
Anchor Academic Publishing

disseminate knowledge

Latin America´s Potential
in Nation Branding

A closer look at Brazil´s, Chile´s
and Colombia´s practices

Eva Niesing



Niesing, Eva: Latin America´s Potential in Nation Branding: A closer look at Brazil´s, Chile
´s and Colombia´s practices. Hamburg. Anchor Academic Publishing 2015

Buch-ISBN: 978-3-95489-142-9 
PDF-eBook-ISBN: 978-3-95489-642-4 
Druck/Herstellung: Anchor Academic Publishing, Hamburg, 2015 

Bibliografische Information der Deutschen Nationalbibliothek: 
Die Deutsche Nationalbibliothek verzeichnet diese Publikation in der Deutschen 
Nationalbibliografie; detaillierte bibliografische Daten sind im Internet über  
http://dnb.d-nb.de abrufbar. 

All rights reserved. This publication may not be reproduced, stored in a retrieval system or 
transmitted, in any form or by any means, electronic, mechanical, photocopying, recording or 
otherwise, without the prior permission of the publishers. 

Das Werk einschließlich aller seiner Teile ist urheberrechtlich geschützt. Jede Verwertung 
außerhalb der Grenzen des Urheberrechtsgesetzes ist ohne Zustimmung des Verlages 
unzulässig und strafbar. Dies gilt insbesondere für Vervielfältigungen, Übersetzungen, 
Mikroverfilmungen und die Einspeicherung und Bearbeitung in elektronischen Systemen. 

Die Wiedergabe von Gebrauchsnamen, Handelsnamen, Warenbezeichnungen usw. in diesem 
Werk berechtigt auch ohne besondere Kennzeichnung nicht zu der Annahme, dass solche 
Namen im Sinne der Warenzeichen- und Markenschutz-Gesetzgebung als frei zu betrachten 
wären und daher von jedermann benutzt werden dürften. 

Die Informationen in diesem Werk wurden mit Sorgfalt erarbeitet. Dennoch können Fehler nicht 
vollständig ausgeschlossen werden und der Diplomica Verlag, die Autoren oder Übersetzer 
übernehmen keine juristische Verantwortung oder irgendeine Haftung für evtl. verbliebene 
fehlerhafte Angaben und deren Folgen. 

Alle Rechte vorbehalten 

© Anchor Academic Publishing, Imprint der Diplomica Verlag GmbH 
Hermannstal 119k, 22119 Hamburg 
http://www.diplomica-verlag.de, Hamburg 2015
Printed in GermanyPrinted in Germany 



 
 

Acknowledgements 

First and foremost, I would like to thank Dr. Elizabeth Salamanca Pacheco for her 

valuable guidance and advice throughout the elaboration of this work.  

I am also deeply grateful to my family and friends who have been there for me from day one 

and helped me with their understandings and encouragement. 

  



Table of Contents 

Abstract ........................................................................................................................................... i 

Table of Contents ......................................................................................................................... vi 

List of Figures ................................................................................................................................ ii 

List of Tables ................................................................................................................................. iii 

List of Appendices ........................................................................................................................ iv 

Acronyms ...................................................................................................................................... iv 

1. Introduction ............................................................................................................................ 1

1.1. Problem Statement ............................................................................................................ 2 

1.2. Objectives ......................................................................................................................... 2 

1.2.1. General Objective ...................................................................................................... 2 

1.2.2. Specific Objectives .................................................................................................... 3 

1.3. Scope and Limitations ...................................................................................................... 3 

1.4. Justification ....................................................................................................................... 4 

1.5. Structure ............................................................................................................................ 5 

2. Main Concepts of Branding and Nation Branding ............................................................. 7

2.1. Main Concepts of Branding .............................................................................................. 7 

2.1.1. Definition of Brand and Branding ............................................................................. 7 

2.1.2. Brand Positioning ...................................................................................................... 9 

2.1.3. Brand Equity ............................................................................................................. 9 

2.1.4. Benefits of a Brand .................................................................................................. 11 

2.2. Main Concepts of Nation Branding ................................................................................ 12 

2.2.1. Definition of Nation Branding ................................................................................ 12 

2.2.2. Creation of Nation Images ...................................................................................... 15 

2.2.2.1. National Identity and Nation Brand Identity ................................................... 15 



2.2.2.2. Nation Images .................................................................................................. 16 

2.2.3. Nation Brand Positioning ........................................................................................ 18 

2.2.4. Nation Brand Equity ................................................................................................ 20 

2.2.4.1. Internal Assets .................................................................................................. 21 

2.2.4.2. External Assets ................................................................................................. 22 

2.2.5. Measurement of Nation Brands and Images ........................................................... 23 

2.2.5.1. Main Indices and Rankings .............................................................................. 23 

2.2.5.1.1. Anholt-GfK Roper Nation Brands IndexSM ................................................. 23 

2.2.5.1.2. FutureBrand Country Brand Index .............................................................. 27 

2.2.5.1.3. Comparison of the NBI and CBI ................................................................. 29 

2.2.5.2. Alternative Indices and Rankings .................................................................... 31 

2.2.6. Benefits of Nation Branding ................................................................................... 33 

3. Nation Branding Strategy Development ............................................................................ 36

3.1. Principles of Nation Branding Strategies ....................................................................... 36 

3.2. Start-up, Organization and Research .............................................................................. 38 

3.2.1. Start-up and Organization ....................................................................................... 38 

3.2.1.1. Formation of an Organization .......................................................................... 38 

3.2.1.2. Inclusion of the Key Stakeholders ................................................................... 39 

3.2.1.3. Financing of the Nation Branding .................................................................... 41 

3.2.2. Research Stage ........................................................................................................ 41 

3.2.2.1. Internal, External and Competitor Analysis ..................................................... 41 

3.2.2.2. Interpretation of the Research Results ............................................................. 44 

3.3. Formation of the Brand Identity ..................................................................................... 45 

3.3.1. Five Key Factors for the Development ................................................................... 45 

3.3.2. Examples of Chosen Brand Identity Elements ........................................................ 49 

3.3.3. Choice of a Slogan and Logo .................................................................................. 50 

3.4. Implementation Plan ....................................................................................................... 51 



3.4.1. Use of Marketing Communication Tools ................................................................ 51 

3.4.2. Nation Branding through the “Six Natural Channels” ............................................ 53 

3.4.2.1. Tourism ............................................................................................................ 53 

3.4.2.2. Brands .............................................................................................................. 55 

3.4.2.3. Policy ............................................................................................................... 57 

3.4.2.4. Investment ........................................................................................................ 59 

3.4.2.5. Culture .............................................................................................................. 60 

3.4.2.6. People ............................................................................................................... 62 

3.4.3. Implementation and Control .................................................................................... 64 

3.5. Concept Critics and Difficulties ..................................................................................... 65 

3.5.1. Appropriateness of the Term “Brand” .................................................................... 65 

3.5.2. Difficulties in Controlling ....................................................................................... 66 

3.5.3. Robustness of Nation Images .................................................................................. 67 

4. Analysis: Nation Branding in Latin America .................................................................... 69

4.1. Nation Branding in Latin America ................................................................................. 69 

4.1.1. General Information about the Region .................................................................... 69 

4.1.2. Nation Branding Practices ....................................................................................... 71 

4.1.2.1. Current Nation Branding Campaigns ............................................................... 71 

4.1.2.2. Performance of Latin American Nation Brands .............................................. 76 

4.1.2.3. Nation Branding Potential for Brazil, Chile and Colombia ............................. 79 

4.2. Country Examples of Nation Branding Practices in Latin America .............................. 81 

4.2.1. Brazil ....................................................................................................................... 81 

4.2.1.1. Country Background Information .................................................................... 81 

4.2.1.2. Brazil’s Nation Image ...................................................................................... 84 

4.2.1.3. Prior Nation Branding Campaigns Plano Aquarela 2005-2010 ....................... 86 

4.2.1.3.1. Advertisements ............................................................................................ 89 

4.2.1.3.2. Events and Further Activities ...................................................................... 91 



4.2.1.4. New Nation Branding Campaign Plano Aquarela 2010-2020 ......................... 92 

4.2.1.4.1. Advertisements ............................................................................................ 93 

4.2.1.4.2. Events and Further Activities ...................................................................... 95 

4.2.1.5. Effectiveness of Brazil’s Nation Branding Activities ...................................... 96 

4.2.2. Chile ........................................................................................................................ 97 

4.2.2.1. Country Background Information .................................................................... 97 

4.2.2.2. Chile’s Nation Image ....................................................................................... 99 

4.2.2.3. Prior Nation Branding Campaign “Chile, All Ways Surprising” .................. 100 

4.2.2.4. New Nation Branding Campaign “Chile is good for you” ............................ 103 

4.2.2.4.1. Key Messages ............................................................................................ 105 

4.2.2.4.2. Advertisements .......................................................................................... 106 

4.2.2.4.3. Events and Further Activities .................................................................... 108 

4.2.2.4.4. Diaspora Activation and Nation Brand Ambassadors ............................... 109 

4.2.2.5. Effectiveness of Chile’s Nation Branding Activities ..................................... 110 

4.2.3. Colombia ............................................................................................................... 111 

4.2.3.1. Country Background Information .................................................................. 111 

4.2.3.2. Colombia’s Nation Image .............................................................................. 113 

4.2.3.3. Prior Nation Branding Campaign “Colombia is Passion!” ............................ 114 

4.2.3.3.1. Advertisements, Events and Further Activities ......................................... 116 

4.2.3.3.2. Campaign “Colombia, the risk is wanting to stay” .................................... 118 

4.2.3.4. New Nation Branding Campaign “The Answer is Colombia” ...................... 120 

4.2.3.5. Effectiveness of Colombia’s Nation Branding Activities .............................. 124 

5. Discussion ............................................................................................................................ 126

5.1. Scope of Nation Branding Activities ............................................................................ 126 

5.2. Inclusion of Elements in Nation Branding Strategies .................................................. 127 

5.3. Overall Comparison of Nation Branding Activities ..................................................... 132 



6. Conclusion and Recommendations .................................................................................. 135

6.1. Conclusion and General Recommendations ................................................................. 135 

6.2. Recommendations for Further Research ...................................................................... 136 

Reference List ............................................................................................................................ 138 

Appendices ................................................................................................................................. 173 



 
 





i 
 

Abstract 

In the globalized world of today a well-elaborated, long-term oriented nation branding 

strategy which includes the government, the public and the private sector as well as the nation´s 

citizens themselves can help nations to improve and to better control their nation image. Nation 

branding activities increase the countries´ competitiveness in the global marketplace and help to 

foster the tourism arrivals, inward foreign direct investment flows and exports as well as they 

help to attract talented workforce and students.  

Despite its growing importance, most Latin American countries still have not engaged 

enough in the area of nation branding and mostly only focus their activities on the tourism 

promotion. The region´s countries have a good image regarding soft factors such as their people 

and tourism attractions but have a weak image regarding their products, services and investment 

opportunities. Brazil has a relatively good nation image in many dimensions but still has not 

developed an extensive nation branding strategy. Chile and Colombia are among the Latin 

American countries which have started to conduct more complete and advanced nation branding 

activities. Although such advances can be observed, there is still a lot of improvement potential in 

the nation branding practices of Latin American countries.  
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1. Introduction 

Due to the rapid advance of globalization, the world is becoming an interdependent 

marketplace. This trend does not only increase the competition between companies, but 

also the global competition between nations. Every country must compete with each other 

for its share of the worldwide tourists, foreign direct investors, consumer preference for 

their export products, talented workforce and students (Dinnie, 2008; Fan, 2006; Kaneva, 

2011). Since in this crowded and competitive global marketplace, the majority of people, 

foreign investors and organizations neither try nor take enough time to learn what other 

countries and nations are like, they do not build informed and balanced views about them. 

Therefore, most countries and even entire regions are stereotyped and their images are not 

always reflecting the whole reality of the country: France is about fashion and design, 

Brazil is associated with beaches, carnival and happy people, Paraguay is just a small 

neighboring country of Brazil, Germany stands for good engineering and cold humorless 

people, and most Latin American countries are about poverty, violence and beautiful 

landscapes (Aldunante, 2011; Anholt, 2007; Anholt, 2010; Favre, 2008; FutureBrand 

Consultancy, 2012; Kotler & Gertner, 2002; Pipoli 2009 a; Pipoli, 2009 b). Nation images 

are considered to be very powerful and important drivers in consumer purchase decisions, 

investment decisions and the country´s attractiveness for tourists as well as talented 

workforces and students. For this reason, positive nation images result in a significant 

competitive advantage (Anholt, 2010; Dinnie, 2008; Moilanen & Rainisto, 2009). 

The practice of the so called nation branding is increasing in frequency and im-

portance thanks to the observation that many branding techniques for products and services 

can be applied to nations. Similar to companies, nations develop brands which help them to 

be more competitive in the global marketplace. Nevertheless, to improve and to better 

control nation images is only possible by developing a long-term oriented nation branding 

strategy which ensures the coordination between the government, the public, and the 

private sector as well as the country´s population  (De Chernatony, 2008; Dinnie, 2008; 

Kaneva, 2011).  

Especially Latin American countries are considered to have a great potential in the 

practice of nation branding. The region´s countries are highly stereotyped and suffer from 
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generic and negative images in many dimensions, even though they have a lot to offer to 

tourists, consumers, investors, and talented work force and students (Anholt qtd. in Oppen-

heimer, 2008; Anholt qtd. in George, 2010; FutureBrand Consultancy, 2012; Pipoli, 2009 

a). In this book, the author makes a diagnosis of nation branding activities in the region, 

and analyzes in detail the cases of Brazil, Chile and Colombia. 

1.1. Problem Statement 

Latin American countries have many natural resources, some good export products, 

significant economic growth rates, an increased political and economic stability and many 

tourism attractions (Economist Intelligence Unit, 2012 a; OECD, 2013 a; Ruggles-Brise, 

2012). Nation branding could help the Latin American countries to make use of these assets 

and be more competitive in the global marketplace. Despite the huge potential and the 

increasing importance of nation branding, until the date the practice of nation branding has 

only limitedly been adopted by most of the region´s countries.  While nation branding aims 

to improve the overall image of a nation and to increase the tourism arrivals and exports, to 

attract FDI, talented workforce and students, the majority of the Latin American countries 

are focusing their nation branding activities solely on the tourism sector. Moreover, when 

analyzing the region´s nation images, the countries generally have a good image on the soft 

factors such as their people and tourist attractions but have a weak image on hard factors 

such as their products, services and investment opportunities (Anholt qtd. in Oppenheimer, 

2008; Anholt qtd. in George, 2010; FutureBrand Consultancy, 2012). In order to enable the 

achievement of the countries´ whole potential in their nation images and to be more 

competitive in the mentioned sectors, the Latin American countries need to develop better-

coordinated nation branding strategies. 

1.2. Objectives 

1.2.1. General Objective 

On the basis of an extensive literature review, the general objective of this work is 

to develop a diagnosis of the nation branding activities Latin American countries have 

conducted in the last years by taking Brazil, Chile and Colombia as examples.  
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1.2.2. Specific Objectives 

The specific objectives of this work are the following: 

• To define what a nation brand and nation branding are. 

• To give an overview of how nation images are built and how they can be measured. 

• To give an overview of how a nation branding strategy should be developed and what 

elements it should include. 

• To find out which Latin American countries are active in nation branding and which 

sectors these initiatives embrace. 

• To find out what general nation images the Latin American region has. 

• To give an overview of the most important aspects of the economic and political 

situation of Brazil, Chile and Colombia in order to improve the understanding of their 

current nation images and areas for improvement. 

• To analyze what nation images Brazil, Chile and Colombia have and how they perform 

in the nation brand indices. 

• To analyze what nation branding activities Brazil, Chile and Colombia have conducted 

from 2005 to 2010. 

• To make a comparison between the nation branding activities of the three countries by 

evaluating to what extent they have implemented the recommended steps and elements 

of a nation branding strategy. 

• To make a short personal evaluation and recommendation for further improvement of 

the Latin American nation branding activities based on the prior findings. 

1.3. Scope and Limitations 

This book gives the reader an overview of the concept of nation branding. It moreo-

ver explains how a nation branding strategy should be developed and what elements it 

should contain. Based on this information on nation branding strategies, the work describes 

which current activities Latin American countries are implementing and analyzes in detail 

the nation branding practices of Brazil, Chile and Colombia from 2005 until the date. The 

nation branding practices of the Caribbean countries are not included in this description. 
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The practices of other countries such as France and Germany are included as references and 

examples but are not further analyzed. 

Expert opinions on the effectiveness of nation branding practices in general and 

from different countries are mentioned. Nevertheless, no detailed evaluation of the effec-

tiveness of nation branding strategies is conducted. Such an evaluation is nearly impossible 

due to the lack of available metrics to make a causal link between the nation branding 

activities, the nation image improvement and the country´s success in the different areas. 

Nation images are furthermore driven by many uncontrollable factors whose extent of 

influence cannot be measured. Since nation images are subject to many different factors 

and stakeholders, the measurement of nation images is highly complex and requires the 

conducting of various different studies as well as extensive research over a longer period of 

time. Such a research would go beyond the scope of this book and therefore it will only 

make use of secondary sources such as expert opinions and nation brand indices. 

Due to the newness of nation branding, this book will shed light on the topic. Never-

theless, the novelty of the topic also leads to a limitation of this work because it has to rely 

on the little theory available on the field of nation branding. 

1.4. Justification 

The realization of nation branding activities is relatively new but it is growing in 

frequency and importance because of the increased global competition nations nowadays 

face for the attraction of tourists, inward investment and the sales of export products 

(Anholt, 2010; Dinnie, 2008; Fan, 2010; Moilanen & Rainisto, 2009). In recent reports 

such as the Country Brand Index 2012 from the FutureBrand Consultancy, Latin America 

is identified to be the world´s region which has the greatest potential in the area of nation 

branding. Brazil, Chile and Colombia are even mentioned among the 15 countries which 

are considered to have the worldwide greatest potential in nation branding and will be some 

of the leading nation brands in the near future. Moreover, the analysis of these three 

countries is interesting because each has a different starting point in nation branding 

(Anholt qtd. in Oppenheimer, 2008; Anholt qtd. in George, 2010; FutureBrand Consultancy, 

2012). Besides the increasing importance of nation branding activities and the identified 

great potential in the region, Latin America´s economic and political importance has also 


