marketing communication programs based on their effects

on consumers (Schultz and Kitchen 1997).

IMC's effect can be seen all over modern culture, including internet exhibit adverts, business blogs,
optimized search engines, newspaper reviews, outdoor advertisements on billboards, magazine

advertisements, and more.

Regardless of its historical origins, by 2000, IMC was seen by many as a way of better managing
the growing range of marketing communications choices which were becoming available to
marketers, including the internet and sophisticated consumer databases (Duncan, 2002). IMC has

been described as “one of the most influential marketing management frameworks of our time”

(Schultz and Patti, 2009, p. 75).

It has evolved from its early incarnation as a tactical tool for harmonizing the various elements of
the marketing communications mix such as advertising, sales promotions and public relations to
its current status as a strategic approach to building customer relationships and brand equity. Its
no longer merely an “inside — out” device for ensuring the consistency of marketing
communications, IMC now plays a long-term strategic brand management role (Kitchen et al.,
2004; Porcu et al., 2012).

This evolution in IMC has been driven by major changes in the global market culture, the media,

communication process and the consumers (Gould, 2004).



IMC's evolution represents marketing's transformation from a mass-oriented one-sided process to
the more intricate, dynamic, and multifaceted phenomena that it has become in our digital,

collaborative innovation era.

1.2.2 Nation Branding and Tourism

Nation branding as a theoretical concept and practical solution, has captured the attention of
policymakers, and they advocate that a strong nation brand is important from the perspective of
tourism and in the creation process of the country’s destination branding identity (Garbarova and

Vartiak, 2022)

Tourism has evolved into a worldwide industry, recognized as one of the world's fastest growing
and most significant sectors. This fact has a direct impact on countries turning towards developing
a Strong nation brand that can enhance the country’s appeal as a tourist destination and overall
reputation influencing the perception and decision of travelers, investors, policy makers and

international partners.

Effective nation brands can highlight a country’s uniqueness and the natural, social or cultural

heritages that can ultimately boost the tourism industry and directly enhance economic growth.

1.3 Statement of the problem

According to Imran (2017), nation branding should not only be implemented by the largest
economies in the world but even by the less economically developed countries to enhance their
image and reputation. Obviously, for states in the midst of unsettled lingering multi-layered
controversy and because of internal unrests, whose reputation is characterized by uncertainty and
conflict, such as Ethiopia, it is even harder and challenging to promote and maintain a national
identity. Exponential growth was seen in the last few decades on the use of branding techniques
by nations envisaging ‘“the synthesis of brand management with public diplomacy, trade and

investment, tourism and export promotion” (Anholt, 2007, p. 3).

Even though there is a growing interest in both Nation Branding and Integrated marketing
communication (IMC) topics, studies that combine the two subjects in order to design a framework

or evaluate an existing system are very scarce.



Acknowledging the visible research gap in the topics, there are very few researches conducted on
NB and IMC worth mentioning and have direct relation to this study. One is a study that delves
deep in to the concepts and practices of IMC by Samson (2020) ‘EVIDENCE OF BRAND
CONTACT IN THE ETHIOPIAN BEER MARKET: A NORDIC SCHOOL PERSPECTIVE
OF STRATEGIC INTEGRATED MARKETING COMMUNICATION".

Even though the study has substantial content regarding brand management and Integrated
Marketing Communication, the focus area of the study being the Ethiopian beer market takes it far

from the concept of branding a nation.

There have been several attempts to Nation Branding at the national level in Ethiopia. The first
one that can be cited is “13 Months of Sunshine” introduced in 1965 to promote Ethiopian tourism.
This effort initiated only for tourism purposes arguably ran a successful campaign creating a
particular image of authentic beauty and promotion of historical heritages of the country. Through
this campaign popular posters and post cards distributed across the globe and can be cited as a one

of the reasons for the rise of tourism in the late 60’s and early 70’s.

In July 2016, Ethiopia launched a new national brand: “Land of origins”. As the brand was mainly
focused on reimagining Ethiopia’s tourism sector, it was run by Ethiopian Tourism Transformation
Council (ETTC), Ethiopian Tourism Organization (ETO) and the then ministry of culture and
tourism. In July 2016, Ethiopia launched a new national brand: “Land of Origins." As the brand
was mainly focused on reimagining Ethiopia’s tourism sector, it was run by the Ethiopian Tourism
Transformation Council (ETTC), the Ethiopian Tourism Organization (ETO), and the then
ministry of culture and tourism. With the launch of the national brand, two major documents in
relation to the national branding were also publicized. The first was the "tourism marketing

strategy for Ethiopia (2016—-2020)," and the second was the "Ethiopian tourism brand manual."”

As the nation branding strategy laid out a direct plan in relation to the tourism sector in maximizing
tourism revenues, to make Ethiopia one of the top five tourist destinations in Africa by 2025. It
was evident that achieving this goal requires reaching the ambitious market growth targets, which
include an increase in tourism arrivals at an average annual rate of 20% a year, a rise to 5 million
tourists, [while] increasing receipts per visitor at an average annual rate of 1.6%, to $1,100 and

increasing total tourism receipts at an average annual rate of 20% a year to $12.5 billion.



According to (World Data.Info) Ethiopia recorded a total of 518,000.00 tourists in 2021, ranking
67th in the world in absolute terms. The fact that larger countries regularly perform better in a
comparison of the absolute number of guests is obvious. By putting the tourist numbers in relation
to the population of Ethiopia, the result is much more comparable In Eastern Africa, it ranked 12th.
In 2021, Ethiopia generated around 2.60 billion US dollars in the tourism sector alone. This
corresponds to 2.1 percent of its gross domestic product and approximately 31 percent of all

international tourism receipts in Eastern Africa.

Recognizing the potential of the country, the Ethiopian Government has made tourism one of the
five main economic growth pillars and leading this task is FDRE Ministry of Tourism with other
stakeholders like Ethiopian Tourism Transformation Council (ETTC) and the Ethiopian Tourism
Organization (ETO) to promote and market Ethiopia’s Brand. “Land Of Origins” is being used as
the leading brand of the marketing campaigns used by these entities to communicate about

Ethiopia’s vast natural, cultural and social attractions.

IMC has proven to be a critical approach in the field of national branding, providing a consistent
framework for integrating multiple channels of communication. In the context of Ethiopia's nation
branding initiatives, IMC encompasses multiple aspects, each of which serves a vital part in
shaping views, fostering interaction, and optimizing the country's overall image on the world

arena.

The lack of a critical study that looks into the practices and experiences of integrated marketing
communication process to promote Ethiopia’s national represents a missed opportunity for

understanding and improving the country's branding efforts.

1.4 Objectives of the study

1.4.1 General objective of this study
The general objective of this study is to explore the application of integrated marketing
communication (IMC) practices in the Nation branding process of Ethiopia.

1.4.2 Specific objectives
1. To assess the unique advantages of Ethiopia that makes integrated marketing communication
effective in the nation branding process.



2. To identify ideal channels of communication to promote Ethiopia’s national brand in an

integrated manner

3. To find out how the messaging of Ethiopia’s national brand is communicated constantly across

all channels

4. To examine the synergy of stakeholders in amplifying the impact of Ethiopia’s national brand

1.5 Research questions

In order to achieve the broad objectives of the study, the following research questions were
explored,;

1. How can Ethiopia leverage its unique cultural heritage and historical significance in developing

an integrated marketing communication framework for nation branding?

2. What communication channels and platforms are most effective for promoting Ethiopia’s

national brand on a global scale?

3. How can Ethiopia ensure consistency in messaging and branding across various communication

touch points to enhance its overall nation branding efforts?

4. What role can partnerships with international organizations, influencers, and businesses play in

amplifying Ethiopia's nation branding message?

1.6 Significance of the study

The significance of this study lies in its potential to inform policymakers and other stakeholders
about the importance of adopting a holistic and coordinated marketing communication approach
to nation branding. By understanding the various dimensions of IMC and their implications for
nation branding, Ethiopia can develop more effective strategies to attract tourists, attract foreign
investment, and promote its cultural and economic assets to the world. This study can also provide
insights to shape future decisions and optimizations in branding initiatives by FDRE ministry of

tourism and other stake holders.

This study also brings an opportunity for other researchers who are looking into assessing and

measuring the effectiveness of current strategies and identify areas for improvement.

7



Understanding what is working and what is not, leads to a more efficient resource allocation

towards nation branding.

By identifying best practices and success stories from other countries the study has a significance
of pointing out ways of adapting them to Ethiopia’s nation branding efforts. In addition to that,
based on the findings, the study can provide recommendations on resource allocation,
collaboration between different stakeholders and leveraging emerging communication

technologies.

By addressing the gap of in-depth insights towards IMC in Ethiopia's nation branding process the

study can contribute to the academic literature on branding, communication, and tourism sectors.

1.7 Scope of the study

The study was focused on the practical applications of integrated marketing communication
frameworks in Ethiopia’s Nation branding efforts. As a leading organization of Ethiopia’s national
brand, the study was deriving its constructs from key Tourism and communication sector decision

makers.

1.8 Limitation of the study

The first limitation deals with the representativeness of the sample. In this study, samples were
drawn only from FDRE Ministry of tourism in Addis Ababa, Ethiopia. If a more diversified input
was gathered from other stakeholders, the researcher believes that it would have given a better

rounded and reflective conclusion to the study.

In addition, lack of studies in Ethiopian national branding system and its communication process
was another hindrance to this research which forced the researcher to focus on specifically the

tourism aspect of the topic. Due to this, the study is conducted with the limited data.

1.9 Methodological approach
A qualitative exploratory approach is taken, comprising face to face in-depth interviews with
organization leaders (ministers) of Ministry of tourism, selected experts involved in the day-to-

day practices of integrated marketing communications, particularly brand sources of contacts in



terms of nation branding, imaging, public relations, communications and digital media

management.

1.10 Organization of the research

This research was organized into five main chapters, which are structured as follows: The first
chapter deals with introduction, background of the study, statement of the problem, objective of
the study, significance and of the study, scope of the study, and limitation of the study. The second
chapter provides the review of related literature and conceptual frame work of the study. The third
chapter focuses on the research methodology: data collection instruments (in-depth interviews and
focus group discussions), and method of data analysis. The Fourth chapter covers finding and
discussion of the research. Finally, conclusion and recommendation of the study is discussed in
the fifth Chapter.



CHAPTER TWO: LITERATURE REVIEW

2.1Introduction
In this chapter the theoretical aspects related the study as well as other countries tourism brand

experience was reviewed.

2.2 Theoretical review

2.2.1 Integrated marketing communication (IMC)
Integrated marketing communication (IMC) was first introduced in the 1980s (Schultz and Schultz,

p. 19). The American Marketing Association defines IMC as a planning process that ensures all

brand contacts received by a client or prospect remain relevant and consistent throughout time.

A strategic business process known as integrated marketing communication is used to plan, create,
implement, and assess coordinated, quantifiable, and convincing brand communication programs
with consumers, customers, prospects, and other relevant and targeted external and internal

audiences over an extended period of time (Schultz & Schultz, 2003; p20-21)

IMC is a process that unifies marketing communication elements like public relations, social
media, audience analytics, and advertising to create a consistent brand identity across different
media channels. It helps organizations deliver an engaging consumer experience and optimize their
image and stakeholder relationships. Professionals with IMC backgrounds can work in various
industries, including social media marketing, digital media, journalism, market research, public

relations, non-profit, government, entertainment, television, and radio.

According to He and Mukherjee (2009), communication serves as a link between a company's

identity and its image.

Integrated marketing communications (IMC) is the practice of integrating a brand's messaging to
ensure consistency across all media channels used to reach its target demographic. It is a strategic

strategy that governs communication and strategies utilized in all marketing media.

In today's digital world, organizations use multiple channels to communicate with their audiences.
By using the right mix of marketing channels, companies can achieve their marketing objectives
and ensure that all channels work together to achieve their goals. The management of a company's

identity and communication should be based on its consumers' responses, requiring an examination
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of communication from a receiver's perspective to understand how organizational cues are
collected and interpreted. Stakeholders can both passively and positively influence organizations
(Vén Riel and Balmer, 1997).

2.2.2 Marketing communication

Marketing managers of an organization must recognize which channels, tools, and messages are
more effective in the eyes of the company's stakeholders (Kitchen, 2005). Furthermore, how the
company's customers react to its communications should determine how it manages its identity
and communication; for this reason, it's critical to look at communication from the perspective of
the recipient in order to understand how organizational cues are gathered and understood.
Stakeholders have the power to positively impact companies as well as act as passive recipients of
communications from them. According to Van Riel and Balmer (1997), a company's
communications can be crucial when it comes to aspects like corporate personality and visual
identity, which are acknowledged in the literature on corporate identity. Customers' impressions
of the intended company brand may be shaped by communicators like advertisements, corporate
logos, buildings, etc.

When compared to competitors, a company's corporate logo, which is always present and serves
as a product and corporate differentiator, helps to communicate a positive corporate image
(Foroudi et al., 2014; Hatch and Schultz, 2001; Henderson and Cote, 1998). This is the external
embodiment of a brand (Kotler, 2000).

According to He and Mukherjee (2009), p. 3, the idea of communication may be seen as a bridge
that connects the company's identity and image. It may also affect the business's strategy and give
stakeholders access to a corporate communication system (Hatch and Schultz, 1997; He and
Mukherjee, 2009). According to Stuart (1999), "the central forms of communication between

identity and image are both organizational and marketing communications."

Moreover, communication has the power to influence how an organization's personality and
identity are connected (p. 204). Van Rekom (1997, p. 411) emphasizes how enhancing a certain
intended business image for target audiences is the goal of corporate communications. Simoes et
al. (2005, p. 156) state that integrating communications between internal and external stakeholders

IS necessary to get a competitive advantage through messaging.
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2.2.3 The advancement of IMC

Dr. Donald Schultz, a professor at Northwestern University, developed the first concept and
theoretical underpinnings of integrated marketing communications (IMC) by introducing customer
"touch points" and the intricate web of interrelated possibilities that shape consumers' perceptions
of businesses. Nearly everything possible was on the lengthy list. Essentially, according to Kitchen
and Burgmann (2010), every location, individual, and media outlet has the power to influence and

raise consumer expectations.

The term "IMC" became popular in the 1990s due to changes in marketing and mass
communication (Schultz et al., 1993a, 1993b). However, some scholars (Hutton, 1996; Spotts et
al., 1998) argue that the concept originated earlier in the marketing discipline. The integrated
approach to marketing communications recognizes the need of using several communication
channels to successfully manage stakeholder interactions. Due in large part to globalization,
technological advancement, and the emergence of new communication modalities, the IMC
paradigm emerged in the latter decades of the 20th century, further diminishing the relative
independence of its composite disciplines (Finne & Gronroos, 2017; Kitchen & Burgmann, 2015;
Kliatchko, 2008). The phrase "integrated” was used to imply a more comprehensive model that
produced more than the product of its components (Keller, 2016). IMC has been effective since it
was first conceptualized, increasing market shares, sales, customer happiness, and brand equity for
businesses (Delgado-Ballester, Navarro & Sicilia, 2012; Duncan & Moriarty, 1997; Zabkar,
Mumel & Vanita, 2015).

According to Kliatchko (2005), IMC is a natural progression of marketing communications
rather than a significant shift in marketing philosophy. By 2000, many marketers saw IMC as a
superior approach to manage the expanding range of marketing communication options,
including the internet and sophisticated consumer databases (Duncan, 2002). As Schultz and
Patti (2009, p. 75) explain, IMC is one of the most prominent marketing management
frameworks today. Marketing communications has developed from a tactical instrument for
coordinating advertising, sales promotions, and public relations to a strategic method for creating
customer connections and brand equity. IMC is no longer just a tool for ensuring consistency in
marketing communications. It now plays a strategic role in brand management, enhancing brand

equity and providing memory and attitudinal benefits (Kitchen et al., 2004; Porcu et al., 2012;
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Madhavaram et al., 2005; Garrettson and Burton,2005).

According to Cornelissen et al. (2006), the term "IMC" can apply to several elements of

communication integration.

Integration as "content™ refers to the connection and uniformity of media and marketing
messaging. Consistent marketing communication improves efficiency and increases brand
equity (Schultz et al., 1993a, 1993b; Keller, 1996; Madhavaram et al., 2005).

Integration is a "process” that aligns the operations of communications professionals across
organizations and functions. It involves management between the communication
processes and activities established by the wvarious marketing communications
professionals inside and outside the organization (Gronstedt and Thorson, 1996; Eagle and
Kitchen, 2000).

Integration is a "process” that aligns the operations of communications professionals across
organizations and functions. It involves management between the communication
processes and activities established by the wvarious marketing communications
professionals inside and outside the organization (Gronstedt and Thorson, 1996; Eagle and
Kitchen, 2000).

It could make channel integration and message consistency easier. Due to their simpler

organizational structures and lower degrees of formalization, smaller businesses may be more

successful in implementing IMC (Einwiller and Boenigk, 2012; Christensen et al., 2008; Low,

2000).

2.2.4 Implementation of integrated marketing communication (IMC)

In an increasingly competitive world, businesses use IMC to set their products and brands apart.

In fact, the concepts of IMC have permeated marketing practice so much that in some markets, the

"integrated" differentiator may become unnecessary (Burgmann, 2007; Schultz, 2010).

Though there were some variations in their conclusions, particularly regarding the feasibility and

actual implementation of IMC, IMC is still developing (Schultz et al, 2004). For example, seven

stages of IMC implementation (awareness, image, functional, coordinated consumer-based,

stakeholder-based, and relationship management) were defined by Duncan and Caywood (1996).
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However, Schultz and Kitchen (2000) created the IT basis, management level, outside-in, tactical
coordination, and implementation stage of IMC. Kliatchko (2008) has made a significant addition
to the definition and application of integrated marketing communications (IMC). He defines IMC
as a business process that targets audiences at the corporate and operational levels and outlines the
four stages of IMC implementation (stakeholders, content, channels, and results). While these
implementation stages are undoubtedly distinct, they are also somewhat related, particularly in the
way that they come together to represent IMC as a "stakeholder-based business approach,”
"coordination of communication," and "integration through content and messages" (Kitchen et al.,
2004; Eagle et al., 2007; and Kliatchko 2008).

An integrated marketing communication strategy combines the key elements of the marketing mix
to successfully promote companies to consumers. An integrated marketing communication
strategy combines many marketing strategies, such public relations, advertising, and social media

promotion, among others, to raise target audience awareness of goods and services.

2.2.5 Brand

According to Doyle (1992), a successful brand may be defined as "a name, symbol, design, or
some combination, which identifies the "product” of a particular organization as having a
sustainable differential advantage."” This description is brief and frequently cited. A similar
definition of a brand is provided by the American Marketing Association, which states that it is a
"name, term, sign, symbol, or design, or a combination of them intended to identify the goods and
services of one seller or group of sellers and from those of competitors.” Macrae, Parkinson, and
Sheerman provide a somewhat more nuanced definition of a brand that takes into account the

consumer's perspective in addition to the producer's perspective.

A brand is viewed as a business asset and a competitive strategy tool that adds value for the firm
and its target market's consumers (Urde, 2003). A brand should be distinctive and challenging for
rivals to copy in order to maintain a sustained competitive advantage. Previous studies (Girhan-
Canli and Batra, 2004; Keller and Aaker, 1998) demonstrate the impact of corporate brand
associations on consumers' reactions to products. In particular, the psychological mechanisms

underlying these types of corporate brand associations are examined.

14



Of course, brands don't just exist; in order to succeed, they need to successfully coexist with the
dominant zeitgeist. Strong brands are fueled and influenced by popular culture and societal trends.
Urde (2003) presents three distinct perspectives about fundamental values that are crucial for the
process of developing a brand.

Three values exist: One that relates to the organization and expresses the special and fundamental
tenets that bind it; Two that encapsulate and characterize the essence of the brand, Three that

represent the brand as it is experienced by customers, or the value that the brand adds to their lives.

Many scholars in the branding literature disagree with Aaker's (1996) static definition of brand
identity, arguing instead that it is a dynamic process of discourse within a social environment
(Scott and Lane, 2002; Gioia et al., 2010). Therefore, it would seem that stakeholders play a critical
role in brand formation. Furthermore, according to some studies, brand meaning and values may
be established through communication utilizing visuals and languages, which can then influence
brand identity and reputation (Black and Veloutsou, 2017).

A brand is a distinctive feature that identifies goods or services, and its marketing strategy aims to
create a unique identity, values, and perceptions that differentiate it from competitors. Brand equity
represents the intangible value a brand holds in consumers' minds, resulting in higher customer
loyalty and increased market share. Brand identity includes visual and symbolic elements like

name, logo, color scheme, typography, and design.

2.2.6 Practice of branding

The method by which businesses set their product offerings apart from those of their competitors
is known as branding. The task of differentiating their product offers from those of competitors
has become crucial for countries vying for both local and foreign consumers in an increasingly
globalized economy. According to Keller (2003), the process of strategic brand management
include creating, implementing, and evaluating marketing campaigns and initiatives in order to

establish, assess, and maintain brand equity.
The Seven Best Practices to Better Branding
Determining Your Brand's Target Audience

* Identify the ideal buyer persona to build a brand for.
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» Utilize technology and advanced market research to identify the perfect audience.

* Understand the target audience's mindset, form customer relationships, and create effective ads.
Researching Brands within Your Industry Niche

* Analyze and learn from similar brands to your own.

* Avoid making the same mistakes that unsuccessful businesses have made.

* Brand research is not limited to the beginning stages of development; it should adapt as the

business grows and the market changes.

Outlining the Key Qualities and Benefits Your Brand Offers

* Clarify your ideologies and identify your strengths and weaknesses.
* Serves as a tool for team building.

Building a Brand Message and Elevator Pitch

* A positive first impression is crucial for a brand.

* A defined brand message and well-constructed elevator pitch ensure potential customers get the

right impression.

Spreading the Word about Your Brand

* Prioritize spreading the word about your brand.

» Word-of-mouth is an effective way to get the word out about your brand.
Integrating Your Brand into Every Aspect of Your Business

* Your brand should encapsulate everything that your business is about.

* Integrating your brand into customer-relationship management (CRM) can have a long-lasting
impact on customer retention and brand loyalty.

Staying True to Your Brand Building

* Consistency is the key in branding.
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« It ensures customers feel confident in your business, employees know expectations, and provides

a foundation for growth.

2.2.7 Political marketing

According to Ormrod and Henneberg (2011), political marketing and branding have a significant
influence in modern democratic processes. Political marketing is a widely used term in the political
domain, with efforts to operationalize it in political communication exercises aimed at influencing
voters. A sophisticated theoretical corpus is emerging to address specific demands of political
marketing, with a focus on qualitative aspects and the symbolic and interactional domain (Harris
and Lock, 2010).

Moreover, because political marketing involves both functional and emotional processes, it can
provide "a basis for long term loyalty in an environment where products are fluid" (Needham,
2006: 180).

Due to research that examined Scotland's national referendum campaign, the significance of this
improvement is enhanced (Black and Veloutsou, 2017). Regarding the brand personality and
interaction potential of the political leader in the context of young voters, our study has a
comparable applicability. Ultimately, the majority of study on political marketing has been
conducted in western cultures. Research in the eastern settings is few and rigorous. In order to
tackle this matter, there exist some recurring trends that impact political advertising. VVoters are

viewed as customers in the first pattern.

The next trend is the widespread use of social media for political marketing, which is driven by
three factors: curiosity, attention, and political knowledge. Significant related research has focused
extensively on how customers create brand value. It also discusses how, in the context of art, this
concept might be expanded to encompass both current and potential clients.
The study also takes into account how consumers frequently choose brands depending on how

much they believe such companies to represent their own personality (Kim et al., 2018).

De Chernatony and McDonald offer an explanation of the function of branding and caution that,
although marketers initiate the process (branding as an input), the consumer or user creates a

mental image of the brand (branding as an output) that may differ from the intended marketing
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message. This is especially important for nation branding, as it can be challenging to alter ingrained

national preconceptions in the minds of customers.

2.2.8 Nation Branding

In the words of Dinnie, K. (2008) “A brand available nationally as distinct from a regional or test-
market brand and a nation-brand, where the brand is the country, state, or nation in question™ is
the definition of a national brand. The distinctive, multifaceted combination of components that
gives the country culturally based uniqueness and significance for all of its target consumers is
known as the nation-brand. The Nation's name evokes perceptions, feelings, and emotions in target
audiences such as investors, tourists, workforce, general public, and companies. The representation
of the Nation in the digital sphere is crucial for unspoken validation derived from the Nation's

essence and purpose.

Researchers on the idea of nation “branding” have led to the development of several new
methodologies. Simon Anholt, the independent policy advisor, is regarded as a trailblazer in this
area. He first used the phrase "nation brand" in 1996 to describe how a nation's reputation functions
similarly to the brand representations of businesses and goods and because of this, a country's

reputation may have a big impact on its welfare, wealth, and efficient government (Dinnie, 2015).

Years later, Anholt discovered that the idea of a nation's brand had been misconstrued and
