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Abstract 
Although tourism has been recognised as an important subfield in nation branding little research 
have focused on its role in the nation branding process. A managerial perspective was assumed 
to examine what role tourism has in nation branding. This study adopts a deductive approach 
reviewing existing literature on nation branding, brand management strategies and tourism 
stakeholders. A case study on how tourism is integrated in nation branding strategies and how 
stakeholders operating in the tourism sector perceive their own influence on the nation-brand 
was conducted in Sweden using a qualitative method. Data was collected through interviews 
with managers in organisations that directly or indirectly work with tourism while being 
involved in the strategic nation branding of Sweden. A conceptual framework was developed 
to illustrate how the nation-brand is created and communicated through tourism. The study 
concludes that tourism can have a significant role in nation branding and affect other subfields 
if the right circumstances are given. Strong collaborations are a prerequisite for effective nation 
branding and strategies should incorporate national identity and country-of-origin for 
authenticity. Future research could focus on comparing the role of tourism in nation branding 
with other subfields as well as comparing how organisations on the same level work with nation 
branding strategies.  
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1. Introduction 
This chapter presents an overview of nation branding; how it is defined, what it includes and 
its practical and theoretical significance. Attention is drawn to the complexity of the concept 
as well as how it relates to tourism. Different approaches to how nation branding can be studied 
are introduced resulting in a research question and purpose.    
 
1.1 Background  
Globalisation has brought new ideological trends forcing businesses to adapt to new strategies, 
balancing interests of individuals as well as the community as a whole (Pologeorgis, 2017). The 
world has become a global marketplace where nations compete with each other (Widler, 2007) 
and where globalisation is argued to have increased the importance of differentiation in order 
to gain competitive advantage on an international scale (Anholt, 2010; Scott et al., 2011; 
Browning, 2016). It is claimed that the increased global competition has caused nations to more 
frequently apply branding strategies to the own country and through this successfully gain 
market shares (Dinnie, 2008). A brand is the way in which an individual, company, organisation 
or nation is perceived in the minds of individuals (Jaffe & Nebenzahl, 2001). Branding is 
according to Anholt (2007:4) “the process of designing, planning and communicating the name 
and the identity, in order to build or manage the reputation”. Furthermore, it is argued that a 
country can gain attention (Widler, 2007), prosperity and self-affirmation through nation 
branding (Scott et al., 2011) – a term first introduced by Anholt (1998) in 1998. He defines it 
as a concept involving the combination of tourism-, investment-, and trade promotion, along 
with public and cultural diplomacy. He argues that countries need to have coordinated brand 
strategies in all of these areas in order to succeed in a globalised world (Kahn, 2006). Nation or 
country branding are used interchangeably in the literature (Fetscherin, 2010) and to avoid 
confusion, this study will refer to it as nation branding. The term has been redefined by Fan 
(2010:101) who identifies nation branding as “a process by which a nation’s images can be 
created or altered, monitored, evaluated and proactively managed in order to enhance the 
country’s reputation among a target international audience”. Nation branding is considered a 
complex and controversial phenomenon as it is a politicised activity as well as it encompasses 
multiple disciplines exceeding what conventional brand strategy contains (Dinnie, 2008). 
Nation branding is embraced by governments as it is argued to support global competition, 
create legitimacy and authority in the international arena as well as create nationalism 
(Aronczyk, 2013). As nation branding is gaining more attention it has led to an ongoing debate 
concerning what it actually is (Fan, 2006; Jordan, 2014), if it is possible (Olins, 2002; Gilmore, 
2002) and why it is desirable (Gudjonsson, 2005; Anholt, 2010; Browning, 2016). 
 
The industry of nation branding grew quickly during the 2000s. Many companies incorporated 
the practice in their range of services while others exclusively focused on nation branding 
(Subramanian, 2017). Nation branding was in 2005 considered by The New York Times 
Magazine to be one of the year’s most notable ideas (Risen, 2005). The discussion on practical 
implementation is still ongoing (Subramanian, 2017; Jović, 2018) and the demand and interest 
for it has increased. A majority of countries seek collaborations with communication 
consultants and PR firms to develop branding campaigns with the aim to improve the nation’s 
competitiveness (Teslik, 2007). The growing interest in nation branding has resulted in the 
Nation Brands Index that shows the global perception of different countries and is based on six 
different metrics; governance, exports, people, culture and heritage, investment and 
immigration, and tourism (GfK, 2017). The perception of a nation’s image and reputation can 
be crucial for whether a country will be successful or not with regard to it as a destination, its 
economic development, public diplomacy and talent attraction. The Nation Brands Index can 
therefore serve as a benchmarking tool (Ceriani et al., 2017).  
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Digitalisation, or digital transformation, is a major trend changing society, business (Gray & 
Rumpe, 2015; Parvianen et al., 2017) and marketing (Chaffey & Ellis-Chadwick, 2016). It has 
been referred to as the way in which many domains, such as organisations, industries or 
countries, adopt or increase the use of digital and computer technology (Brennen & Kreiss, 
2014). Digital information can instantly be shared across the globe (Barney, 2004) which has 
brought new marketing and interaction opportunities (Chaffey & Ellis-Chadwick, 2016). 
Digital communication has changed and facilitated the way people engage and participate with 
each other and/or organisations when finding, sharing and discussing information (Mangini et 
al., n.d.). As digital technology is part of consumers’ everyday life (Daniels, Williams & Buggs, 
2017) digital communication has become an essential medium for organisations and companies 
when communicating and interacting with the public. Organisations can now spread their 
messages without geographical constraints (White, 2017) but in order to successfully reach 
their target audience, digital consumer engagement strategies must be developed (Eddy, 2016). 
Collecting and adequately managing consumer data is vital for a more targeted strategic 
marketing. Equally important is to continuously collect data as demand and the use of 
technology is constantly changing (Keul, 2018). However, it has also caused for information 
overload which has led to challenges in breaking through the digital noise in order to reach the 
target audience (Barreiro, 2015). The opportunities and challenges of digitalisation emphasise 
the importance of a nation’s decisions on what to brand and how to communicate this to reach 
an international audience.  
 
Additionally, digitalisation and globalisation have influenced the way people plan, consume 
and behave during their travels (Bizirgianni & Dionysopoulou, 2013). Continued growth within 
international travel has resulted in tourism being one of the leading sectors for economic 
development (UNWTO, 2018). In 2017 the sector directly contributed US$2.6 trillion to the 
global economy, a number that when adding indirect and induced impacts increases to US$8.3 
trillion. This represented 10.4% of the world’s GDP the same year (WTTC, 2018). Tourism 
promotion as part of nation branding has, for example, among developing countries dominated 
the nation branding efforts (Teslik, 2007). It is argued that targeted branding strategies can be 
used by smaller countries to create attention and increase market share (Morgan, Pritchard & 
Piggott, 2002).  
 
In an era where differentiation is essential for gaining competitive advantage it becomes more 
important for nations to implement brand management strategies. The complexity of nation 
branding has caused and causes discussions, both academically and practically, emphasising its 
relevance of being a research topic. As the tourism sector is a key contributor to economic 
development, and as it has proven to be important when branding a country, the tourism subfield 
of nation branding will be the focus of this study. 
 
1.2 Problem discussion 
The research-field of nation branding has during the past decades addressed the complexity of 
capturing a nation’s multidimensional nature including values, characteristics and people and 
conveying this in one comprehensive message understood by everyone (Jaworski & Fosher, 
2003; Kerrigan, Shoivanandan & Hede, 2012; Rodner & Kerrigan, 2018). This managerial 
complexity has been approached and studied from different perspectives. Fan (2006; 2010) 
focuses on the international audience of nation branding. He argues that the difficulties lie in 
communicating one message or image to a diverse market. Developing a simple core message 
about a country that is to be used in different industry sectors is practically impossible. Instead 
he suggests that nation branding should be conceptualised, measured and executed within the 
different industry sectors of the country. A similar discussion is held by both Jarvis (1989) and 
the Wolff Olins case of Germany, referred to in O’shaughnessy and O’shaughnessy (2000) and 
Dinnie (2008), as they discuss the issue of trying to be all things to all people. With regard to 
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this issue O’shaughnessy and O’shaughnessy (2000) suggest that the nation image should be 
adapted to the nation’s highly regarded capital in relation to product category. Regardless of 
the industry sector or product category, the dilemma of encapsulation remains. The cultural 
richness of nations is discussed by Dinnie (2008) and the argument regards the difficulties in 
reducing a nation’s cultural richness into susceptible units of high-impact brandspeak favoured 
by fast-moving consumer goods markets. Further, Taylor (2001) pays attention to the 
difficulties of defining the distinct national characteristics in a multicultural nation versus what 
is internationally common trait. In the discussion it becomes clear that a complexity exists in 
the fundamental aspects of nation branding. The complexity starts with defining what the 
essence of a nation is, continues to how this can be captured and presented, and finishes with 
how this should be conveyed to a large audience.   
 
A more profound understanding of the development of nation branding can be gained through 
further insight in how national identity and country-of-origin relates to nation branding. It is 
argued that national identity and country-of-origin constitute its foundation and that 
globalisation and lowering of trade barriers have caused it to emerge (Dinnie, 2008). National 
identity is attributes distinct for a nation and the collective identification with these attributes 
(Guibernau, 2007). Country-of-origin (COO) refers to from where a product originates (Thakor 
& Katsanis, 1997). It is connected to a nation’s image and can influence purchase decisions 
(Godey et al., 2012). As suggested by the previous discussion, nation branding is founded upon 
the identity of a nation. The relation between a nation and its national identity is complex as 
they are constructed by interrelated components, such as ethnic, cultural, territorial, economic 
and legal-political (Smith, 1991). As pointed out by Clark (1990), what sets the national identity 
apart from others, is a limited number of unique elements. Keillor and Hult (1999) stress the 
importance of identifying and matching these in order to create competitive advantage on an 
international market. In order for the unique elements to create competitive advantage 
Aronczyk (2013) argues that others need to consider the national identity as added value. 
However, not be forgotten is that the identity is also determined internally. As the role of nation 
branding is to reinterpret and transform the national identity to intellectual property (Jansen, 
2008) it is possible to argue that the difficulty of identifying a nation’s unique core elements is 
constantly a challenge within nation branding. This is further supported by Edensor’s (2002) 
argument that globalisation causes changes in national identity. The process of globalisation 
can also either diminish or reinforce the national identity. Another practical difficulty concerns 
the possible tensions that can arise if the internal determination of what the national identity is 
does not correspond with what is considered value from an external perspective.  
 
The country-of-origin effect – the impact COO has on how consumers perceive and evaluate 
products – is by some considered another term for nation branding (Kotler & Gertner, 2002). 
Others argue that it is a form of nation branding (Dinnie, 2008). Fan (2006) suggests that the 
COO can be emphasised through a country’s name or logo for the benefit of sales and exports. 
Proposed by Klein, Ettenson and Morris (1998) is that a negative national image will have a 
negative effect on purchases of products made by that country. However, Fan (2006) contradicts 
this by drawing attention to Chinese customers buying Japanese technology despite a general 
unfavourable perception of Japan. He therefore argues that a positive product-country image 
and negative nation-brand image actually can co-exist. A study by White (2012) suggests that 
knowing where a brand originates from can enhance the image of that country. More recent 
research by Sun, Paswan and Tieslau (2016) show that a favourable nation image can be 
achieved through foreign customers being satisfied with products from that country. Positive 
attitudes towards a nation are reinforced as the number of products with favourable associations 
from that country increase. This will in turn strengthen the existing positive nation image. 
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Discussed in existing literature is the topic of who should be included in the nation branding 
process as well as who has the right to be the nation-brand manager (Yan, 2008; Jordan, 2014). 
Gilmore (2002) recognises the importance of taking the citizens as stakeholders into account 
when branding or re-branding a nation. It captures the essence of the country and can be a 
strategic tool when positioning a brand. However, Jordan (2014) points out that citizens are 
frequently neglected in the nation-branding process. As public funds are used in a country’s 
nation-branding strategy, Dinnie (2008) explains that citizens become stakeholders in the 
nation-brand, meaning they are affected by the nation-brand activities. The strategy will face a 
high level of critical scrutiny and Jordan (2014) argues that the perceived communal identity 
amongst the citizens may differ from how the nation is being branded causing tension. 
Democratically speaking, Dinnie (2008) claims that the head of state has the legitimacy, but 
not the required skill set, to manage the nation-brand. Further, Yan (2008) highlights the 
problem of frequently changing governments in relation to the required time span of a nation-
branding campaign. He continues to argue that little emphasis is placed on promoting nations 
and that differing opinions within a country obstruct the determination of which department 
should develop the nation-brand. In addition, Dinnie (2008) stresses the issue of who has the 
right to identify and use values in the foundation of a nation-brand strategy. The dilemmas of 
including or not including certain stakeholders in nation branding has caused for some debate 
in the literature. Considering the differences in how nations are formed and what they 
constitute, stakeholders differ depending on nation. The discussion within the literature mainly 
concerns who has the right and power to speak on behalf of a nation. However, if someone has 
the right to decide what a nation is and represent has received far less scholarly attention.  
 
The need for nations to brand themselves increases and tourism is one important subfield that 
needs to be integrated in the nation branding strategy (Mihailovich, 2006). A study by Scott et 
al. (2011) examines how the concepts of nation branding can be used in the promotion and 
development of international tourism. Findings show that nation branding can be used as a 
strategy or tool to gain attention, prosperity and self-affirmation in a globalised world. 
However, tourism is also significant for nation branding. Argued by Anholt (2007) is that 
tourism often is the most important and powerful subfield in nation branding as it has the 
permission to directly brand the country. Messages and information received from tourism 
boards are considered a legitimate representation of a nation. Further, tourism can positively 
influence other aspects of nation branding e.g. investment decisions. While Anholt (2007) 
highlights the theoretical perspective on the importance of tourism in nation branding, Dinnie 
(2016) assumes a more practical explanation. He argues that actions taken to enhance tourism 
need to be respectable and well-coordinated which is dependent on the coordination of the 
nation’s key stakeholders. He advocates the inclusion of all stakeholders as it creates a higher 
level of commitment but acknowledges the inevitable difficulties that arise. Hostility, for 
example, can occur from those who do not identify with the nation-brand. Saito and Ruhanen 
(2017) identify tourism stakeholders to include: all levels of government; government 
departments with links to tourism; international, national, regional and local tourism 
organisations; tourism developers and entrepreneurs, tourism industry operators; non-tourism 
business practitioners, and the community including local community groups, indigenous 
people’s groups and residents. Previous research regarding nation branding strategies related to 
tourism have been focusing on it as a tool for competitive advantage (Morgan, Pritchard & 
Piggott, 2002; Gilmore, 2002) and national tourism slogans (Galí, Camprubí & Donaire, 2017; 
Abbas & Lever, 2018). A study by Che-Ha et al. (2016) adopts a citizen perspective in the 
examination of nation branding elements. They argue that for positive emotions among citizens 
it is important to foster human capital, culture and heritage, and politics. Further, they claim 
that competitive advantage is built through exports, human capital and politics. These findings 
are argued to have practical implications for tourism marketers and policy makers.    
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Research regarding nation branding in relation to Sweden have focused on the role of 
stereotypes when building the nation-brand and the distinction between nation-as-state and 
nation-as-people. Criticism address that nation branding often neglects citizens in the branding 
process (Widler, 2007). More recent research has focused on communicative challenges of the 
Swedish and Norwegian governments when external forces, in this case a refugee crisis, creates 
contradictions between the situation and well-established public diplomacy and nation branding 
(Pamment, Olofsson & Hjorth-Jenssen, 2017). Further, in a study by Rodrigues (2019) she 
discusses different tourism branding strategies, including how multisensory experiences are 
provided by destination marketers with the intention of attracting visitors to different areas in 
Sweden. The research also analyses how marketing campaigns can express the identity of 
Sweden through its destinations’ attractions. Another aspect of nation branding in relation to 
Sweden has been put forth by Jezierska and Towns (2018) who argue that gender is an important 
component in nation branding. Their case study of Sweden recognises that tourism and 
commerce promotion in nation branding can be successful without basing it upon male and 
female stereotypes.  
 
As nation branding is a complex phenomenon consisting of different subfields and the fact that 
nations are different, it is difficult to fully understand the concept. Differing opinions regarding 
how the nation branding process should be conducted remain and the combination of these 
problems has complicated the creation of a clear framework on how to accurately and 
adequately brand nations. Tourism has proven to be a key element in nation branding, but its 
exact role and importance has not been the focus of current research. As previous studies have 
focused on the citizens’ role in nation branding a lack of research concerning the managerial 
perspective is evident. These issues and the scarce research of tourism in relation to the nation 
branding of Sweden has been identified as a knowledge gap which has led to the research 
question: 
 
What is the role of tourism in nation branding? 
 
1.3 Purpose  
The purpose of the study is to examine how tourism is integrated in nation branding strategies 
and how stakeholders operating in the tourism sector perceive their own influence on the nation-
brand. This will be achieved by conducting a qualitative study of Sweden using a managerial 
perspective. The goal is to provide a comprehensive and holistic view on tourism’s role in 
nation branding.  
 
1.4 Delimitations 
This study is delimited to only examine tourism’s role in the nation branding of Sweden. 
Focusing on one nation is based on the context dependency of nation branding (Fan, 2006). 
Further delimitations have been made in the empirical data collection to organisations directly 
or indirectly working with tourism that at the same time are involved in the strategic nation 
branding of Sweden. The study derives from a managerial perspective and will therefore not 
explore the perceptions of citizens or consumers. 
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2. Method 
Research strategies are presented in order to explain how the study was conducted, why it was 
implemented in this way and to what extent it is possible to rely on the results. 
 
2.1 Research approach  
This study is based on different concepts and theories where existing literature has been studied 
regarding; nation branding, its definition and how it is constructed; brand management 
strategies relevant within nation branding; and tourism, its stakeholders relevant to this study 
and in relation to nation branding. Theoretical findings were used to guide the empirical data 
collecting process which was then compared to each other in order for the study to contribute 
to the previous research – an approach described by Smith (2017) as deductive. Saunders, Lewis 
and Thornhill (2012) claim that the deductive approach is appropriate when theory on the 
research field already exists and was therefore chosen for this study. As nation branding is a 
complex concept to understand and grasp, a qualitative method was used to gain a more 
profound understanding of its theoretical and practical meaning. The method enabled a 
thorough exploration of the topic, which according to Carlsen and Glenton (2011) is one of its 
primary strengths. It is also argued by Trost (2010) that a qualitative method should be used 
when searching for patterns. Interviews allow in-depth answers (Smith, 2017) and were 
conducted as we searched for patterns, opinions and perceptions. How different methods 
influenced the study was reflected on by using the model presented by Åsberg (2001) as 
methodology. The decision to use a qualitative method and reflecting on how different choices 
affected our study resulted in a more effective work process as well as it enabled a more 
objective interpretation of the results.  
 
Viewing existing research on nation branding and tourism has resulted in the identification of 
a knowledge gap concerning tourism’s role in nation branding. A wide range of research has 
focused on various aspects of nation branding (Avraham, 2009; Bassols, 2016; Papadopoulos, 
Hamzaoui-Essoussi & El Banna, 2016) but less scholarly attention has been paid to what 
influence tourism has on nation branding. Due to the lack of clear guidelines of the nation 
branding process a managerial perspective was chosen to gain a better understanding of how a 
nation practically can work with it. A holistic case study was conducted as an array of 
stakeholders were examined within a specific case (Yin, 2012), which in this study is the 
organisations related to tourism. Conducting a case study on tourism’s role in the nation 
branding of Sweden enabled us to analyse and compile the results with the aim of contributing 
to a greater understanding of the chosen topic. 
 
2.2 Data collection 
In order to gather relevant data respondents with knowledge of our research topic were sought. 
Smith (2017) explains that depending on what knowledge is sought determines which method 
is used. Using a qualitative method is appropriate when wanting the inside perspective of a 
social context (Sirakaya-Turk et al., 2011; Padgett, 2017) as well as in research aimed to 
examine informal and unstructured linkages and processes in organisations (Marshall & 
Rossman, 2016). As this study aims to understand the context, linkages and processes within 
nation branding from a managerial perspective a qualitative method was used. Primary data 
was retrieved through interviews resulting in a database consisting of detailed and unique 
knowledge. It is argued by Hox and Boeije (2005) that to collect primary data is important as it 
is original and relevant to the topic of research which results in a high degree of accuracy. To 
gain relevant and specific information in a wider perspective data was gathered from the 
tourism sector as well as from organisations that do not directly and/or exclusively work with 
tourism. For a holistic understanding, four operational levels were chosen; local, regional, 
national, and international. A total of seven interviews were conducted. 
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2.3 Selection and delimitations 
Given that the process and conditions of nation branding differs between nations forced us to 
do a selection. With regard to the given time frame Sweden was chosen for a case study where 
the population on which the selection is based consists of organisations with close relation to 
the tourism sector. How the selection is done can according to Long (2007) affect the accuracy 
and reliability of the results. As we searched for opinions and perceptions, we are aware that 
the results can vary depending on the interviewees, as the responses will reflect their view of 
reality.  
 
Purposive sampling was used to identify and select participants for the interviews. The 
respondents were chosen based on their expertise and practical knowledge. Based on the 
research question, a number of criteria for participation were set up: they should on a national, 
regional or local level work with the strategic development of the Swedish hospitality industry; 
and/or hold a key position within another sector and within a vital hospitality industry 
organisation; and/or to work with the international marketing of Sweden as a tourism 
destination. The requirement for respondents to currently hold a minimum of a manager 
position within their respective organisation and work within these settings was an active choice 
to gain accurate and up to date information and increase the reliability of the results. We judge 
purposive sampling to be an advantage in our study as it according to Tongco (2007) is a method 
used to contact people that best can provide relevant information. However, we are aware that 
the entire population will not be represented through this type of sampling. Identifying and 
selecting relevant organisations for this study was a process originating in the criteria set up for 
the participants. Through this we identified Visit Sweden AB, Svensk Turism AB, Visita, the 
Swedish Trade Federation and Destination Kalmar AB. Recommended to us beforehand 
through our network was, Regionförbundet Kalmar Län while we were advised by other 
interviewees to include the Swedish Institute as they have a key role in the nation branding of 
Sweden.  
 
In order to determine the level of knowledge in the study, delimitations had to be identified. 
According to DePoy and Gitlin (1994) it will help state the extent of the study and to what 
degree it can be specified. Delimitations allowed us to articulate the characteristics that limit 
the scope of the study and were done in relation to the population and situation examined 
establishing the study’s reliability and external validity. The theoretical framework was 
delimited to books, research articles and reports treating nation branding and tourism, allowing 
us to carry out the study without compromising a comprehensive review.  
 
The case study constitutes the delimitation within the empirical findings and enabled a focused 
context concentrating on a specific set of variables. People who facilitate or limit the 
information access are according to Smith (2017) referred to as gatekeepers. Within this study 
the interview respondents are considered facilitators and the people unable to, or uninterested 
in partaking limiters. Limiters are also the individuals preventing us from reaching potential 
valuable respondents e.g. not forwarding emails. However, we evaluate the accessed 
information to be rich and detailed enough to still increase the reliability of the study. We are 
aware that bias can occur based on the first impression. Being students can affect the 
respondents’ level of engagement depending on whether they deem our study important or not. 
Their perception of Linnaeus University can also result in bias. Though we are aware that bias 
might have occurred, turning to gatekeepers is vital as they provide access to relevant 
information (Bryman & Bell, 2015). To be professional and to convey a serious impression was 
important as it can reduce negative bias.  
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2.4 Interviews and database 
Empirical data from the interviews were collected and compiled creating a unique database 
with insights to the nation branding of Sweden. The interview questions were based on findings 
in the theoretical framework and were designed and created parallel with reading the literature. 
This created relevance and a clear connection between the interviews and the research question. 
A deeper understanding of existing research and findings helped us to know what to ask and 
how to create the right questions to create more in-depth knowledge and fulfil the purpose of 
the study. In-depth interviews can, as argued by Smith (2017), obtain insight into organisational 
issues or perspectives from people closely involved with those issues. The design and 
framework of the questions – the interview guide – were semi-structured retrieval resulting in 
focused interviews while allowing follow-up questions for more detailed information. It also 
created a natural and unforced conversation which gave the interviewees opportunities to 
express personal reflections. In order for us to find themes not suggested by the theoretical 
framework, a majority of the questions were open-ended. This allowed us to find other 
strategies, events and experiences not suggested by the themes. By creating open-ended neutral 
questions, assumptions regarding the interviewees’ knowledge and clues about desired answers 
could be avoided. Formulating questions that only asked about one topic at a time were done to 
avoid confusion and the risk of only part of the question being answered. Carefully considering 
what kind of information was sought from each question allowed us to create clear questions. 
By formulating clear, open-ended, neutral, non-leading questions, the interview guide fulfils 
the criteria set forth by Patton (2002) for semi-structured interviews. The interview guide was 
to some extent adapted to better correspond to the respondent’s organisation’s assignments 
where question 6, 7 and 12 were adjusted to fit the local, regional and national environment. In 
accordance with suggestions made by Remenyi (2012), pre-test interviews are a way to obtain 
an intelligible. The interview guide was sent out to two colleagues. This was done using a 
convenience sample in order to ensure accuracy in the foundation of the framework. It increased 
the efficiency and helped us to avoid overlooking errors. A second pre-test, also using 
convenience sample, was sent out after obtaining and analysing feedback where logistical and 
technical issues had been addressed. By doing so we could create favourable conditions to 
ensure reliable answers. 
 
Five interviews were conducted in person: Jenny Roloff, brand manager at Destination Kalmar 
AB; Karin Ekebjär, tourism co-ordinator at Regionförbundet Kalmar Län; Anna Hag, 
economic-political expert at Visita and project manager at Svensk Turism AB; Mats 
Hedenström, head of the economic-political department at the Swedish Trade Federation and 
board member of Svensk Turism AB; and Michael Persson Gripkow, chief brand and strategic 
marketing officer at Visit Sweden AB, one via telephone: Christian Biller, brand manager at 
the Swedish Institute, and one via Skype: Nils John, country manager at Visit Sweden AB in 
Germany. To gain accurate and valuable information the questions were sent to the respondents 
prior to the interviews. We also informed the respondents that the interviews would take around 
60 minutes to complete allowing them to set the sufficient time aside to avoid stress. The length 
of the interviews was between 45-70 minutes long, enabling the interviewees to thoroughly 
answer the questions. In-person interviews allowed interpretation of body language as well as 
gaining more context information and social cues. Vogel (2013) argues that this type of 
interview easier establish trust as well as concentration and motivation. Due to time limitations 
the telephone and Skype interview were held as results can be obtained more cost efficient and 
are quicker to administer compared to in-person interviews. Telephone and Skype interviews 
can however be compromised due to technical issues (Janghorban, Roudsari & Taghipour, 
2014). Even though no technical issues were experienced we are aware that some 
misunderstandings might still have occurred. There is also a risk of us unconsciously affecting 
the interviewees’ answers. However, Bryman and Bell (2015) argue that the nature of semi-
structured interviews can reduce potential errors. By combining semi-structured interviews and 
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pre-tests, we believe the results to be reliable. A short summary of our study and its purpose 
was presented at the beginning of each interview to ensure the respondents understanding of 
the subject. In addition to increasing credibility it also created a positive atmosphere and 
established a relationship to the interviewee. In accordance with suggestions made by Smith 
(2017), we encouraged the interviewees to ask questions and add information during and after 
the interview to ensure reliable answers and mitigate potential errors. All in-person interviews 
were conducted in the calm office of the respective interviewee without interruptions. The 
telephone and Skype interview were held at home to ensure a quiet and undisturbed 
environment. As we had no control over what environment the interviewees were in, 
interruptions could have occurred. However, the interviewees had scheduled our meeting so 
that no disturbances occurred on their part either. 
 
2.4.1 Operationalisation 
Before conducting interviews, it is explained by Jacob and Furgerson (2012) necessary to 
conduct a thorough literature review. Basing the interview questions on the theoretical 
framework allowed us to create questions grounded in the literature which helped us narrow 
and focus the questions to create meaningful data. Translating the central theoretical concepts 
to interview questions in order to collect the empirical material for the discussion is explained 
by Patel and Davidsson (2003) as operationalisation. Esaiasson et al. (2017) states that how this 
is done affects the reliability of the results. Doing this gave us a clear theoretical thread and 
how each cluster of questions relate to the literature is explained and clarified in the 
operationalisation scheme below.  
 
Table 1 Operationalisation scheme 

Concepts Interview 
questions Reasoning Author(s) 

General 
background 3-4 

These questions were asked to get an understanding of 
who the interviewee is and his/her position in the 
organisation he/she is working for in order to ensure 
their relevance for the study. The interviewee was 
asked to shortly describe the organisation to provide an 
understanding of its position and involvement within 
the tourism sector. 

  

Nation 
branding 5 

This question strives to identify if and how the 
organisation actively recognises, work with, and 
engages in nation branding.  

Anholt, 1998; 
Fan, 2006, 
2010; Dinnie, 
2008. 

Culture 6-7 

This section relates to the national identity of nation 
branding as well as the cultural brand management 
strategy. The goal is to outline cultural bearers and how 
they are managed within organisations operating on a 
local, regional, national and international level. 
Further, these questions intend to clarify how the 
interviewee believe their work influences the national 
identity. 

Kotler & 
Gertner, 2002; 
Skinner & 
Kubacki, 2007; 
Dinnie, 2008, 
2016; 
Aronzcyck, 
2013. 
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Identity 8-12 

As brand identity is an important component of 
branding, and by extension nation branding, questions 
related to national identity, brand identity-, and 
segmentation management strategy were asked. The 
first part of this section aims to identify the core of the 
Swedish nation-brand and how the organisation 
impacts the national brand. The second part provides 
an insight into how the organisation relates to the 
consumers as well as its international competitors when 
creating the national brand. 

Smith, 1991; 
Kotler & 
Gertner, 2002; 
McDonald, 
Christopher & 
Bass, 2003, 
Dinnie, 2008; 
Aronzcyck, 
2013; Groen & 
Lee; 2013. 

Image 13-15 

Knowing how the nation is perceived among an 
international audience can facilitate the nation-brand 
management. The nation-brand image can both affect 
and be affected by product-brand images. Therefore, 
the questions in this section are based on brand image 
management strategy and principles of country-of-
origin. The purpose was to see how the organisation’s 
strategies are managed with regard to the nation-brand 
image and its extended impacts. 

Amine, Chao & 
Arnold, 2005; 
Freire, 2008; 
Stock, 2009; 
Hakala, 
Lemmetyinen 
& Kantola, 
2013. 

Operating 
environment 16 

To investigate how the external environment is 
incorporated in the nation-branding strategies, these 
questions were asked to see if and how the organisation 
develop their strategies with regard to different external 
environment analyses. 

Kotler & 
Gertner, 2002; 
Alkhafaji, 
2003; Jobber & 
Ellis-
Chadwick, 
2013. 

Other 1-2, 17 

The first two questions were asked to follow the ethical 
principles of interviewing and gave the interviewee the 
opportunity to express him-/herself freely. The last 
question was asked to ensure that no topic was left 
uncovered or discussed too briefly. 

  

  Source: Own table 
 
2.5 Analytical method 
When gathering primary data three different methods were used; in-person, telephone and 
Skype interviews. This resulted in qualitative data that was analysed similar to a content 
analysis. Data analysis allowed us to make sense of the collected data. Merriam (2009) 
emphasizes the challenges of reducing the data to identifiable connections and linkages that in 
turn can be compared to presented literature with the aim of reflective conclusions. What 
follows is a more detailed explanation of how the data was analysed.  
 
2.5.1 Content analysis 
The data that was gathered was analysed similar to a content analysis as we, in line with 
Fischer’s (2007) description, aimed to interpret and code the empirical data in order to identify 
patterns and themes. Stating how results are created is argued by Schreier (2012) to be a 
prerequisite for validity. Accuracy in the results were achieved by recording and transcribing 
the interviews where researcher bias was reduced as interviews were conducted by both 
researchers. Interpreting the answers differently caused reflection and discussion providing a 
distance from the empirical material and in turn a greater objectivity. A copy of the transcript 
was given to the interviewees for additional comments and/or correction clarifying any 
misunderstandings helping us obtain more accurate and reliable results. Transcribing enabled 
us to code and categorise the answers providing an easily accessible holistic overview. The 
process began with coding the data based on the themes presented in the operationalisation 
scheme which in accordance with Elo and Kyngäs’s (2008) argument resembles a deductive 
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content analysis. During the process we also allowed for themes to be identified based on 
similarities within the empirical data resulting in that the analysis had aspects resembling an 
inductive content analysis – described by Elo and Kyngäs’s (2008) as when categories are 
derived from the data. As each individual answer was systematically arranged under each 
question to identify the extent of differences and similarities the process further resembles a 
content analysis, which, according to Fischer (2007), is when quantitative elements is added to 
qualitative material. The data was then analysed in relation to the theoretical framework to 
examine their correspondence and through this answer the research question. Due to the 
interpretation of data in content analysis, we, as researchers, are always affected by some degree 
of subjectivity when reading, annotating and coding data. However, being aware of this has 
helped increase the level of objectivity in the study. An advantage of being two researchers was 
our ability to decode the information separately, compare the results and iron out any 
discrepancies. This is argued by Hall and Valentin (2008) to mitigate reliability issues.  
 
2.6 Generalisation 
The goal of conducting a case study is to contribute to a greater understanding of the subject 
investigated. Smith (2017) argues that generalisation can be difficult when doing a case study 
as they usually consist of small samples. This also applies to our study, however, Malterud 
(2001) claims that qualitative data can be generalised provided that reflexivity is constant 
throughout the whole process. As previously stated, we recognise that knowledge is partial and 
situated, allowing us to in a more conscious way analyse data resulting in a higher level of 
generalisability. By combining the patterns found within the data with the literature we were 
able to detect indications of trends that could be representative beyond our study. Practically, 
these findings could to some extent be applied and considered when branding a nation. This is 
supported by Malterud’s (2001) argument that different components found in qualitative data 
can be applicable to other situations. If trends are to be representative for a larger population, 
we suggest more extensive research taking additional and other variables into account. Our 
belief is that, despite restrictions in generalisation, the results can be informative and valuable 
for researchers as well as others involved with nation branding. As nation branding is a holistic 
phenomenon incorporating various aspects of society and global trends, we reserve judgement 
as for how long the generalisations should be considered valid. Taking new or changing 
variables into account and continuously evaluate the situation is, according to Bryman and Bell 
(2015), necessary due to time dependency. 
 
2.7 Limitations of the data 
A strong tourism focus has to some extent resulted in limitations in the data. As data is mainly 
gathered from respondents involved in tourism production and marketing, it can be biased in 
terms of respondents overestimating the role of tourism in nation branding. Had interviews been 
conducted with respondents from other subfields in nation branding the results might have been 
different. The same reasoning applies if we would have conducted the case study on a different 
nation. The results may still be widely applicable as they can provide insight to nation branding 
and its practical use. Obtaining more and varied data would have resulted in more detailed 
results and conclusions. Conducting more in-person interviews instead of telephone and Skype 
interviews could have resulted in more detailed and nuanced answers (Vogel, 2013), but would 
have resulted in fewer interviews due to time limitations. The interviews were held in Swedish 
as it is the native language of the respondents which allowed them to accurately and in detail 
express themselves. However, due to the translation of the interviews, this can have caused 
possible limitations in the data, as some nuances may have been lost during the process. 
 
2.8 Reliability 
Striving for accuracy and consistency throughout the data collecting process helped us achieve 
a stronger reliability, which is referred to by Smith (2017) as to how consistent or reliable a 



  

 12 

result is. Identifying and selecting relevant respondents, and through conducting pre-tests 
interviews, the reliability was improved. Reliability can according to Golafshani (2003) and 
Bryman and Bell (2015) be determined by measuring the replicability of the study. We believe 
that our study can be replicated assuming the same method is used. The open discussion that 
semi-structured interviews allow complicates and can to some extent restrain the replicability. 
However, our interview framework serves as a well-constructed basis for replicating the study. 
It is important to understand that the study to some extent is limited to the conditions under 
which it was conducted, because as mentioned earlier, society and global trends are constantly 
changing. We are aware that the reliability might have been compromised due to delimitations 
in the literature. Despite this, we estimate the theoretical framework to be extensive enough for 
the study to be considered reliable as topics well related to our research question and purpose 
were treated. Comparing the empirical data with the theoretical framework has made our 
conclusions more grounded increasing the reliability. Our goal has been to remain objective 
throughout the process and not favour a certain interpretation, but we are aware that the results 
may have been affected by preconceptions. Ensuring that findings adequately reflect the 
researched phenomena can be achieved by letting respondents comment on the transcript 
(Noble & Smith, 2015). This was done to increase the trustworthiness of the findings.  
   
2.9 Validity 
The validity in our study concerns the integrity of the conclusions and is considered 
strengthened by the high reliability. Smith (2017) explains internal validity as to how well the 
research addresses the issues it claims to. We judge the internal validity in the study to be 
trustworthy as it was done thoroughly, constantly considering the issue of the study’s research 
question. As previously mentioned, we can see indications of trends in the empirical findings, 
and how well the results can be generalised and transferred to other circumstances is explained 
by Bryman and Bell (2015) as external validity. As we previously reserved judgment regarding 
how long the results can be generalised the external validity in the study is weakened due to the 
time dependency. 
 
2.10 Method reflection 
Choosing a qualitative method using in-person, telephone and Skype interviews allowed us to 
get a more comprehensive and deeper understanding of tourism’s role in nation branding. 
Limitations within qualitative research could be reduced through having the different 
perspectives of the two researchers. This also helped reach a higher level of impartiality which 
in turn reinforce the trustworthiness of the study. Maintaining a high level of reflexivity enabled 
the findings to approach generalisation. Concentrating the study to a qualitative method meant 
that we could embrace a more direct approach to the issues related to nation branding strategies 
of Sweden. Even though nation branding can be applied internationally it has to be researched 
in a context. Hence, our limitation to Sweden. For a more profound understanding of tourism’s 
role in nation branding a comparison research between different nations could have been 
conducted, but due to time restrictions such a study would have resulted in brief results without 
significance. Therefore, this was not an option. The systematic process of content analysis was 
more time consuming than anticipated, taking time away from improving other parts of the 
study. Despite this, we found it necessary to thoroughly process the data in order to achieve a 
higher level of credibility and relevance of the results. To facilitate and structure the work 
process, a time schedule was followed and continuously updated with prioritised tasks. An 
overview eased the process and enabled us to complete the study within the given time frame. 
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3. Theoretical framework 
A brief explanation of brand and branding in order to increase the understanding for nation 
branding. How nation branding can be used to create competitive advantage on an 
international market as well as to achieve different objectives. The nation-brand is largely 
constituted by the national identity and country-of-origin (COO) which in turn are affected by 
nation branding activities. In order to understand different nation branding activities, it is 
important to know which brand management strategies can be implemented. By reviewing 
current literature on how tourism has been related to nation branding a more comprehensive 
understanding can be gained. Only then is it possible to fully grasp tourism’s role in nation 
branding. 
 
3.1 What is branding? 
To provide a better understanding of how a country can develop and manage a nation brand, 
the term brand and branding needs to be understood as well as the important components of 
branding: brand identity and brand image. Aaker (1996) explains brand as a multi-dimensional 
concept consisting of functional, emotional, relational and strategic elements that together gen-
erate a unique set of associations among individuals. It is defined by the American Marketing 
Association (2017) as a “name, term, design, symbol, or any other feature that identifies one 
seller’s good or service as distinct from those of other sellers”. A brand can be seen as a promise 
to the customer, meaning that the product or service meets the offered quality and value (Kotler, 
2012). According to Anholt (1998) a brand is intangible as its value lies in a set of attributes: 
trusting the brand name for quality and reliability; a guarantee for its reputation; a promise of 
delivery; and the service provided to the consumers. Aaker (1996) explains that part of building 
a strong brand is about creating an emotional connection between the brand and the consumer. 
Research has shown that consumers value the emotional experience related to the purchase 
highly (Ratneshwar & Mick, 2005). Morrison and Crane (2007) argue that strong service brands 
can be built through creating and managing the emotional brand experience which they explain 
as creating a deep, long and intimate emotional connection to the brand that exceeds the mate-
rial satisfaction. It needs to be holistic and create a special bond which in turn build brand trust. 
Further, they argue that developing emotional brand experiences can be an effective strategy as 
it can lead to differentiation, increased sales, and establish customer loyalty. Branding is 
explained by Anholt (2007) as the process of building or managing the brand reputation. This 
includes how the name and identity is designed, planed and communicated. Branding is argued 
by Jaffe and Nebenzahl (2001) to include six different levels of meanings; attributes, benefits, 
values, culture, personality and user. Due to these characteristics, one of the major challenges 
is to develop positive associations to the brand. As stressed by Muda, Musa and Putit (2012) 
communicating with consumers and choosing the right channels is today a challenge as the 
media environment is facing an overload of noise and clutter. The competition for consumers 
attention is increasing resulting in consumers struggling with information overload. Exposure 
of too much information often result in the message getting lost. To communicate with consum-
ers in an effective way, they argue that advertisers need to find a unique way to break through 
the noise and clutter. 
 
Brand identity is described by Harris and De Chernatony (2001) as the combination of brand 
vision, brand culture, positioning, personality, relationships, and presentations. According to 
them, the vision should express the core values and purpose of the brand while the culture 
provides direction and guidance. Unique characteristics and attributes are emphasised through 
the positioning, which also mediates the offer. The personality embodies the emotional attrib-
utes of the brand and is influenced by the vision, culture and positioning. These also create the 
environment for relationship building between employees. Lastly, presentation concerns how 
the brand identity is shown and presented and should be based on customer preferences. Aaker 
(1996) emphasises the importance of knowing what the brand stands for and in an effective 
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way communicate this identity in order to be successful in building the brand. The brand 
identity can also be considered the unique set of associations to the brand and its suggested 
promise to its customers (Ghodeswar, 2008). It needs to reflect the business strategy as well as 
show the firm’s efforts taken to live up to this promise (Aaker & Joachimsthaler, 2000).  
 
Most companies, products or individuals have an image associated and attached to them (Jaffe 
& Nebenzahl, 2001). It is an important part of the brand in order for it to be powerful (Aaker, 
1996). Brand image is the mental picture of the offering that exist in the mind of the consumer 
(Dobni & Zinkhan, 1990) and includes specific product or service attributes that create sym-
bolic meaning (Padgett & Allen, 1997). It can therefore be defined as “the reasoned or emotion-
al perceptions consumers attach to specific brands” (Low & Lamb, 2000:352). Similar to 
companies, products or individuals, nations can have a brand or image among a target audience 
(Jaffe & Nebenzahl, 2001). However, branding a nation differs significantly from a physical 
product or company. The multitude of stakeholders and the wide range of brand touchpoints 
makes it a far more complex and multidimensional process than the one of products (Dinnie, 
2016). 
 
3.2 Nation branding 
Even though the number of articles regarding nation branding is increasing, it has not yet been 
commonly defined. One of the first attempts is made by Fan (2006:8) who defines it as “a 
country’s whole image, covering political, economic, historical and cultural dimensions. The 
concept is at the national level, multidimensional and context dependent”. Dinnie (2008:15) 
defines it as “the unique, multi-dimensional blend of elements that provide the nation with 
culturally grounded differentiation and relevance for all of its target audiences”. A further 
suggestion of its definition is made by Aronczyk (2008:42) who explains that nation branding 
should “attract the ‘right’ kinds of investment, tourism, trade and talent”. Additionally, both 
Kotler, Haider and Rein (1993) and Rawson (2007) highlight the importance of governments 
creating, promoting, protecting, and supervising the nation-brand. Dinnie (2008) explains that 
the emergence of nation branding is based on national identity and country-of-origin. He argues 
that these two concepts are interacting within the context of economic globalisation causing 
homogenisation of markets and increasing sense of national identity. These effects together 
with the lowering of trade barriers between nations have resulted in the emergence of nation 
branding. To effectively compete in a global market, nations have turned to brand management 
strategies, which is another factor of the evolution of nation branding. With regard to previous 
definitions in the literature this study adopts the following definition: nation branding is a com-
plex and unique multi-dimensional mix of elements operating on a local, regional, national and 
international level. It is context dependent and concerns the nation’s identity, reputation and 
image with the aim to stimulate tourism-, investment-, and trade promotion, as well as public 
and cultural diplomacy. 
 
3.2.1 Creating a competitive advantage 
In the same way as certain branded goods and services are being purchased due to the reputation 
and image of the brand a strong national brand is believed to enhance the international status 
and influence of the country and to create a competitive edge in the globalised economy 
(Browning, 2016). Multiple dimensions of nation branding have been discussed by researchers 
through indexes and models (Gudjonsson, 2005), all designed to measure the relative perfor-
mance of different national brands. By indicating whether a nation’s brand value is rising or 
falling, they provide clear incentives for governments to take action (Browning, 2016). 
Johansson (2005) argues that a nation-brand should consist of at least six different components 
including exports, government policy, citizens, investment and talent, cultural exports, and 
tourist experience. The most discussed index is probably the Nation Brands Index created by 
Anholt (2005) consisting of six different dimensions of national competence; exports, govern-
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ance, investment and immigration, cultural and heritage, people and tourism. All dimensions 
are argued by Rawson (2007) to contribute to a nation’s identity which then form a nation-
brand in the minds of an international audience. Anholt (2007) emphasise the importance of the 
government being in the centre of this strategy. Having a clear vision of the nation’s identity 
and if successfully implemented among stakeholders, nation branding can lead to positive 
change. As pointed out by Tinne (2013) it is important to remember that all nations have a 
unique name and images associated to them. It includes people both inside and outside of the 
country indicating that nations can be branded. This means that regardless of whether a country 
engage in nation branding or not a nation’s brand exists seeing that each country already has an 
image to its international audience. 
 
Nation branding strategies can be seen as a positioning tool to enhance economic, political and 
social conditions (Papadopoulos, 2004) and can, in today’s competitive and globalized 
economy, be a tool to gain competitive advantage (Magnusson et al., 2014). A growing aware-
ness that a favourable nation-brand can attract tourists, investors, the media and potential citi-
zens has led to more countries branding and rebranding themselves (Kotler & Gertner, 2002; 
Gudjonsson, 2005; Morgan, Pritchard & Pride, 2011). Dinnie (2016) argues that increasingly 
conscious efforts are made by nations to strengthen the nation-brand and to recognise the need 
to meet national key objectives in terms of trade, investment and tourism. Another additional 
objective for many nations is talent attraction, resulting in an increased competition for higher 
education students and skilled workers. Aronczyk (2008) explain that nation branding, as a 
communication strategy and a practical initiative, can help national governments manage and 
control the desired mediated image. It is a way to successfully compete in a global marketplace 
where national contenders increase, and the available resources are reduced. Further, she argues 
that resources not only consist of those available in a deregulated global marketplace but also 
of the coveted rewards from the attention economy. By using a distinctive image to attract 
positive recognition nations can break through the clutter which is a critical dimension of the 
practice. 
 
3.3 National identity 
National identity constitutes the foundation upon which nation branding is built. Knowing and 
understanding the primary features of national identity therefore becomes a necessity when 
developing nation-branding campaigns. For a nation-brand to be perceived as authentic and 
representative it needs to include and present the core of the nation. This largely regards, apart 
from the country’s companies and product- and service brands, its culture including language, 
literature, music, sport etc. (Dinnie, 2008). National identity can be explained as a set of attrib-
utes that are distinct from other nations and the collective sentiment of sharing most of these 
attributes. It is a belief of belonging to the same nation and national identity consists of a 
psychological, cultural, territorial, historical and political dimension (Guibernau, 2007).  
 
3.3.1 Internal and external forces 
National identity is a construct of both internal and external forces. Internally it can be gener-
ated through the collective will of citizens or the social engineering by elites (Aronczyk, 2013). 
In this aspect it forms a social bond between individuals and provides a possibility to create a 
sense of personal identity through a distinctive culture and the collective personality national 
identity brings. Connecting with the national identity can also be seen as a way to rediscover 
the self (Smith, 1991). This is further strengthened by Dinnie (2008) who means that for many 
people, it also holds an emotional and spiritual power that reinforces a sense of personal 
identity. It is the perceived shared identity that, according to Jaffe and Nebenzahl (2006), should 
be incorporated in and transmitted by nation-branding strategies. Considering the external 
perspective, Mayer and Palmowski (2004) argue that the national identity can only fully be 
determined by external recognition. A similar proposal is made by Aronczyk (2013) who claims 
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that it, in addition to the internal creation, is generated through the opinion of an international 
audience, supranational policy or mediated representation. Fan (2010) explains that the 
international audience will perceive the nation in a certain way whether a conscious effort for 
branding is taken or not. He means that in this context, the challenge of nation branding is to 
create a desired image consistent with the own perceived national identity. Qu, Kim and Im 
(2011) argues that the image of a nation should also be considered when developing the 
communicated national identity. Knowing how consumers perceive the nation is vital in the 
creation of a positive and recognisable national brand identity.  
  
As mentioned, culture plays a significant role within national identity and is argued by Dinnie 
(2008) to be a key feature of the concept. Skinner and Kubacki (2007) also argue that national 
identity is closely linked to the culture of a nation. The unique elements which distinguishes 
one country’s national identity from another are however, as earlier mentioned, limited (Clark, 
1990). The challenges of identification and communication this entails are amplified by changes 
occurring within the national identity, however slowly, globalisation being one of the causes 
(Edensor, 2002). Effects of globalisation can be seen as contradictory. It has caused the roles 
of nation-states to contract (Skinner & Kubacki, 2007), international trade barriers to fade 
(Dinnie, 2008) and markets to become homogenised. Increased interconnection between 
societies and integration between cultures have caused differences to decrease and similarities 
to become greater (Pugh & Hickson, 2002). Yet, globalisation has in some ways increased the 
sense of national identity (Dinnie, 2016) and strengthened its role on an international market 
(Skinner & Kubacki, 2007). Differences in national character create competitive advantage 
when it is incorporated for the benefit of a strong and positive nation-brand (Dinnie, 2016). 
Aronzcyck (2013) sees it as a resource that can be mobilised in favour of differentiation and 
competitive edge. When treating culture as a resource Holden (2004) claims that it has no 
significance until its value and utility are recognised as knowledge. 
 
3.3.2 National brand identity 
A nation-brand is the international perception of a country (Fan, 2010). The nation-brand 
identity is similar to conventional brand identity in that it is a construct based on: the vision the 
brand has of its future direction and its desired status; its scope, including market segments and 
possible product categories; its positioning in people’s mind; its personality and the way it 
wants people to connect to the brand emotionally; and the brand essence and what makes it 
unique (Roll, 2006). When developing a nation-brand identity most of these factors only need 
minor modifications to be applicable. However, it is described that the brand essence can be 
stated in only a few words. A nation-brand is far too multi-dimensional for this to apply (Dinnie, 
2016). Much of what is included in the nation-brand comes from the cultural aspect of national 
identity. Though it is intangible, it is considered a population’s or nation’s most distinguishable 
element (Pant, 2005). Culture therefore forms some of the nation-brand values (Dinnie, 2008). 
National identity can also be reinforced by acts of nation branding as it can work as a tool for 
airbrushing histories, memories and rituals particular for a nation (Aronczyk, 2013). An 
identity-image gap can occur as the target audience, in this case foreigners, sometimes lack 
knowledge or have stereotypical preconceptions of the country (Dinnie, 2008). National past 
both have a strong influence on how the national identity is constructed (Bond, McCrone & 
Brown, 2003) but it also influences how others perceive the country (Anholt, 2003). By brand-
ing the nation, misconceptions can be erased and the country can reposition itself more favour-
ably with regard to the target audience (Dinnie, 2016). Difficulties of including everything and 
everyone in the nation-brand identity stems partly from the tensions that can occur between 
cultural diversity and national unity (Burgess & Harris, 1999). This is one of the reasons people 
involved in creating a nation-brand identity needs to be selective when identifying what should 
be included and not. It is also impossible to include the entire national identity in the nation-
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brand as external audiences will not be perceptive of a country’s whole history, culture and 
people.   
 
3.4 Country-of-origin   
Country-of-origin (COO) is a recurring term when talking about nation branding. It is defined 
as the country in which the product is made (Thakor & Katsanis, 1997) and serves as a cue from 
which consumers make assumptions about a product or its attributes. These cues trigger a global 
evaluation of quality, performance, or specific product attributes (Godey et al., 2012) and can 
therefore be considered a major variable influencing consumer perception of brands (Hulland, 
1999). COO is explained by Jiménez and San Martín (2010) as an image element that includes 
products and characteristics associated with a nation e.g. technology, overall quality or typical 
products. The COO effect is defined by Samiee (1994) as the impact COO has on consumer 
perception or evaluation of products. Similarly, Dinnie (2016) explains it as the effect the origin 
of a product or service has on consumer attitudes and behaviour towards that product or service. 
However, Freire (2008) describes it as the relation between place and product. COO is argued 
by Dinnie (2008) to be an important key attribute because it serves as a differentiator within 
different product categories. It is the perceived fit between the product and its COO that creates 
the consumer value e.g. Italian fashion or Scotch whisky. Although the fit often results in a 
positive association, it is sometimes unclear in what direction the positive perceptions flow. It 
can either be the brand that enhances a nation’s image or a country’s high credibility as a source 
that enhances the brand. Paying attention to the symbiotic relationship between a nation-brand 
and the product, service or corporate brands (PSC) that either highlight or weakens their COO 
is important as nation branding activities will impact upon COO perceptions for the country’s 
PSC brands. Further, he argues that the collaboration and communication between a nation’s 
public and private sectors is vital in order to fully support the economic welfare of the nation 
and its commercial organisations.  
 
3.4.1 Consumer associations and behaviour 
Anholt (2007) talks about the COO effect referring it to the “made in” or “made by” labels 
emphasising their power and value. He claims that informed buying decisions is preferred by 
consumers but due to the lack of time and patience it is less prioritised. The COO can then, just 
like a brand name, be seen as a shortcut to an informed buying decision. If consumers perceive 
the information of a product to be too complex the risk of rejecting parts, judged as secondary 
importance, increase. This line of reasoning insinuates that the value or quality a label reassure 
is only symbolic as it is impossible for governments to impose quality standards that apply 
throughout the entire manufacturing sector. However, Anholt points out that perception often 
is stronger than reality. Nation image is often regarded as a relation between product and origin 
i.e. between product-country-image or country-of-origin (Pasquier, 2008). The COO effect is 
entrenched in the images consumers have of a product’s quality that is being marketed by an 
organisation associated with a COO. It is these images that refers to product-country-images 
(Heslop & Papadopoulos, 1993). In a study by Verlegh, Steenkamp and Meulenberg (2005) 
they conclude that product-country-images is often based on information from sources such as 
advertisement, word-of-mouth, product information or actual product experience. This means 
that COO is considered by consumers to be both an information variable and a source variable 
which play an important role as it affects how consumers evaluate products. However, they 
claim that less involvement with advertisement increase the consumer trust towards the COO. 
This supports previous statement that consumers use COO as a shortcut to minimize cognitive 
efforts. 
 
Similar to the discussion above, Tam (2008) explains that consumers can gain product-related 
experience through advertising exposures, word of mouth communications, interaction with 
sales representatives and trial and consumption. By being familiar with foreign products, 
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consumers create nation images (Roth & Romeo, 1992) as well as it affects consumers’ 
decision-making process, especially consumer evaluations of COO products. It is argued that a 
COO of a brand generates certain feelings and emotional values among consumers. This implies 
that a nation’s name is part of the brand name and in order for consumers to evaluate products 
and make appropriate purchasing decisions they use places as intrinsic cues. How a nation’s 
ability to produce and market such a product is perceived may affect the product image. 
Depending on the fit between the nation image and the brand, nation image can either be 
beneficial or harmful to a product (Freire, 2008). A case study by Amine, Chao and Arnold 
(2005) demonstrates how a nation, in this case Taiwan, can benefit from implementing a 
concerted nation-branding campaign over time in terms of enhanced COO perceptions. 
  
3.5 From country-of-origin and national identity to nation branding  
From the above discussions it becomes clear that the concepts of national identity and COO are 
two related fields, both underpinning the concept of nation branding. Dinnie (2008) explains 
that many factors that determine the country-of-origin image perceptions are based on the 
cultural, social and political context national identity consists of. A nation’s image is 
determined by a larger set of factors than just its products and services. When designing and 
building marketing strategies to brand a nation it is important to consider the determinants of 
national identity. Further, he argues that consideration must, among other things, be taken to 
tradition, values and norms in order to create a richer and more culturally informed basis on 
which the marketing strategies are based. The increasing trend of nation branding makes the 
implementation of national identity into marketing strategy necessary. Nations failing to plan 
the strategic management of a nation-brand will have a hard time competing with those 
embracing a more pro-active approach to this issue. 
 
3.6 Brand management strategies  
Brand management strategies are in nation branding used to promote the country’s products 
and image attractiveness (Dinnie, 2016). Strategy refers to a long-term direction and scope of 
an organisation that through configuring its resources and competences aim to achieve 
advantage in a changing environment (Johnson, Scholes & Whittington, 2008). Setting specific, 
measurable goals and targets is considered strategic planning and is amongst businesses 
(Wilson & Gilligan, 2005) and nations alike done to achieve multiple objectives. Implementing 
the strategy is within nation branding a challenge as the complexity of stakeholders makes it 
difficult to structure and manage (Dinnie, 2016). Five different brand management strategies 
concerning brand culture, brand identity, target audience, brand image and external 
environmental analysis have been identified within the nation branding literature and will be 
presented below. 
 
3.6.1 Brand culture management strategy 
As previously mentioned under section 3.3.2 National brand identity, the nation-brand should 
express the values of the nation and therefore needs to be grounded in the national culture and 
identity (Dinnie, 2008). Culture affects brands in terms of history, ethical concerns and con-
sumer response. Cultural codes do to some extent determine how brands work to create meaning 
and the cultural influences and implications of brands is what is considered brand culture. 
Brands can be used as a strategy to infuse culture with meaning as well as national culture 
provides a contextual understanding of the brand (Schroeder & Salzer-Mörling, 2006). Brand 
culture also concerns the images, myths, art and theatre that in the marketplace influence brand 
meaning and value (Schroeder, 2009). Integrating the national culture to the nation-brand will 
contribute to a greater perception of authenticity as it is considered the core of the nation. 
Including this in nation-branding campaigns will also make them become more than mere 
superficial PR- or advertising campaigns (Dinnie, 2008). Communicating what the brand is and 
what it stands for is a central part of the strategy and as the competition to do so is increasing, 
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organisations are becoming more expressive (Schultz, Hatch & Larsen, 2000). It also includes 
the communicated values (Schroeder & Salzer-Mörling, 2006) and can serve as a vision for 
what the brand wants or aims to be (Nadan, 2005). To decide and agree on some personalities, 
natural landmarks, and historical events is a central part of the strategy to create a strong 
national brand (Kotler & Gertner, 2002). A strong brand culture can lead to brand awareness, 
attracting and keeping the right people, satisfied customers, good relationships, competitive 
advantage and increased productivity (Wheeler, 2018). The personality of a brand is shaped by 
its values and identity (Harris & De Chernatony, 2001) and it is important for this to be 
congruent with the consumer’s own personality as it increases the probability for choosing that 
country (Maltzer et al., 2016). 
  
3.6.2 Brand identity management strategy 
Brand identity management is argued to be the primary marketing strategy of nation branding. 
Focus lies on how to position the nation-brand and how the identity is to be communicated 
(Groen & Lee, 2013). The brand identity of nations needs to be closely related to the group 
identity to help individuals express values and show personality traits to which they aspire. 
Making people feel included in the brand is a strategy in order for them to relate to it. This 
creates a proudness to be part of the brand which make them help co-create the brand and its 
promises (Black & Veloutsou, 2017). Similarly, Cai (2009) argues that when forming the iden-
tity of a place-brand, the identity should be built through spreading activation. A clear internal 
perspective should be adopted while including multiple stakeholders focusing on their long-
term relationships and interdependencies. A common element of any brand’s identity is accord-
ing to Ruzzier and De Cherantony (2013) that the core or personality of it largely reflects the 
personality of the people constituting and living the brand. Dinnie (2008) argues that an internal 
analysis can be beneficial to identify the nation’s capabilities within the sectors of tourism, 
foreign direct investment, export promotion and talent attraction. This is part of evaluating the 
nation’s current competitive position and he suggests that visual manifestations such as flags, 
uniforms of state officials, traditional clothing, architecture and landscape can be used as a 
strategy to communicate the national-brand identity. Auditive ones such as language, national 
anthem and voices of well-known individuals closely associated with the particular country can 
also be used. 
  
3.6.3 Segmentation management strategy 
When developing a brand management strategy, it is important to have a comprehensive 
knowledge of customer beliefs and behaviours. By understanding the target audience, brand 
attributes and identity can be communicated to them in a way they can easily understand 
(Ghodeswar, 2008). Customer focus is central for a company to succeed as without enough 
purchases there is no business. Researching customers more thoroughly often results in a 
realisation that every marketing opportunity cannot be pursued as resources and skills are 
limited (McDonald, Christopher & Bass, 2003). Identifying and serving individual customers 
is the goal of segmentation (Wedel & Kamakura, 1999). Deciding on a particular segment and 
understanding this market is a strategy to further help divide it.  Identifying sub-segments 
facilitates the focusing of resources to the most promising opportunities. Continuously updating 
who the customers are and who they will be in the future helps understanding the current market 
and evaluating potential market decisions (McDonald, Christopher & Bass, 2003). 
 
Branding campaigns are made both internally and externally (Volcic & Andrejevic, 2011) and 
in nation branding, segmentation does not only concern the customers, but also include resi-
dents and employees, business and industries, export markets and business- and non-business 
visitors (Kotler, Haider & Rein, 1993). In many nation branding cases, the external target audi-
ence consists of economic elites as the goal is to increase foreign investment, exports, and 
tourism (Volcic & Andrejevic, 2011). As globalisation has caused interactions between people 
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and markets to intensify, marketing scholars are increasingly advocating global market 
segmentation independent of nation boundaries over treating each nation as a separate market 
(Bolton & Myers, 2003; Merz, He & Alden, 2008). While this might be true for some cases, 
the extent to which this should be applied varies as the effects of globalisation differs between 
individuals, places and situations (Cleveland, Papadopoulos & Laroche, 2011). When market-
ing a nation, it is, according to Kotler and Gertner (2002), equally important for the strategy to 
be very specific about what is to be marketed and to whom. They focus on the marketing of a 
nation as a tourism destination and stress the importance of knowing and understanding the 
values tourists seek. Further, they explain that the segmentation can be done with regard to what 
types of attractions tourists seek, by area, seasons, customer characteristics or by benefits. 
Additionally, studying contemporary attitudes, behaviour and interests of potential tourists is, 
according to Mohsin (2005), a strategy to help predict and estimate the potential demand. 
  
3.6.4 Brand image management strategy 
A beneficial tool in nation branding is to establish an image. Independent of nation branding, 
all nations have an image attached to them and they can change and evolve as various factors 
are influencing them. The branding of nations involves assessing and managing the image the 
nation prefers and if possible, trying to make it more attractive (Rainisto, 2003; Hakala, 
Lemmetyinen & Kantola, 2013). Nations can manage their image as a strategy to attract tourists, 
add value to products originating from the nation, attract foreign investment and attract skilful 
residents (Stock, 2009). The key to achieve with the above is raising awareness. Without aware-
ness people cannot develop a positive attitude towards the nation and in a longer perspective 
visit (Fill, 2009) or invest (Hakala, Lemmetyinen & Kantola, 2013). A nation’s image can be 
improved through nation branding but if the country has fundamental problems with e.g. 
political, economic or social aspects, these need to be sorted out before nation branding can 
actually make a real impact (Fan, 2006). An individual’s perception of a country is subject to 
where that person is from and people who are frequent travellers have been seen to have a 
greater interest in learning about foreign countries (Hakala, Lemmetyinen & Kantola, 2013). 
To succeed on the global market, it is vital to develop a strategy that communicates the nation’s 
distinctiveness and enhances its image (Fan, 2006).  
 
A strategy used by brand managers to promote the country image is the creation of a slogan 
(Kotler & Gertner, 2002). A slogan should go hand in hand with the creation of the national 
brand image (Volcic & Andrejevic, 2011) and is argued to be beneficial for especially smaller 
countries as they try to differentiate themselves from other nations. It is about identifying the 
central idea on which the strategy is based and narrow this down to a slogan that serves as a 
base for the rest of the campaign (Jansen, 2008). Developing slogans does however bring 
challenges. It is difficult for a slogan to be inclusive enough of a whole nation to relate to it 
without being too vague. Simplifying a nation in this way can also result in misunderstandings 
(Szondi, 2008). Direct translations of slogans can cause meanings to get lost or misinterpre-
tations (Volcic & Andrejevic, 2011). 
 
Country images are also important when evaluating products. Associations are created and the 
image can influence purchase decisions. Whole product categories can benefit from a positive 
nation image. Successfully developing a positive nation image can also be used as a strategy in 
the branding of a nation (Stock, 2009). Additionally, it is argued by Hakala, Lemmetyinen and 
Kantola (2013) that nations in themselves can be considered products or brands and according 
to Fan (2006) there is a linkage between nations that are strong brands and those that produce 
strong brands. Similarly, it is also argued by Kleppe, Iversen and Stensaker (2002) that a strong 
product brand can affect other less known product brands as well as the country image. The 
correlations between nation-brand image and product-brand image are similar to the ones 
regarding the country-of-origin (COO) relationship between products and country (Freire, 
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2008; Jiménez & San Martín, 2010) strengthening the relevance of considering both country 
and product brand images when working with nation branding. 
 
Consumers can be subject to pre-existing national stereotypes that are difficult to change (De 
Chernatony & McDonald, 2003). It is therefore important to adopt a nation branding strategy 
that embraces both past heritage as well as the present culture. If not, the outdated images will 
obscure the consumers’ perceptions of the actual current culture (Szondi, 2007). As the process 
of building a brand takes time and requires long-term commitment (Aaker & Joachimsthaler, 
2012) a nation should adopt a long-term strategic view when building its brand. Short term 
solutions will only result in small payoffs where the effects may be ephemeral (Dinnie, 2008). 
  
3.6.5 External environmental analysis 
In order to enhance the position of a country on the global market, a strategy focusing on 
understanding external environmental forces is required (Kotler & Gertner, 2002). These forces 
are impossible or difficult for management to control and are subject to continuous change. The 
forces are often thought of as economic, technological, political and social (Alkhafaji, 2003). 
Kotler and Gertner (2002) also suggest natural disasters and the way media and press dissemi-
nate the nation to be external forces as they can affect the nation either directly or indirectly. 
The researchers further argue that for strategic place marketing, in this case nation branding, 
aside from evaluating the country’s own strengths and weaknesses, attention should be drawn 
to the external environment. This includes gaining a dynamic understanding of opportunities 
and threats as well as the competitive forces in the environment. Factors affecting buyer deci-
sions such as image, attractions, infrastructure, and people also need to be considered. To 
analyse competitor strengths and weaknesses as well as their strategies and response patterns 
are also, according to Jobber and Ellis-Chadwick (2013), part of the external environmental 
analysis. This type of competitor analysis is argued by Dinnie (2016) to be necessary for each 
of the areas of nation branding within which a nation competes, as competitors vary depending 
on the area. Alkhafaji (2003) explains that the market requires to be analysed in terms of growth 
rate, size rivals, buyers and whether or to what degree their offer differs to the own. In line with 
Dinnie, he emphasises that this should be done within each separate industry or sector. He 
continues to argue that scanning the external environment can provide valuable information 
that supports strategic planning and prevents surprises. However, he also highlights the 
challenges of external environmental analysis and explains that the expenses are high, the 
information time dependent and difficult to obtain.  
 
3.7 Tourism in relation to nation branding 
Both nation branding and communicating places as tourism destinations aim to construct and 
market their image abroad (Anholt, 2007). Branding campaigns can clarify the nation for resi-
dents through (re)producing culturally entrenched features (Widler, 2007). Tourism can serve 
as a tool to remind people about and re-write history (Puczko, Ratz & Smith, 2007) as well as 
create national revitalisation (Hall, 2002). To market and emphasise what is already internation-
ally known, national folklore and a configuration of the past has e.g. been used by Romania to 
create a brand for the nation with the aim to increase tourism (Light, 2001). Similarly, it is 
argued by Rodrigues (2019) that tourism initiatives can uplift the nation-brand image. She sug-
gests that this can be accomplished by tourism attractions incorporating cultural values in their 
businesses and activities. If the beliefs, values and attitudes within a nation are deeply rooted 
in society, she means they are more easily transferred to businesses. Further, she argues that 
destination communication strategies should mediate authenticity through images rooted in the 
nation’s cultural values. Managers should create a strategic nation-brand anchored in the nation-
al identity and develop a brand platform where the visual national identity is distributed. Tour-
ism and nation-branding campaigns can according to Pawlusz and Polese (2017) be viewed as 
symbolic spaces of identity production. Both in the sense that it tells an international audience 
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about who and what the country is, and in the sense that it can create a feeling of national 
belonging and perceptions of nationhood among residents. Tourist spaces, products, and ser-
vices can be used to create tangible, personal and individual experiences of the national 
identity.   
 
To align the residents’ perception of the nation-brand with the tourists’, a platform for distinct 
place-communication can be created and used to reinforce identity and heritage as well as for 
tourism promotion. Nation branding is an opportunity to utilise existing resources to effectively 
compete internationally and is mostly done through tourism in cultural, political and economic 
terms (Morgan, Pritchard & Piggott, 2003). For tourism to be a tool for nation branding a vision 
founded on thorough stakeholder, consumer and competitor research needs to be carefully and 
clearly articulated in all communication activities related to the brand personality (Morgan, 
Pritchard & Piggott, 2002). Blain, Levy and Ritchie (2005) argue that tourism destination logos 
can help destination marketing organisations in their marketing activities. It is a way to create 
brand identity and perceptions of a nation that is important in the tourist’s decision-making 
process. In order to be effective, it needs to connect with the target audience and positively 
symbolise the assumed visitor experience. In line with the previous argument, Galí, Camprubí 
and Donaire (2017) advocate a tourism slogan as an effective and important tool for the 
development of the national brand. They claim that tourism slogans concentrate the diversity 
of a place into a number of key concepts representing the brand identity while also indicating 
the organisation’s tourism strategies.  
 
3.8 Tourism stakeholders 
A successful tourism destination, in this case a nation, is not a function of a government or 
tourism organisation alone. Tourism destination planning, decision-making and management is 
dependent on collaborations between different public and private stakeholders (Bornhorst, 
Brent & Sheehan, 2010). As previously mentioned, Saito and Ruhanen (2017) argue that tour-
ism stakeholders include different levels and departments of government and tourism organisa-
tions as well as non-tourism business practitioners, and the community. When looking at a 
tourism destination from a management and marketing point of view Presenza and Cipollina 
(2010) have identified: city, provincial and regional government; local and national tourism 
association; tour operators; tourism bureaus; tourism consortiums; and travel agencies as tour-
ism destination stakeholders. Their research indicates that the public sector, particularly tourism 
bureau, regional and provincial governments, are the most important ones. However, they argue 
that travel agencies, even though they are part of the private sector, are essential for manage-
ment and marketing of a tourism destination. They emphasise the importance of strengthening 
the relationship between tourism companies and between them and policy makers. Strategies 
are built upon collaborative and inclusionary consensus-building practices where trust is a 
prerequisite. 
 
Engaging the local community in tourism development can be seen as a strategic destination 
management tool and a democratic right. This type of community-based approach is a signifi-
cant aspect for sustainable development where pairing local knowledge with expert tourism 
knowledge is a valuable tool. The exchange can result in identifying local tourist attractions, 
profitable ideas of tourist products and services, and a mutual understanding that prevents con-
flicts of interests. If handled correctly this is an inclusive approach to sustainable tourism 
development, but if handled inadequately conflict and exclusion can occur (Lindström & 
Larson, 2016). Sustainable tourism development requires strong networks between stakehold-
ers and for the stakeholders to obtain resources needed to fulfil their objectives (McComb, Boyd 
& Boluk, 2016). This can be done through effective collaboration (Beritelli, 2011). Competition 
between stakeholders, differing interests and communication styles, and interdependency with 
other stakeholders can however hinder this work (Waligo, Clarke & Hawkins, 2013). To reach 
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some level of consensus and understanding of the tourism development directions is necessary 
for long-term success (McComb, Boyd & Boluk, 2016). For a dynamic and flexible collabora-
tion process, a direct dialogue is required as well as recognising the stakeholders’ interdepend-
ence, with the intention of creating a collective vision, shared decision-making and consensus-
building about planning, goals and actions for a tourist destination (Waayers, Lee & Newsome, 
2012).  
 
3.9 Conceptual framework 
Through the theoretical framework knowledge has been gained of what nation branding con-
sists of, how it has come to exist and tourism’s relation to nation branding. How different con-
cepts, stakeholders and brand management strategies interact in relation to nation branding has 
been viewed and enabled the development of the conceptual framework presented in Figure 1. 
 

 
 
The figure illustrates how the nation-brand is based upon and influenced by national identity 
and country-of-origin. As national identity is the core of the nation it forms some of the values 
of the nation-brand. It affects the nation-brand by its people and its cultural aspects and can be 
influenced by the creation and communication of the nation-brand. The country-of-origin refers 
to how the product brands of a nation can transmit their image to the nation-brand and thereby 
affect the international perception of that nation. In the same way, how an international 
audience perceives a nation can influence their attitudes towards product brands from that 
nation. The tourism subfield of nation branding is important as it is closely linked to economic 
growth and the development of a country. Tourism can be used as a strategy for capitalising on 
a country’s reputation. For tourism to be an effective tool in nation branding, collaboration 
between different tourism marketing stakeholders is necessary for spreading a positive image 
of the nation. These stakeholders also need to include, or at least consider, other ones, such as 
citizens and producers, to be able to build a nation-brand that lives up to the expectations they 
have created in the minds of an international audience. When tourism stakeholders apply 
different brand management strategies to the nation-brand it can create a consistency within the 
brand, provide authenticity and representativeness creating positive associations in the minds 
of international audiences, and provide indications of future trends in the changing 
environment. To actively manage the nation-brand through the strategies while considering its 
relation to the national identity and country-of-origin is what constitutes nation branding. 
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4. Empirical findings 
To clarify the relevance and reliability of the empirical data, the interviewees, their positions 
and the organisations by which they are employed are presented. In order to better understand 
the data, findings have been categorised based on the themes identified in the conceptual 
framework and are presented in accordance with the structure of the interview guide. 
          
4.1 Case introduction  
The organisations and interviewees chosen for the case study meet the criteria set up for 
participation under 2.3 Selection and delimitations. All organisations are operating in the 
tourism sector in some form and are involved in the development of Sweden as a brand. The 
data in this section was gathered from interviewees all holding a key personnel position within 
the respective organisations. The interviews took place between the 10th-19th of December 
2018. Each organisation and interviewee are presented below.  
 
Jenny Roloff1 – Destination Kalmar AB 
Jenny Roloff1 (further referred to as Jenny) works at Destination Kalmar AB as brand manager 
with the responsibility for destination marketing and is part of the strategic development of 
Kalmar as a brand. Destination Kalmar AB is a destination management organisation consisting 
of three operational activities: Kalmar Castle, Kalmar Tourism Centre and the Guest Marina. 
The organisation collaborates with the business community to develop, profile and market 
Kalmar as a destination. In this case study Destination Kalmar AB represents an organisation 
operating on a local level. 
 
Karin Ekebjär2 – Regionförbundet Kalmar Län 
Karin Ekebjär2 (further referred to as Karin) is appointed as tourism co-ordinator at 
Regionförbundet Kalmar Län. She is responsible for the coordination of the regional hospitality 
industry consisting of 12 municipalities. Additionally, she is part of the international marketing 
of Småland and Öland as a destination which is a collaboration between the provinces’ 
municipalities. Regionförbundet Kalmar Län offers networks, coordination and financial 
support to achieve concrete goals that benefit regional development. In 2019 it will merge with 
Kalmar county council and operate under the name Region Kalmar Län. The organisation 
represents a regional level in this case study. 
 
Anna Hag3 – Visita and Svensk Turism AB 
Anna Hag3 (further referred to as Anna) is positioned as the economic-political expert at Visita 
with focus on tourism and sustainable urban development. She has previously worked at the 
Government Offices of Sweden at the Ministry of Enterprise and Innovation with issues related 
to tourism and the hospitality industry. Visita is an employer and industry organisation for the 
hospitality industry with focus on legal aspects and is a member of the Confederation of 
Swedish Enterprise. It consists of five regional associations and strives to influence politics for 
the benefit of the Swedish hospitality industry.  
 
Currently Anna3 holds a temporary position as project manager at Svensk Turism AB and it is 
mainly from this perspective that she answers the questions. Her assignment is to coordinate 
the work developing the new ‘Strategy for the promotion of Sweden abroad’ (SPSA), which 
will be launched in 2020. Svensk Turism AB is an umbrella organisation owned by and 
representing businesses in the Swedish hospitality industry. Its mission is to manage the 
industry’s part in the ownership of Visit Sweden AB, have the main responsibility for the SPSA 

                                                
1 Jenny Roloff, Personal interview, 2018-12-10 
2 Karin Ekebjär, Personal interview, 2018-12-17 
3 Anna Hag, Personal interview, 2018-12-12 
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and be a forum for the strategic development of the Swedish tourism industry. Both Visita and 
Svensk Turism AB are in this case study considered to operate on a national level.  
 
Mats Hedenström1 – Swedish Trade Federation 
Mats Hedenström1 (further referred to as Mats) is the head of the economic-political department 
at the Swedish Trade Federation and is a board member of Svensk Turism AB. His 
responsibility at the Swedish Trade Federation concerns political influence, at a national, 
regional and local level, that favours trade development. The Swedish Trade Federation is a 
member-driven non-profit organisation with the goal to strengthen trade and increase its 
members’ profitability. The organisation mainly operates within four areas: sustainability, 
safety and security, digitalisation and how this influences trade and job creation. It is the largest 
member of the Confederation of Swedish Enterprise and is also focusing on legal aspects of its 
sector. The hospitality industry is considered a part of the trade industry as city and destination 
development is seen as means for creating attractive trading venues. The Swedish Trade 
Federation is in this case study considered an organisation operating on a national level.  
 
Christian Biller2 – Swedish Institute 
Christian Biller2 (further referred to as Christian) works as brand manager at the Swedish 
Institute (SI). His focus is on global communication in the department for Sweden 
communication where he currently is working with the ‘Strategy for the promotion of Sweden 
abroad’. He works with communicating Sweden internationally as well as the graphic visual 
identity connected to it. SI is an authority with the task of increasing the international trust and 
interest in Sweden and strengthening relationships and development through culture, education, 
science and business. The organisation has offices located in Stockholm and Paris and aims to 
internationally strengthen Sweden’s influence and Swedish interests, increase prosperity and 
stability in the surrounding area, as well as a democratic, fair and sustainable development in 
developing countries. SI represents an international level in this case study.  
 
Michael Persson Gripkow3 – Visit Sweden AB 
Michael Persson Gripkow3 (further referred to as Michael) is the chief brand and strategic 
marketing officer at Visit Sweden AB. His strategical assignment includes analysing the 
external environment, market and target audience which forms the basis for the communication, 
insight- and accessibility work in order to promote tourism. As the chief brand marketing 
officer, he is responsible for building and utilising the existing image of Sweden. Visit Sweden 
AB is a communications company for the Swedish tourism industry. The company is owned 
equally by the state via the Ministry of Enterprise and Innovation and the Swedish tourism 
industry via Svensk Turism AB. Their assignment is to market Sweden as a travel destination 
abroad and together with the other members of the Swedish Promotion Committee (SPC) 
internationally market Sweden as a brand. Together with Sweden’s regions and destinations, 
they work to promote long-term tourism. Visit Sweden AB operates on nine international 
markets with offices in Denmark, France, China, the Netherlands, Norway, Great Britain, 
Germany and USA. The Indian market is managed from the office in Stockholm. Visit Sweden 
AB is in this case study considered an organisation operating on an international level.  
 
Nils John4 – Visit Sweden AB, Germany  
Nils John4 (further referred to as Nils) is the country manager at Visit Sweden AB in Germany. 
He is responsible for marketing Sweden to the German speaking market, which covers 
Germany and parts of Switzerland and Austria. Through the country office the organisation 
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aims to capture the regional culture and expectations about Sweden. The office in Germany 
focuses on marketing Sweden as a tourism destination attracting Germans and developing the 
Swedish brand image in Germany. As part of Visit Sweden AB, the German office represents 
an international level in this case study.  
 
4.2 The perception of nation branding 
Michael1 explains that Visit Sweden AB is part of nation branding as the organisation creates 
the foundation that constitutes the platform from which the 19 authorities and organisations of 
Team Sweden operates. He emphasises the importance of that all organisations involved in 
nation branding convey a consistent and unified message. However, he argues that several 
aspects affect the perception of Sweden as a brand such as individuals travelling abroad, large 
corporations and politics. Anna2 also distinguishes politics as an important part of nation 
branding as it is a way to profile the country. Both Nils3 and Jenny4 acknowledge Visit Sweden 
AB’s part in nation branding and Nils3 recognises Team Sweden as a network working to 
promote Sweden. He points out that the work of nation branding needs to continue and develop 
to avoid becoming static with the risk of being perceived as very traditional. The primary 
activity for the German office is according to Nils3 to attract German tourists to Sweden and he 
recognises the nation branding aspects within this work. However, he explains that to what 
extent projects focus on nation branding varies. Anna2 regards nation branding as an important 
activity to differentiate Sweden and create competitive advantage. However, she explains that 
Svensk Turism AB does not with this except their collaboration with Visit Sweden AB.  
 
Mats5 recognises the value of marketing and creating a positive image of Sweden. He argues 
that trade benefits from a larger number of organisations promoting Sweden. Christian6 explains 
that the Swedish Institute (SI) works with a long-term communication strategy of Sweden 
through a brand platform providing guidance in collaborations and within what themes to work 
with. SI mainly market Sweden as a student destination focusing on talent attraction. However, 
he explains that SI’s main mission is to understand and monitor the international image of 
Sweden in order to identify Sweden’s strengths and what is associated to the country. They 
analyse different international indexes and follow the dialogue of Sweden on social media to 
act accordingly. All interviewees, except Mats, explain that their organisations actively work 
with and consider the ‘Strategy for the promotion of Sweden abroad’ (SPSA). The strategy is 
based on the idea that cross-border cooperation is essential for tackling future global challenges 
and that cooperation between all promotion organisations of Sweden is needed to promote a 
strong broad and accurate image of Sweden internationally (Swedish Institute/Ministry for 
foreign affairs, 2017). Michael1, Anna2 and Christian6 all explain that their organisations are 
part of developing the strategy while Karin7 and Jenny4 are incorporating and adapting it into 
their organisations. Jenny4 clarifies that brand-building needs to have a long-term approach and 
that an awareness of national branding strategies and to implement these on the different levels 
is needed. The different regions in Sweden are according to Karin7 important for the enabling 
of nation branding as they and their products constitute Sweden as a brand. She argues that 
“nation branding has gained more importance within the region and other industries are 
starting to involve and pay attention to the hospitality industry”. She sees it as a positive change 
and that it is now considered an extremely important sector. As previously mentioned, Anna2 
stresses the importance of being unique where she highlights the promise created by Visit 
Sweden AB: ‘welcome to something else’. She refers this to the Swedish social structure, 
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welfare system and lifestyle. Further, she states that in a conversation with Simon Anholt, he 
explained that Sweden should focus on communicating existing assets as Sweden already exists 
in the minds of an international audience. His argument is based on Sweden’s high rankings in 
international indexes, but Anna1 explains that there are always aspects to improve. In line with 
her argument, Mats2 points out that Sweden can put more emphasis on its assets in favour of a 
more distinct image of Sweden. This, as it is often mistaken for Switzerland. He continues by 
saying that his American colleagues often describe Sweden as “the world’s most hidden 
secret”.  
 
4.3 Relations between national culture and nation-brand 
Creative work is highlighted by the interviewees as cultural assets of Sweden where music, 
design, nature, literature, innovation and lifestyle are frequently mentioned. Michael3 argues 
that this is part of the creative and sustainable lifestyle that is specific for Sweden. When Anna1 
talks about lifestyle, she refers to a tolerance and a social cohesion. Additionally, cultural icons 
are mentioned by Karin4, Christian5 and Anna1 as important assets where Astrid Lindgren is 
prominent. On both a regional and local level, Karin4 and Jenny6 also emphasises creative work 
as cultural assets where Jenny6 argues that “creating events of different sizes contribute to the 
social aspects of cultural assets that create pride among the Kalmar people”. 
 
Michael3 explains that the process of developing and selecting cultural assets in Visit Sweden 
AB starts by identifying the target audience. This is broken down into smaller segments whose 
motivations create the foundation for Visit Sweden AB’s nation branding strategy. He states 
that what already exists in Sweden is adapted to and highlighted for the target audience while 
trying to find a balance between the creativity, lifestyle and nature. The process also includes 
evaluating the offer in comparison to competitors. Visit Sweden AB in Germany has according 
to Nils7 developed a concept strongly focused on local knowledge. The process is a mix of local 
knowledge and continuous analysis of the target audience and needs to be balanced between 
traditional and modern cultural assets. As it is not Svensk Turism AB and Visita’s task to 
develop and select cultural assets, Anna1 refers this process to Visit Sweden AB. However, she 
talks about travel motivations and combining them as an important part of the process. 
Similarly, Mats2 explains that the Swedish Trade Federation does not work with these tasks but 
focuses on supporting their members. Nonetheless, he argues that the cultural assets need to be 
considered depending on demand and adjusted accordingly. Christian5 describes that SI to some 
extent is regulated by directives from the government which form the foundation for their work. 
At the same time, SI implements the SPSA which indicates the work direction where they 
should deliver content and identify concepts suitable for Sweden internationally. The process 
also includes collaboration with other actors within the creative sector as well as Visit Sweden 
AB. In addition to this, Christian5 says that SI gathers material and concepts for others, such as 
embassies, to use and provides this through the platform Sharing Sweden. Karin4 clarifies that 
the process of developing and selecting cultural assets is based on how the businesses or areas 
work themselves. They need to develop and adapt the cultural asset to be suitable for and 
capable of handling an international audience to then be communicated to the target group. 
Similarly, Jenny6 explains that they do not choose the cultural assets but communicate existing 
and valuable cultural carriers as this is considered the most cost-efficient way.  
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To ensure an authenticity and representativeness of the national culture Michael1 and Nils2 state 
that Visit Sweden AB strives for diversity in their communication. Michael1 explains that this 
considers places and attractions but also the people and is adapted to suit the target audience. 
Visit Sweden AB has a responsibility to represent a versatile and inclusive image of Sweden as 
most of the regions and cities do not market themselves internationally. Similarly, Christian3 
describes that SI has created an image bank together with Visit Sweden AB consisting of a wide 
range of pictures to ensure a representative image of Sweden. He acknowledges the difficulties 
of representing the whole national culture and stress the importance of continuously updating 
the bank. SI is also collaborating with other organisations e.g. universities which creates a 
natural representation of the country. Christian3 means that the organisations must represent the 
entire official position of Sweden and that there is a certain political agenda regarding what is 
considered Sweden linked to the country’s government. Besides this SI wants to attract 
individuals with a broad network and for them to be able to use SI’s material and to know the 
different themes that have been identified as Sweden’s identity. 
  
Anna4 emphasises the relevance of a continuous dialogue between producing and marketing 
organisations for securing authenticity and quality of the products. Just as Anna4, Karin5 argues 
that “frequent dialogue with the municipalities’ tourism managers can create a certain level of 
authenticity”. She claims that knowledge regarding supply and demand combined with the 
monitoring of visitor numbers is key. Further, Anna4 suggests that conversation creates a 
communal understanding of customer expectations which are then easier to meet. At the same 
time, she recognises that it is difficult for all actors, on a regional and local level, to work in all 
directions towards the same goals. Therefore, to package the products or services in a coherent 
way is argued by her to be vital. In Anna’s4 role as economic-political expert at Visita she says 
that a membership in Visita can indicate a certain level of quality and sustainability including 
ethical rules and collective agreements. She suggests that if expectations created by this are met 
it can be considered a way to ensure some level of authenticity. Nils2 is aware that German 
tourists appreciate authenticity and explains that this is improved by only marketing things that 
is consistent with the image of Sweden among the German audience. He also describes that this 
is an individual mix of expectations and offers that fits the region. Jenny6 points out that 
securing authenticity is extremely difficult as Destination Kalmar AB are not liable for the 
product content. What they can do, as described similarly by Nils2, is to not support events or 
projects that opposes their values. Mats7 explains that the Swedish Trade Federation does not 
work with authenticity and representativeness as such but mentions that companies can put 
more or less emphasis on being associated with Sweden.  
 
Neither Michael1, Nils2 or Christian3 believe the image their respective organisation 
communicates has any significant effect on the Swedish national identity as the visibility and 
exposure of their organisations’ work is very limited in Sweden. Christian3 states that there is 
a want to involve the Swedish residents in the conversation about Sweden but remains sceptic 
regarding if a governmental authority can impact the perceived own identity. He claims that 
changes in national identity happens over a long time. Jenny6 suggests that the local identity 
can only be impacted marginally by the communication. She does however believe that by 
arranging events and reminding people of positive aspects of an area, such as culture or nature, 
can increase a proudness of that place. Karin5 also talks about pride as an outcome of the 
regional communication. Regionförbundet Kalmar Län works with journalist visits to 
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communicate different parts of the region and she says that when the region is portrayed in e.g. 
National Geographic or Lonely planet it creates a proudness among the residents. Karin1 argues, 
alongside Jenny2, that hosting events can generate pride and create a synergy between the 
citizens and tourists. Nils3 mentions that if the image tourists have of the national identity differs 
from the local perception, irritation among citizens may occur. Similarly, Anna4 does not think 
the image in itself has any major effects on the own identity, but she argues that there is a need 
for organisations to show consideration and respect of the residents as well as listen and 
incorporate their opinions in their work. This can according to her be achieved through 
communication. Mats5 suggests that, from a trade perspective, global companies established in 
smaller communities creates significant pride and meaning for that community. It does not only 
attract visitors, but also creates work opportunities. 
  
4.4 The identity of the nation-brand  
All interviewees, except Mats, refers to the core values of Sweden to be innovative, open, caring 
and authentic as stated in the SPSA. Nils3 says that depending on the market, the values need 
to be accentuated and explained to different degrees. He states that the German market already 
expects Sweden to be caring and authentic, but what is meant by open and innovative needs 
further clarification. Christian6 sees this as a progressive positioning and Karin1 points out that 
Sweden does not have distinctive travel motivations such as the Eiffel tower or the pyramids. 
Therefore, she acknowledges the value in having a modern way of thinking, but she argues that 
on a regional level Astrid Lindgren is considered a core value. Based on a trade perspective, 
Mats5 associate Sweden with the core values openness, tolerance, democracy and stability. He 
believes Sweden should be proud yet humble and says that though Sweden has its challenges, 
the outside world does too. It is important for Sweden to be a good team player in the global 
community where Sweden e.g. are at the forefront of initiatives to positively influence the 
climate. Further, Mats5 points out that these values and this way of thinking is consistent within 
the member companies he works with.  
 
Regarding the impact a tourism slogan would have on businesses in Sweden, there is a general 
doubt among Mats5, Christian6, Nils3, Karin1, and Jenny2 towards a tourism slogan. Mats5 and 
Christian6 believe the payoff time for one-liners has passed and Mats5 expresses that customers 
to a greater extent want to be heard and offered something customised. He explains that the risk 
with a tourism slogan is that many actors are forced to compromise resulting in poor payoff. 
He says that “it is better to work with and agree on core values to unite actors”. To work 
towards a vision is something Christian6 believes to be important. He argues that the vision can 
resemble a slogan that easily can be reformulated to a slogan if needed. However, he thinks a 
clear offer and knowing the target audience is the way to success. Nils3 acknowledges the 
difficulties in creating a slogan in an understandable way where the core of the message is not 
lost. He advocates a common imagery as a communication tool for tourism promotion but states 
that a slogan can work as an internal instrument to create themes to work with and consensus 
within organisations, or in this case Sweden. Karin1, Anna4 and Jenny2 express concern 
regarding the inclusiveness of a tourism slogan. Jenny2 sees a risk of being scrutinised solely 
based on the slogan and if the expectations are not met the credibility for the product or brand 
is lost. Karin1 rather believes that slogans can be used by product brands to create recognition 
for the nation abroad and pride within the country. She exemplifies by saying that “Volvo is 
associated with safety and through their use of the label ‘made in Sweden’ it gets transferred 
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to Sweden, but for a country, I think it’s better to work along a strategy”. Michael1 explains 
that they work according to the brand promise called ‘welcome to something else’. This 
includes working with communication that is different and stands out as well as content that 
gets power by itself through influencers and PR. He hopes that businesses embrace Visit 
Sweden AB’s brand promise. What it takes to be different and how to create competitive 
advantage is continuously communicated by Visit Sweden AB to support this. Anna2 argues 
that it is also important to communicate that it is up to the organisations themselves to 
implement this as this is not Visit Sweden AB’s task. 
 
Michael1 believes that Visit Sweden AB can impact Sweden as a brand but that it is limited to 
the target audience. Their partnership with the Swedish Promotion Committee (SPC) impacts a 
wider audience and he adds that some of Visit Sweden AB’s work can create a more general 
knowledge about Sweden. They also work with the branding of Sweden through their 
collaborations with the different national regions. This in combination with their analyses of 
the external environment, market and target audience forms the basis for what is communicated 
as well as insight- and accessibility work for the benefit of tourism. The analyses are constantly 
used to revise the SPSA and he continues to explain that the strategy is easily accessed by other 
organisations as Visit Sweden AB’s ambition is for others to implement this in their work as 
well. Similarly, Nils3 claims that the brand platform is aimed to guide others and argues that 
communication needs to be adapted for the respective markets. All output created by Visit 
Sweden AB has an effect on the perception of Sweden, but he recognises that so does all other 
communications of Sweden independent of the source. He also explains that there is a 
continuous dialogue with larger Swedish corporations that wish to be associated with Sweden 
in order for them to communicate a similar image as Visit Sweden AB. Anna2 explains that 
Svensk Turism AB impacts the Swedish brand through their ownership of Visit Sweden AB 
and that there is a dialogue between the organisations. She says that Svensk Turism AB has had 
a quite passive role in the process and largely entrusted Visit Sweden AB with the task. 
However, she points out that a process to change this has been initiated. Mats4 is confident that 
the Swedish Trade Federation can impact the Swedish brand. He informs that their CEO is also 
the director of Visit Sweden AB. Personally, he can influence as a board member of Svensk 
Turism AB as well as the Swedish Foreign Trade Association. In his position as head of the 
economic-political department at the Swedish Trade Federation he represents Sweden and 
presents and propose Swedish terms and how Sweden views various issues in international 
trading contexts. SI is explained by Christian5 to impact what is internationally communicated 
from official Swedish organisations as they are in charge of creating the strategy as well as 
some of the content sent out. To secure a relevant strategy, it is continuously updated with 
regard to vision and target audience. To penetrate the entire organisation internal education and 
reminders are necessary. However, he is of the opinion that politicians with significant 
influence and major national corporations have a larger impact thought the issues they advocate 
and their actions. Karin6 states that the region influences the Swedish brand as they are and 
have what is being branded. There is an ongoing dialogue where Visit Sweden AB decide on 
themes that will be communicated and the region determine if and what to contribute. She 
clarifies that representation and influence is related to the amount of funds given to Visit 
Sweden AB. Jenny7 points out that Destination Kalmar AB does not have any impact on the 
strategical work with Sweden as a brand. They can however influence marginally though 
international events and marketing efforts. She expresses that they have a responsibility to 
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implement the SPSA as Sweden is a superior brand to Kalmar. Kalmar is rarely marketed 
internationally on its own, but is part of the regional collaboration Småland and Öland region 
which in turn is communicated by Visit Sweden AB. She argues that the mediated image which 
is communicated regarding the region does not always match the desired image of Kalmar.  
 
Michael1 explains that Visit Sweden AB has identified the Global Traveller as their main target 
audience through extensive international studies and interviews. The target audience wants to 
experience authenticity, meet locals, eat local food and understand the culture. The Global 
Traveller has been segmented further based on travel motivations and interests. These groups 
are called Curious Travellers, Outdoor Enthusiasts and Holiday Hedonists and have been 
divided into even smaller segments to investigate how to appeal to them even more. Michael1 
continues to explain that it is upon their travel motivations that the nation branding strategy is 
built and that the core values of Sweden and two main strategic advantages are incorporated in 
the communication. The strategic advantages are progressive contemporary culture and inviting 
living environment and are continuously updated based on target audience analyses. The 
advantages are based on eight ‘passion points’ that are what motivates the consumers at home 
and have been identified as design, fashion, music, movies, food and literature, “lifestyle-tech”, 
people and lifestyle, and nature and outdoor life. Further, he says that Visit Sweden AB evaluate 
the strength of the passion points in relation to competitors and base the offer on this and the 
segmentation process explained above. Nils2 states that the German office use the work 
described by Michael but identifies which subsegment is dominating the German market to 
adapt the communication thereafter. Anna3 and Mats4 describe that their organisations do not 
work towards an international audience except for some collaboration with Visit Sweden AB. 
Members of their organisations identifies international target audiences, but regarding 
international tourism Anna3 and Mats4 entrust this task to Visit Sweden AB. On a regional level, 
Karin5 explains that they use the segmentation done by Visit Sweden AB. The region 
participates in campaigns aimed at segments motivated by nature as this is the major resource 
of the region. She argues that the regional offers first become relevant for international tourists 
when they have decided to travel to Sweden. Similarly, Jenny6 means that Kalmar has a 
subordinate role in this context and do not usually, as mentioned, market their brand 
internationally. She does state that they never adapt the brand, they adapt the communication 
or message. Christian7 describes that within his unit they work with the international audience 
through their administration of the official website of Sweden and all social media channels 
belonging to Sweden. They communicate in four languages using different communication 
strategies with the aim to create credibility. He adds that SI has directions for which areas to 
work with but has to create own strategies as to how.  
 
Regarding the differentiation of the brand of Sweden, Michael1 states that Visit Sweden AB 
does this through following the promise ‘welcome to something else’. They try to incorporate 
this in all activities and considers the target audience as well as by communicating the strategic 
advantages. He argues that there is something unique about the Swedish lifestyle and nature. 
Through brand tracking and comparisons to the top competitors they can evaluate the brand 
position. From a German perspective, Nils2 argues that differentiation needs to relate to an 
emphasis of the diversity of Sweden where both modern and traditional aspects are included in 
the strategy. He also says they incorporate the diversity within each of the cultural resources in 
the strategy. Jenny6 argues that they, on a local level, are successful in incorporating the mixture 
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of old and new aspects in their differentiation strategy. Karin1 explains that they differentiate 
the region through the collaboration with Visit Sweden AB as well as journalists and 
influencers. She also mentions that her organisation enables and pushes for collaborations 
between regional produces and international travel agencies. Because of the work SI does with 
monitoring how Sweden are perceived abroad, Christian2 explains that they can be more direct 
in their differentiation. The organisation emphasise a progressiveness and that Sweden stands 
out with the values and social structure. He says that “the awareness of what makes Sweden 
stand out facilitates the creation of the differentiation strategy which also incorporates the 
target audience”. Mats3 describes that within the Swedish trade sector differentiation is done 
through the offer of quality, trustworthiness and service as well as a consistent environmental 
awareness. They aim to ensure this by evaluating companies before they enter the Swedish 
Trade Federation and yearly sustainability examinations.  
 
4.5 The value of a nation’s image  
Both Michael4 and Nils5 say that Visit Sweden AB uses annual brand tracking to measure the 
international perceptions of Sweden abroad. They mostly rely on their own brand tracking tool 
but also view other indexes, such as Nation Brands Index, Good Country Index and Reputation 
Index. Michael4 points out that Sweden has a high ranking in all of these international indexes 
and that it is a tool they take advantage of when securing future incoming tourism. Further, he 
emphasises that Visit Sweden AB is not responsible for product development but that they can 
encourage initiatives through information. How the Swedish brand image develops in Germany 
is according to Nils5 tracked and identified through media analyses and focus groups. He states 
that a large general knowledge about Sweden exists, but that detailed information is necessary. 
They are able to manage the image by adjusting communication based on how the image 
progresses. Further, he explains that “depending on a country’s image of Sweden, different 
situations can be perceived differently and have a greater or smaller impact on the Swedish 
image in that country”. Therefore, he stresses the importance of having different nation 
branding strategies for different markets. Christian2 describes that SI manages the desired image 
of Sweden long-term through the SPSA and by working broadly with their social media 
accounts considering the whole spectrum. Political discussions are avoided, and a majority of 
the content is positive. However, Christian2 points out that they do not and should not control 
the image. Jenny6 explains that Destination Kalmar AB does not control the image but manages 
it through incorporating the SPSA in their activities and communication. Controlling and 
managing the desired image of Sweden is according to Anna7 and Mats3 a task mostly handed 
over to Visit Sweden AB. Anna7 mentions that Svensk Turism AB manages complaints whereas 
Mats3 explains that the Swedish Trade Federation aims to mediate a positive image of Sweden 
at international congresses and meetings.  
 
All interviewees are sceptical to if a tourism slogan would significantly impact the image of 
Sweden. Michael4 clarifies that “the core values and prime assets should always be 
incorporated in the communication”. To express that Sweden is different entails the 
requirement of communicating products that are different. Anna7 stresses, just as Michael4, that 
there is more strength in having a strong brand where the core values are incorporated. 
Similarly, Karin1 rather believes in creating strong products. Christian2 means that a tourism 
slogan could work internally to create a direction if it is based on the vision and Jenny6 
expresses the risk of creating a slogan so broad that the meaning is lost, or too specific resulting 
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in exclusion. She also claims that it is difficult to control when not owning the product. Mats1 
argues that many difficulties with slogans are rooted in the large amount of power of the 
customers and in that words and sentences are interpreted differently. He suggests that 
identifying a clear target audience and unique selling point has greater impact on the image.  
 
Michael2 explains that Visit Sweden AB does not actively work to ensure that the experienced 
quality of products and services correspond to the expected quality. They do however have a 
methodical knowledge distribution through a digital knowledge bank available to companies in 
favour of self-development. What the company can and does work with is to choose and 
communicate products and services consistent with the desired image. Nils3 describes that they 
work with a program called matchmaking to meet quality expectations. Through this, the 
German office works in close cooperation with travel agencies to connect Swedish tourism 
actors with German travel agencies to secure that what is sought matches the offers. On a 
regional level Karin4 expresses that it is a very difficult task to ensure that quality expectations 
are met. They trust the municipalities to only put forth products appropriate for a certain market 
in order to be marketed to that audience. She claims that it is a lot easier when marketing on an 
international level as there are fewer products mature for export. The region also encourages 
that companies use a development system called ‘Swedish Welcome’ where they are evaluated 
and consulted in how to improve. Christian5 advocates a transparency in all communication, 
independent of sector, to mediate a true image. Anna’s6 and Mats’s1 respective organisations 
contribute with information about customer wants but a lot of the responsibility lies on the 
producers. Jenny7 explains that they, on a local level, work with strategic destination and place 
development that is based on physical environment, offers, profiling and marketing, and 
service. It is important that all these areas are up to date and appealing in order for the 
expectations to correspond to the experienced. 
 
Michael2 believes that the Swedish tourism image can impact other sectors in Sweden but do 
not think it is major. He means that everything integrates and that a platform for communication 
facilitates a cohesive message. Michael2, Nils3 and Jenny7 suggest that the tourism image can 
create knowledge about Sweden and leisure travels can result in desires to invest. In the same 
way business travellers can also be inspired to return for holidays. This type of exchange is also 
described by Anna6 who argues that the hospitality industry has an important role in creating 
vivid city centres that attracts other businesses. Jenny7 points out that knowledge or brand 
awareness can be gained through the hospitality industry where tax increase can be a result of 
the tourism image as tourism creates investment, talent attraction and increased income for the 
citizens. Nils3 explains that the image of Sweden can be enhanced after a visit and that “this 
can result in a greater interest in Sweden which can lead to purchases of Swedish products, 
wanting to learn the language or that people in other ways embrace the Swedish culture in their 
home environment”. Karin4 means that tourism to some extent can transform other sectors. She 
argues that former manufacturing industries, such as glassworks, have developed and adapted 
their activities into tourism attractions. She also recognises possible exchanges between sectors 
and says that “collaborations between tourism organisations and manufacturing companies 
can be beneficial for exposure”. The tourism sector can especially benefit from this in terms of 
funding for marketing the destination with the help of the manufacturing company. Christian5 
argues that “collaboration between the tourism sector and the manufacturing sector is 
beneficial for creating a stronger more accurate image of the country”. It can also create a 
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curiosity and the image is enhanced when visiting. He means that tourism is important for the 
development of Sweden and the economic welfare. Mats1 believes that the tourism image can 
have a great impact on other sectors. He argues that it can compare to the importance of the 
manufacturing industry in terms of job creation and states that around 200 000 job opportunities 
are annually created within the trade and hospitality sectors. Additionally, he reckons that the 
importance of the tourism sector will only increase and advocates establishing the hospitality 
sector as a primary industry of Sweden.         
 
4.6 Considering the external environment  
Michael2 explains that Visit Sweden AB works with continuous external environmental 
analysis though their consumer insight department. They regularly purchase statistics from 
GFK or Oxford Economics regarding the future development of the tourists and BNP 
progression of different countries. Political climate and trading trends are provided by the 
Ministry of Foreign Affairs and Business Sweden. He means that this together with own market 
analyses of their nine markets forms the foundation for business and marketing plans. The 
information is used to build good platforms and to make the right investments together with 
their partners. In Germany, Nils3 clarifies that the office conducts SWOT-analyses and creates 
strategic fundaments for regions. These are put together in export maps where they decide what 
aspects are relevant for marketing with the aim to create accessibility and knowledge about 
Sweden. Anna4 states that Svensk Turism AB follows UNWTO’s statistics, analyses and 
reports. She says that this work is important as they consider themselves part of a larger global 
context. They have created the strategy ‘Visit the Future’ together with Visit Sweden AB and 
the Swedish Agency for Economic and Regional Growth where external factors and current 
global challenges are analysed to determine what consequences this have for the Swedish 
hospitality industry. The strategy serves as a basis for future positioning. She also mentions that 
the new strategy will incorporate the goals of the 2030 Agenda for Sustainable Development. 
As the government has entrusted SI with the main responsibility to analyse the international 
perception of Sweden, Christian5 means that external environmental analysis is their area of 
expertise. Specifically appointed employees follows various international indexes and performs 
weekly reports about the conversation about Sweden in social media in order to identify 
Sweden’s position and areas of strength. Additionally, own studies on how Sweden is perceived 
within specific regions, often in collaboration with the Swedish embassy in the specific region, 
are performed. He also explains that SI conducts in-depth interviews and surveys to understand 
if and how the image is changing. Further, Christian5 says that SI concentrates on the relevance 
of changes and evaluate if and what direct or long-term decisions are to be made. In Mats1 
position at Svensk Turism AB he believes that external environmental analysis is important in 
order to develop the right management strategies. Karin6 says that they partly rely on the market 
analyses conducted by Visit Sweden AB but explains that they also buy data, mostly related to 
demographics and future skill supply, from Kairos Future. Additionally, they are part of a 
collaboration among the counties in southern Sweden called Business Intelligence Syd which 
also purchases data. She adds that they analyse where to best reach the tourists and 
conversations about the region on social media in order to tracks travel patterns. Jenny7 explains 
that on a local level, their work consists of reading blogs and newsletters related to the industry, 
consulting partners in their broad network and visiting other places for inspiration. She also 
sees value in viewing ‘good’ cases to adapt ideas to fit Kalmar.  
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For Sweden to reach a desired position on the global market Michael1 explains that Visit 
Sweden AB works together with SPC as well as their own nation branding strategy that is based 
on the ‘the Strategy for the promotion of Sweden abroad’ and market analysis. Their work 
largely depends on funding from the government and is therefore affected by the annual 
national budget. Nils2 says that they work with tracking, focus groups and market analysis to 
define what marketing strategies are most suitable to reach the desired image of Sweden. To 
position Sweden, Mats3 explains that they work in collaboration with Visit Sweden AB. 
Christian4 states that it is the communication that is important and that SI supply 
communication material, ideas and projects in order to improve Sweden’s position on the 
international market. He emphasises that it is the different analyses that forms the foundation 
for this material. According to Anna5 Svensk Turism AB supplies their members with 
information and knowledge regarding the industry for them to improve. Karin6 explains that 
the regions work with this through that municipalities supply Regionförbundet Kalmar Län 
with funding which are matched with the regions’ tax money. This money is then used for 
journalist visits, creation of marketing material, participation at trade fairs and campaigns in 
collaboration with Visit Sweden AB. Jenny7 stresses the importance of using a diverse imagery 
that mediates openness and equality in the international marketing. 
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5. Discussion 
Theoretical findings are discussed in relation to the empirical material enabling identification 
of similarities and differences between the two. The discussion also resulted in discovering new 
aspects specific to tourism in nation branding. Thus, we were able to better answer the research 
question.  
 
5.1 The relationship between tourism and nation branding  
The literature emphasises that nation branding is a way to increase international status and 
create competitive advantage (Aronczyk, 2008; Magnusson et al., 2014; Browning, 2016; 
Dinnie, 2016). This align with the empirical findings as tourism stakeholders implement or in 
some way work with strategies and communication to increase the Swedish brand’s competitive 
advantage, in line with nation branding. This as all organisations work to secure a positive 
perception of Sweden among an international audience. The clear strategic work that exists in 
all the tourism organisations show that they have a very developed nation branding strategy. 
That organisations not directly working to promote tourism and that the government is involved 
in the SPSA by owning half of Visit Sweden AB as well as giving directives to the different 
organisations about what to emphasise indicate that Sweden as a country has come a long way 
in the strategical work with nation branding. In order for nation branding to be effective, 
awareness needs to be raised (Um & Crompton, 1990; Fill, 2009; Hakala, Lemmetyinen & 
Kantola, 2013) and the nation in itself needs to be stable (Fan, 2006), both of which turned out 
to be true for Sweden. Therefore, Sweden can be considered to be in a position where nation 
branding initiatives are effective. As Sweden does not need to initiate spreading of awareness 
and that the country does not need to deal with fundamental economic, political or social 
problems, this position could also be the reason to that the strategic nation branding work is 
well-developed. 
 
It is argued that identifying differences in national identity can create competitive advantage 
(Clark, 1990; Keillor & Hult, 1999; Dinnie, 2008; 2016). This corresponds with the empirical 
findings where identifying uniqueness is emphasised among all interviewees where a strong 
focus on the social aspects lifestyle, welfare and social structure is evident. Further, it was found 
that their differentiation strategy includes the adaption of all activities and communications to 
correspond to the brand promise ‘welcome to something else’ as well as incorporating modern 
and traditional aspects, resulting in the desired progressive profile. The SPSA has been 
developed and is based on collectively agreed upon core values. This in combination with that 
the strategy is considered and implemented on a regional and local level, as well as that all 
organisations use it for guidance in decision-making supports the arguments that a distinct 
image can help break through the clutter (Aronczyk, 2008) and that the brand values and 
purpose should be expressed through the vision (Harris & De Chernatony, 2001). These 
findings suggest that by identifying what is unique, agreeing upon core values and adapting the 
brand promise and communication to this, a distinct image that reaches the target audience can 
be created. The willingness to adapt the strategy on a regional and local level can be explained 
by that the organisations see their own value in the nation-brand, and by extension the nation 
branding process. This can be viewed as a form of inclusion and is therefore also strengthened 
by Dinnie’s (2016) argument that inclusion creates engagement. Rodrigues’s (2019) argument 
concerning the development of a brand platform is strengthened by the empirical findings 
showing that a platform distributing the visual national identity, accessible for organisations to 
use in their communication, exists. The mutual strategy implemented on all levels and the 
collective imagery for international communication facilitates the perception and interpretation 
of Sweden as a brand creating a competitive advantage. With regard to this it is arguable that 
all organisations are in some way involved in nation branding. 
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Nation branding strategies are argued in the literature to enhance economic, political and social 
conditions (Papadopoulos, 2004; Dinnie, 2016), and that tourism as part of nation branding can 
result in that other goals of nation branding are achieved is argued by Anholt (2007). Job 
creation and trade benefits were identified in the empirical findings as results of increased 
tourism and promotion of Sweden as well as international talent and student attraction. These 
have clear connection to the enhancement of economic conditions as they directly create money 
flow while spending from the latter two can be seen as foreign investments. Mats’s1, head of 
the economic-political department at the Swedish Trade Federation and board member of 
Svensk Turism AB, conviction of tourism’s positive impact on the trade sector can be explained 
by his close connection to another sector and that he directly experiences tourists’ impacts on 
consumption. His argument regarding establishing the hospitality sector as a primary industry 
of Sweden and with regard to his position in the trade sector strengthens the argument that 
tourism has substantial impact on other sectors. The establishment of vivid city centres and the 
overall increased consideration of the hospitality industry were also seen to be results of 
tourism. It is arguable that these have an indirect influence over economic and social conditions 
as they create jobs in other sectors than solely tourism. Improvements of social spheres and 
public life and e.g. infrastructure for the benefit of tourism can also be utilised by residents 
which can be considered enhancement of social conditions. Further, Jenny2, brand manager at 
Destination Kalmar AB, and Karin3, tourism co-ordinator at Regionförbundet Kalmar Län, 
express the advantages of hosting festivals and events as it improves public life, attract tourism 
and fosters a sense of local confidence and pride. Therefore, they can also be included to 
enhance social conditions. As suggested by Anna4, economic-political expert at Visita and 
project manager at Svensk Turism AB, and Michael5, chief brand and strategic marketing 
officer at Visit Sweden AB, politics can be used in the branding of the country, but political 
conditions were not described by any of the interviewees to be affected by their branding 
communications. Rather, they describe that their organisations are influenced by political 
conditions and decisions. This implies that tourism in nation branding does not influence 
political conditions. However, considering the increased inclusion of both local and tourism 
aspects in different projects it can be assumed that a more comprehensive dialog between 
sectors is necessary, creating economic and social cohesion. Seeing the benefits of such 
projects, politicians can be presumed to make decisions in favour of them. Therefore, it can be 
argued that tourism does have a role in influencing the political conditions, though its role in 
enhancing economic and social conditions is more evident.  
 
As stated, Dinnie (2008) argues for a long-term strategy when building a nation-brand and 
Anholt (2007) emphasises that the government should be in the centre of this strategy. This can 
be seen in the tourism subfield of nation branding as all organisations work with strategies that 
have a long-term strategic view. Creating a sustainable brand is claimed by Nils6, country 
manager at Visit Sweden AB in Germany, and Jenny2 to require strong networks throughout 
the communication chain and continuous development in order to not get static. Focusing on 
long-term development and strong collaborations between tourism organisations and levels has 
also been identified as part of their differentiation strategy. Given that the SPSA is developed 
in collaboration between organisations with directives from the government and that the 
government owns half of Visit Sweden indicates that the government have a central role in the 
nation branding of Sweden. However, the fact that the organisations contribute to the strategy 
with insights from their respective fields means that though the government have a central role, 
it does not have absolute power. The collaboration and implementation of the strategy on all 
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levels also shows a strong network between the organisations. This also supports Aronczyk’s 
(2008) argument that nation branding can be a tool for governments to manage and control the 
desired mediated nation image. Seeing to the collaboration between the organisations involved 
with tourism as well as between the different levels, it is possible to state that tourism is part of 
the creation and development of the nation-brand. 
 
5.2 Tourism’s incorporation of culture in nation branding  
According to literature, a nation-brand needs to be grounded in the national culture and identity 
for the ability to express the nation values (Dinnie, 2008; Skinner & Kubacki, 2007) and that 
as part of national identity, cultural identity is considered the most distinguishable element of 
a nation (Pant, 2005). This is supported by the empirical findings as the organisations highlight 
cultural aspects in the marketing of what is distinctly Swedish. That all interviewees emphasise 
creative and innovative characteristics suggest a strategic work process for identifying the 
cultural identity which goes in line with Kotler and Gertner’s (2002) argument that deciding on 
what to include and agreeing on this is central to create a strong national brand. Sweden’s high 
ranking in international indexes indicate that the elements chosen to represent the Swedish 
identity and that an understanding of Sweden’s strengths exists. In accordance with the nation 
branding strategy of identifying national personalities to represent the brand (Kotler & Gertner, 
2002), organisations within tourism use national icons to promote tourism. This demonstrates 
that tourism can use elements of the national identity, such as personalities, to differentiate the 
nation and thereby enhance the nation’s image. 
 
What is not addressed as a problem in the literature but was found in the case study was that 
tension can arise when the organisations at a local level do not identify with what is marketed 
by the region internationally, even though the nation’s general values and the values that are 
identified locally agree. This refers to Jenny’s1 statement about Kalmar wanting to be identified 
with pulse and not with the calm and nature that the region promotes internationally. A reason 
to way a situation like this arises could be that Visit Sweden AB has a strong focus on the 
international target audience and acts in accordance with Maltzer’s et al. (2016) argument that 
the consumer’s own personality needs to match the nation’s values and identity for a visit to 
occur. However, local strategies for choosing what to market was found in the case study to 
differ from the national level in that they more strictly select the assets available. That an 
international target group is not to the same extent identified on a local level can be a reason as 
to why the strategies differ. It is arguable that this in combination with the difficulties of equally 
marketing all individual places internationally forces national tourism promotion organisations 
to market the most distinguished asset of a region in relation to international demand. For the 
tension not to result in conflict, organisations on a local level need to accept that what they offer 
might not attract international tourist as it is accessible to the them in their home environment. 
 
As acknowledged above, the national identity of Sweden has been incorporated in the nation-
brand, which according to Dinnie (2008) is a way to increase a sense of authenticity. Using 
different communication and information platforms to promote tourism have been identified as 
a nation branding strategy (Morgan, Pritchard & Piggott, 2003) and was found to be used among 
all organisations. In order to establish authenticity and representativeness, regular updates of 
the platforms are done where displaying diversity of people and places are important factors. 
Anchoring the images in the nation’s cultural values is a way for them to create authenticity, a 
strategy put forth by Rodrigues (2019). As stated by Anna2, meeting expectations is key for a 
sense of authenticity and quality. Based on her argument that memberships can create 
expectations that are later met and that it is the Swedish identity that is marketed internationally, 
it is possible to conclude that the standards required for memberships need to cohere with the 
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national identity. This is what an international audience base their expectations on and if that is 
not incorporated in the membership their expectations are less likely to be met resulting in 
decreased feelings of authenticity and quality. The same argument is valid when considering 
that a majority of the interviewees stress the importance of continuous dialogue between 
producing and marketing organisations. This can facilitate for producers to meet what is 
marketed and that marketers promote what the producers offer. That a direct dialogue between 
different stakeholders is beneficial is also strengthened by McComb, Boyd and Boluk’s (2016) 
argument on how to achieve long-term success and Waayers, Lee and Newsome’s (2012) 
discussion on how to create a dynamic and flexible collaboration process. In the empirical 
context, authenticity and quality are discussed as interrelated concepts. The reason for this is 
that a brand must fulfil their promised quality (Ghodeswar, 2008; Kotler, 2012; Black & 
Veloutsou, 2017) and, as what the tourism organisations offer is an authentic experience this 
can be considered a measure of quality in this context. The interviewees stress that as they do 
not own any products, they cannot control the quality. The organisations try to ensure a certain 
standard by using strategies of sharing information, promoting appropriate products, initiating 
dialogue between producers and tourism agencies and being transparent in all forms of 
communication. On a regional and local level, they actively work with and encourage 
businesses to partake in improvement programs. A reason for this may be that it is easier for 
lower level tourism organisations to apply this strategy as they work closer to the producers. 
This seems to suggest that for securing authenticity and quality in the nation-brand the role of 
tourism differs depending on level. Higher levels promote the nation and lower levels work to 
secure that what is promoted is consistent with what is experienced. 
 
As stated, the international perception of the nation needs to correspond with national identity 
(Fan, 2010). Though it is argued that the material from the previously mentioned 
communication platform can be used to reinforce national identity among residents, (Morgan, 
Pritchard & Piggott, 2003) this was not found to be the case among the interviewed 
organisations. The fact that the organisations do not see it as their task to use this material to 
influence and engage the local population suggests that tourism does not have a role in nation 
branding when it comes to influencing the national identity. However, on a regional and local 
level it is argued that various types of social events and that reading about the home 
environment in international contexts can create pride and reinforce the values communicated. 
As this partly corresponds with arguments that tourism campaigns can remind people of history 
and create feelings of national belonging and nationhood (Widler, 2007; Puczko, Ratz & Smith, 
2007; Aronczyk, 2013; Pawlusz & Polese, 2017) suggests that tourism on the lower levels can 
have a small impact on the national identity. 
 
5.3 Creating the nation-brand identity 
In line with Harris and De Chernatony’s (2001) proposal of how visions should be developed, 
a majority of the organisations work in accordance with the core values in their visions that are 
based on the SPSA. This strategy is based on extensive research suggesting that a correct brand 
personality of Sweden can be conveyed as this agrees with what Morgan, Pritchard and Piggott 
(2002) advocate as an identity-creating strategy. That a correct brand identity is integrated in 
the strategy suggests that Sweden lives up to the brand promise, as this corresponds with the 
correlation between identity and strategy set forth by Aaker and Joachimsthaler (2000). An 
alignment between the national identity and the brand identity of Sweden was found and 
according to the Black and Veloutsou’s (2017) argument, this is likely to cause Swedish 
residents to reproduce the brand. Further, Black and Veloutsou (2017) mean that an inclusion 
of the citizens in the brand make them more effective and likely to deliver the brand promise. 
Therefore, should the organisations begin to communicate the identity to the citizens and create 
a more effective dialogue regarding the core values of Sweden, the reproduction would 
increase, and international expectations would to a greater extent be met. Further, the empirical 
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findings show, just as stated by Cai (2009), that there is a clear internal perspective between the 
organisations in the branding of Sweden. Strong collaborations between the organisations and 
the different levels were found. This as well as that information is shared, and guidance 
provided indicates that a collective understanding that everyone creates and affects the brand 
exists. However, to what extent the interviewees deem their own possibility to impact the brand 
suggest that the higher the operation level, the more the impact. A reason for this could be that 
smaller local places seldom market themselves internationally but considering the empirical 
findings one can argue that the local role of tourism organisations in nation branding is to live 
up to the identity promoted internationally.  
 
Similar to Dinnie’s (2008) argument regarding internal analysis, the organisations work with a 
form of internal analysis to secure a relevant strategy, vision and identifying the nation’s current 
competitive position. Having an understanding of how to position the nation-brand will 
facilitate the implementation of the right communication strategies both argued by Groen and 
Lee (2013) to be a central aspect in creating brand identity. Just as Aaker (1996) who advocates 
the importance of knowing what the brand stands for, the organisations analyse and investigate 
what the core of the brand is at their respective levels. What is not mentioned in the literature 
but emphasised by the interviewees is that this is a very expensive activity which cannot be 
done frequently. Christian1, brand manager at the Swedish Institute (SI), and Jenny2 confirms 
what Edensor (2002) says about the identity changing very slowly which means that the internal 
analyses of the identity are not required to be conducted often. Further, a strategy not identified 
in the literature but is integrated on all levels is a theme-based communication strategy. 
Together they discuss possible themes that are then decided upon by the higher levels. The 
higher levels promote Sweden based on the themes whereas the regional and local level 
contribute with substance appropriate for these themes. This strategy suggests that all regions 
are able to get exposure internationally but are limited to themes selected by Visit Sweden AB. 
If a region never can contribute it can lead to feelings of exclusion and lack of representation 
of the national identity.  
 
The discussion within the literature of how to segment and the benefits of identifying target 
audiences (McDonald, Christopher & Bass, 2003; Ghodeswar, 2008) is found in the case study 
to coincide with the segmentation work of Visit Sweden AB. They are the only organisation 
that is actively analysing and selecting Sweden’s international target audience. This indicates 
that, although the tourism organisations are actively participating in the creation of the nation-
brand, some aspects of nation branding are concentrated to only one organisation. It was found 
in the interviews that there is a confidence in that the organisation with the task to segment the 
market does so correctly with continuous updates. It is arguable that this is an effective way to 
spend resources because if everyone segmented individually and correctly the work would only 
be done twice with the same outcome. Segmenting based on tourist values, characteristics and 
interests, as stated to be beneficial by Kotler and Gertner (2002), is perceived by Karin as the 
right approach. As this is the way Visit Sweden AB works can therefore be a reason for the 
high confidence they possess. 
 
5.4 The value of a nation’s image  
Contradictory to Browning’s (2016) argument that it is the government that use the incentives 
provided from the indexes, the empirical findings show that this is not concentrated to the 
government but mainly to the organisation appointed to market the country. It is shown that a 
majority of the organisations uses various indexes to adjust their communication based on how 
the image progresses. Beyond this, they were also found to use media analysis, surveys and 
focus groups to detect perceptions of the nation-brand in specific market segments. Based on 
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these findings, together with Sweden’s high rankings suggest that the combination of these 
strategies enhance the nation’s image, which gives credence to Fan’s (2006) argument that this 
is needed to succeed on the global market. The differentiation strategy of combining past 
heritage with present culture conforms with Szondi’s (2007) strategy to not be held by old 
stereotypes. That Visit Sweden AB works to avoid this becomes extra clear when considering 
the strategies the German office uses to clarify what constitutes Sweden. This further 
strengthens the need for identifying international perceptions of the nation through indexes and 
other methods as well as previous discussion about understanding the national identity. Fan’s 
(2010) argument that adapting communication for the desired image to be consistent with 
national identity was found in the case study to not only be done to create authenticity, but also 
to avoid confrontation by false perceptions. The reason to why the German office was the only 
organisation stressing this issue might have to do with the fact that they operate among the 
consumers consisting of their target audience making it an evident challenge.  
 
The relationship between nation-brand image and product-brand image, i.e. country-of-origin 
(COO), is visible in the empirical findings and a majority of the interviewees emphasise the 
role of collaborations with product-brands in different ways. Similar to Freire (2008) and 
Jiménez and San Martín’s (2010) argument regarding image and nation characteristics, it was 
found that when companies with a specific type of image emphasise that their products originate 
from Sweden these characteristics get transferred to the nations image as well. Implementing 
product-brands with strong COO in tourism activities would generate mutual exposure and 
strengthen both parties’ images which is supported by Dinne’s (2008) argument of this this type 
of relationship. Therefore, collaborations between tourism organisations and companies that 
have strong emphasis on Sweden and a vision that matches the desired Swedish image can be 
beneficial to use in the nation branding campaigns. Nils’s1 argument that visitors can develop 
a desire to buy Swedish products after a visit can be explained by Hakala, Lemmetyinen and 
Kantola’s (2013) argument that images of nations are enhanced after experiencing the country, 
and that the COO affect perceptions of products (Dinnie, 2008). This concludes that COO and 
tourism is closely interrelated and that it can affect trade positively. Another way to work with 
COO and nation branding is to adopt Hakala, Lemmetyinen and Kantola’s (2013) view that 
nations in themselves can be considered products. By applying this approach when considering 
that entire product categories can benefit from positive nation image (Stock, 2009), different 
forms of tourism can be seen as product categories that can benefit from being associated with 
a country. As the empirical findings show, nature is an asset Sweden promotes as a calm place 
where people can relax. This indicates that Swedish nature holds a certain level of safety. It is 
also emphasised that Sweden has and benefits from an image of being a safe and trustworthy 
country in general. Promoting Swedish nature in relation to the safe image Sweden already has 
can therefore be seen as a way to utilise the COO where nature tourism is a product category 
within the product Sweden. As the country in itself is a clear product within the tourism sector 
this can be used as an effective strategy for tourism organisation to consider and use when 
branding the nation. The COO is recognised to be an influential component for tourism 
organisations in their nation branding work but that its full potential is not utilised within 
Sweden.  
 
Though tourism slogans are emphasised in the literature as an important part of nation branding 
(Galí, Camprubí & Donaire, 2017), all interviewees rather focus on the difficulties and negative 
aspects of it. As translation can cause the core of messages to get lost (Volcic & Andrejevic, 
2011) and as there is a risk of creating too vague or too excluding slogans (Szondi, 2008), the 
interviewees recommend working with a vision consisting of the core values and implementing 
this into their strategic work with brand identity. The vision can, if needed, be adapted and 
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reworked into slogans for specific projects that better fit the situation. A clear offer and 
comprehensive knowledge of the target audience are instead considered key for success. In 
spite of the fact that tourism slogans are argued to be specifically beneficial for smaller 
countries (Jansen, 2008), such as Sweden, the arguments by the interviewees instead points to 
that Dinnie’s (2016) argument of nations being too complex and multidimensional to be 
summarised by one phrase is true. A majority of the interviewees state that a slogan could 
possibly be beneficial as a strategy to internally unite towards one goal. Seeing as this type of 
strategy has not been implemented and considering the clear strategical work as well as strong 
collaborations suggests that these are effective ways to create unification.   
 
That the tourism organisations stress the importance of gaining a dynamic understanding of 
opportunities and threats through conducting external environmental analysis aligns with the 
argument by Kotler and Gertner (2002) and Jobber and Ellis-Chadwick (2013) of it having a 
key role in nation branding. This in combination with their extensive implementation of 
different brand, consumer, market and climate tracking strategies and that they use the results 
as a basis for their branding strategies reinforce Mohsin (2005) argument that this helps predict 
and estimate future conditions. In accordance with the observations by Alkhafaji (2003) the 
empirical findings show that the information required is expensive to obtain. This have resulted 
in that on a regional and local level collaborations are vital for the ability to afford statistics and 
analyses. On the higher levels they can purchase more information and work more extensively 
with their own brand tracking tools. All organisations concentrate on information regarding 
their respective areas. On a national and international level, tourism is clearly integrated in the 
nation branding strategy of external environmental analysis. This is not surprising as on this 
level the nation is the product which makes it natural to analyse different types of nation-brand 
indexes and information.  
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6. Conclusions 
The following chapter answers the research question by presenting the conclusions found in 
the discussion. To better understand the meaning of the results the theoretical and practical 
implications are discussed and presented. Research limitations and how these have impacted 
the findings are addressed. Lastly, future research and how this would benefit the field of 
tourism in nation branding is argued for. 
 
6.1 Answering the research question 
The importance of implementing brand management strategies to differentiate nations and to 
gain competitive advantage has increased. The diversity of nations and the complexity of the 
nation branding phenomenon makes it difficult to fully understand the concept. Though tourism 
is a global force for economic development and is important in nation branding, its exact role 
has not been the focus of current research. So far, citizens have often been the focal point of 
nation branding research. Hence, a need to understand the role of tourism in nation branding 
from a managerial perspective exists. This study was therefore conducted to answer the research 
question: What is the role of tourism in nation banding? In order to do so, an examination of 
how tourism is integrated in nation branding strategies and how stakeholders operating in the 
tourism sector perceive their own influence on the nation-brand was carried out in a case study 
on Sweden.   
 
Nation branding strategies were found to be implemented on an international, national, regional 
and local level. On an international and national level, the role of tourism was found to be to 
directly promote Sweden to an international audience. On a regional and local level, the role of 
tourism was found to be to incorporate elements so that the different areas deliver what is 
communicated to be Swedish. Important for the local and regional levels was to find a balance 
between what is communicated about Sweden internationally and their own identity and values. 
It was concluded that as Sweden is a known and stable country, this could be a reason for why 
the nation branding strategies are well-developed and implemented. Another role of tourism in 
nation branding was found to be that tourism organisations can create a distinct image that 
reaches their target audience by adapting the brand promise and communication to core values 
that has been agreed upon and what has been identified as unique assets. The argument that 
inclusion of stakeholders creates engagement was recognised as true within tourism as the 
organisations see their value in the nation-brand, and by extension the nation branding process. 
By implementing a nation branding strategy that can be adapted to all levels and a shared 
communication platform, tourism can create competitive advantage. Tourism can, within nation 
branding, enhance economic and social conditions as it creates job opportunities, talent 
attraction, development of social spheres and public life as well as infrastructure. Its role in 
affecting politics is not as clear, but the possible benefits of tourism are presumed to be able to 
enhance political conditions. The government was found to have a central role in the nation 
branding of Sweden, but tourism and other sectors can impact the strategy by providing expert 
knowledge from their respective fields. The collaboration between the organisations involved 
with tourism as well as between the different levels showed that tourism is part of the creation 
and development of the nation-brand.  
 
Defining cultural assets within the national identity was identified as a strategy within tourism 
to differentiate the nation and thereby enhance the nation’s image. Therefore, the view that 
tourism’s role within nation branding is to create competitive advantage was strengthened. 
Depending on the primary target audience of a tourism organisation, promotion strategies can 
differ resulting in that organisations on a local level might not identify with what is 
internationally marketed of that region. An understanding and acceptance of how different 
organisations need to prioritise was found to be a way to avoid conflicts. As international 
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audiences base expectations on what is communicated as the national identity, standards for 
memberships for businesses and organisations, both directly and indirectly connected to 
tourism, were found to require a coherence with the national identity for the membership to 
indicate and secure authenticity and quality. To experience authenticity and quality are 
important components in nation branding that were found to be partly achieved by tourism 
organisations through continuous dialogue between the producing and marketing organisations. 
The dialogue facilities for producers to meet what is marketed and for marketers to promote 
what the producers offer. The role of tourism for securing authenticity and quality in the nation-
brand was shown to be that national and international levels promote the nation and local and 
regional levels work to secure that what is promoted is consistent with what is experienced. 
Further, it was discovered that a higher level of authenticity, and through this quality, could be 
secured by also communicating the identity to citizens as this could reinforce the internationally 
communicated identity among residents. However, when it comes to influencing national 
identity, tourism is not seen as having a significant role, except for the small impact that event 
and promotion initiatives by organisations on local and regional levels can have.  
 
By basing values and the vision on internal research regarding what the national identity is, the 
right brand personality can be conveyed when incorporated in the strategy. As this was found 
to be done by the tourism organisations, this suggests that a nation-brand can be created by 
tourism and be lived up to by the nation. As the national identity changes slowly, research to 
gain an updated understanding is crucial but can be done less frequently. Further, the strong 
collaborations and sharing of information between the tourism stakeholders pointed to a 
collective understanding that everyone creates and affects the brand. That a higher operational 
level showed a higher level of impact was explained by that smaller places seldom market 
themselves internationally and that the local role of tourism organisations in nation branding is 
to live up to the identity promoted internationally. To communicate different themes was 
identified as a nation branding strategy among tourism organisations, enabling all regions to 
get international exposure. Tourism organisations on national and international levels are in 
charge of international promotion while the role of the local and regional levels is to contribute 
with substance appropriate for the themes. Possible feelings of exclusion and lack of 
representation was suggested as outcomes if a region can never contribute to the themes. It was 
proposed that some tasks of nation branding can be concentrated to certain tourism 
organisations to make the work, such as segmentation, more efficient. A well-developed 
segmentation strategy based on the characteristics and interests of consumers was stated to be 
beneficial within the tourism aspect of nation branding to create a positive and attracting brand 
abroad.    
 
The combination of strategies to define international perceptions about a country can be used 
by tourism in order to enhance the nation’s image. As Visit Sweden AB operates on different 
markets, the role of tourism within nation branding was seen to be to adapt communication to 
the specific markets for authenticity to be created and to avoid confrontation by false 
perceptions. To use tourism for enhancement of nation and product-brand images was found to 
be effective if collaborations between tourism organisations and companies with a strong 
emphasis on Sweden as well as a vision that matches the desired Swedish image are initiated. 
Further, it was concluded that the effects of COO can influence trade positively through 
tourism. It was found that tourism stakeholders can establish collaborations between product-
brand companies to utilise the COO to reach mutual and separate goals. Suggestions were made 
that by considering Sweden as a product in itself, different tourism categories can be promoted 
by utilising the COO as a nation branding strategy in favour of a more distinct positioning. 
Contradictory to the literature, a tourism slogan was not considered a necessity in nation 
branding. Instead, the use of a clear brand promise and strong collaborations between tourism 
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stakeholders was suggested to be more beneficial than a slogan for tourism within their nation 
branding work. This refers to the audience gaining a correct understanding of the nation-brand 
and internal collaboration. External environmental analysis was found to be an important tool 
for tourism organisations in their nation branding work as it can help predict and estimate future 
conditions. The results of the analysis were determined to be beneficial for the development of 
nation branding strategies used by tourism organisations.  
 
Finally, Sweden has a well-developed nation branding strategy where tourism has a vital role. 
Tourism stakeholders have a substantial and well-established collaboration between all levels 
as well as the separate levels are integrated into a network that includes other sectors. It is clear 
that tourism stakeholders are involved in the creation of the nation-brand and that tourism is 
used to effectively mediate the Swedish nation-brand to an international audience. In 
conclusion, given the right circumstances, tourism can have a significant role in nation 
branding. Strong collaborations between tourism organisations can create effective nation 
branding strategies that include the identification and incorporation of national identity as well 
as utilisation of COO to enhance a positive and authentic nation-brand. Tourism can through 
this have direct and long-term effects on other subfields of nation branding.  
 
6.2 Theoretical implications 
The findings of this study demonstrate that tourism organisations are stakeholders that can 
impact the nation branding strategy and that they are integrated in a number of brand 
management strategies to enhance the nation-brand. The brand management strategies 
identified in the conceptual framework were acknowledged but are used to different extent 
within tourism. Two additional strategies used specifically by tourism organisations in their 
nation branding work were identified as theme-based communication and utilisation of country-
of-origin (COO). This strengthens tourism’s importance and influence in nation branding. The 
results of the study and their impact on the original theoretical framework are illustrated in 
Figure 2.  
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Figure 2 is an upgraded version of the conceptual framework where new tourism nation-brand 
management strategies (TNBMS) have emerged and relationships between concepts have 
changed. Theme-based communication was found to be significant for structuring what to 
promote and used specifically by organisations directly related to tourism. What themes to 
promote are discussed among multiple levels and then decided upon by organisations on a 
national or higher level. Local and regional levels contribute with substance appropriate for the 
themes that are then marketed to an international audience. Utilisation of COO is when 
organisations in tourism and businesses within other sectors work across borders to improve 
their own brand image and to achieve mutual and separate goals. Within tourism, utilisation of 
COO can also be done by combining values associated with Sweden e.g. safety, with values 
within a tourism product category e.g. nature, to gain an improved and distinct market position. 
Furthermore, when viewing tourism’s role in nation branding it was discovered that it 
incorporates national identity into the nation-brand for authenticity and to secure a higher level 
of experienced quality. However, its role is less significant for reinforcing national identity 
through nation branding activities. By including these new relationships and strategies specific 
for tourism in nation branding the new conceptual framework provides a more comprehensive 
and holistic view of tourism’s role in nation branding. 
 
6.3 Practical implications  
The organisations developing the nation branding strategy need to include or at least consider 
all operational levels for them to be able to adapt the strategy in their work. In turn, 
organisations on lower levels should identify their core values and formulate their vision in 
relation to the nation branding strategy for the nation to meet international expectations. To 
facilitate this process frequent conversation about what the image and the nation is, is required 
to increase authenticity and quality. Organisations promoting the nation should analyse specific 
international markets and their perceptions of the nation to clarify what message needs to be 
mediated to that target audience in order for them to develop a correct image of the nation. 
Basing the communication on different themes enables a structured work process and allows 
regions to participate and add value to the brand. A way to utilise COO is for tourism 
organisations to collaborate with product-brands which leads to mutual enhancement of images 
and profits. The COO can also be used to promote certain forms of tourism within a nation.  
 
Our findings can be beneficial for people involved within the nation branding of Sweden as 
they offer a clarification of the nation branding process within the country, with a focus on the 
tourism subfield. As nation branding is context dependent, people working with nation branding 
of countries similar to Sweden or that are in situations similar to Sweden’s, can also benefit 
from the findings by adapting the strategies to their situations. Further, for people working with 
nation branding of countries dissimilar to Sweden the findings can serve as inspiration.  
 
6.4 Limitations 
Given the time frame, we were unable to contact other respondents, recommended to us by the 
interviewees, holding information that could have been of value for our study. Interviewing 
them could have resulted in a more precise determination of tourism’s role in nation branding 
as well as that additional tourism nation-brand management strategies could have been 
identified. What could be considered a limitation is to focus on all operating levels within 
tourism in the same study. Concentrating on only one level would have led to more 
generalisable results concerning what that level’s role in nation branding is. However, the 
decision to include all levels enabled a holistic understanding of the nation branding process in 
the subfield of tourism.  
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6.5 Suggestions for future research 
Considering the complexity of nation branding, there are many potential areas of research that 
could be interesting to examine further. Drawing from the limitations in our own study, we 
propose that future research could focus on comparing the role of tourism in nation branding to 
other subfields. This would make the phenomenon nation branding more comprehensible and 
clarify collaborations across subfields. Additionally, conducting comparative research on how 
organisations on the same level work with nation branding strategies would be an interesting 
perspective to study.  
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8. Attachments 
 
8.1 Interview guide 
 
General background 
1. Do we have your permission to record the interview? 
2. Do you wish to be anonymous?  
3.  Can you please introduce yourself? Who you are and your position in the organisation. 
4. Can you give a short presentation of the organisation you work for?     

 
Nation Branding 
 5.  How does your organisation relate to the concept of nation branding? 
 
Culture 
 6.  What are the (local/regional/national) main public cultural assets? 

a. Could you please explain the process of developing/selecting these? 
 
 7.   How is the authenticity and representativeness of the (local/regional/national) culture of 

the brand that is created ensured? 
a. In what ways does the brand impact the locals’ perceived own identity? 

 
Identity 
 8.  What core values represent Swedish identity? 
 
 9.  In what ways would a tourism slogan impact businesses in Sweden? 

 
 10.  Can your organisation impact Sweden as a brand? 

a. In what ways does your organisation work with Sweden as a brand? 
 

 11.  In what ways does your organisation work with its international target audience? (How it 
is chosen and how/if the brand is adapted accordingly.) 

 
 12.  How does your organisation differentiate the (local/regional/national) brand from 

international competitors? 
 
Image  
 13.  In what ways does your organisation manage and control the desired image of Sweden?  

a. In what ways would a tourism slogan impact the image of Sweden? 
 

 14.  How does your organisation work to ensure that the expected quality of products and 
services corresponds to the experienced quality? 

 
 15.  In what ways can the Swedish tourism image impact Sweden’s other sectors? 
 
Operating environment  
 16.  In what ways does your organisation analyse and monitor the external environment? 
 a. How does your organisation work in order for Sweden to reach a desired position on  
 the global market? 
 
Conclusion 
17.  Is there anything you would like to add?   
 


