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Globalisation and digitalisation blur the borders between countries and they lose their unique-
ness. Relations between countries are becoming close; however, national priorities and ideas of
each country are becoming less clear. Nation branding helps to bridge the gap between how a
state positions itself and how it is actually perceived. Digital communication tools provide ben-
efits for the realisation of a nation brand. The development of digitalisation as one of the priori-
ties for a country as well as the growth of the number of “digital” audiences necessitate the use
of digital communication tools in the implementation of nation branding. Although the use of
digital communication tools is common in the commercial and non-commercial sectors, there
is a lack of research establishing the relationship between the goals of nation branding and the
relevant digital communication tools to achieve these goals. This article analyses the possibilities
of digital communication tools in reaching the goals of nation branding. The concepts of a nation
brand and nation branding are defined, and the main functions of nation branding are high-
lighted. There were selected five digital communication tools that are of the greatest interest for
the implementation of nation branding; their advantages were identified. Digital communication
tools are aligned with the goals of nation branding. The capabilities of digital communication
tools to achieve the goals of nation branding are determined.

Keywords: nation brand, nation branding, digital communications, communication tools, nation
branding goals, digitalisation.

INTRODUCTION

All countries compete to attract limited international resources to increase the
country’s exports [Loo, Davies, 2006; Papadopoulos, Hamzaoui-Essoussi, Banna, 2016],
attract foreign tourists [Beverland, Lindgreen, 2002], increase foreign direct investment
[Papadopoulos Hamzaoui-Essoussi, Banna, 2016], and increase the number of interna-
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tional students [Martens, Starke, 2008]. A nation brand allows the management of the
image of the country and helps attract the flow of limited resources, successfully com-
peting with dynamically changing competitors.

Digitalisation significantly affects nation branding. The positioning of a country is
moving towards digitalisation, which means, the idea of a “digital country” will become
the basis for the positioning of countries [Korjus, 2017]. There is also a growing number
of people for whom the main way of interacting is digital communication, and the
communication tools of nation branding are being digitised. Nation branding includes
and deals with a large number of stakeholders!. Interactions with all kinds of stakeholders
should be realised through relevant channels with the help of relevant messages [Fan,
2010]. In this case, digital communication tools are becoming increasingly important.

Digital communication tools provide opportunities to quickly monitor, analyse, and
control the effectiveness of interaction with the target audience, evaluate their requests
and the level of satisfaction [Uzunoglu, Kip, 2014; Taiminen, 2016]. It is important to take
into account the risks of using digital channels. Security risks, along with possible errors
during implementation, can lead to a loss of trust? which is crucial for nation branding.

The development of digitalisation as one of the priorities for a country, as well as
the growth of the number of “digital” audiences, makes it necessary to use digital com-
munication tools in the implementation of nation branding.

The use of digital communication tools is still at the stage of development, as ex-
isting practices and research do not provide a clear answer to the effectiveness of such
tools. The effectiveness of the implementation of nation brand communications is evalu-
ated for the citizens of the country by the research of patriotism [Ishii, Watanabe, 2015],
and for foreign stakeholders by the nation brand rankings [Mariutti, Tench, 2016]. There
is a gap in the research concerning what goals of nation branding could be reached with
a particular digital communication tool.

This article rethinks digital communications to form a classification depending on
the relevance of digital communication tools in the process of the nation branding tasks
realisation. The contributions of the project are twofold. First, the advantages of digital
communication tools within the framework of nation branding are highlighted. Second,
the opportunities of implementing the nation branding goals with the help of digital
communication tools are identified.

The paper is structured as follows. Section one provides an analysis of the main
approaches to the definition of nation branding and nation brand and identifies the

! Within the framework of nation branding, stakeholders are accepted as those who can be influenced
by the activities of the country and who themselves can influence the activities of the country. The main
groups of stakeholders in nation branding are citizens, business representatives, government representatives,
non-profit organisations, and tourists. Depending on whether the stakeholders are local or foreign, there is a
distinction between external (local) and internal (foreign) stakeholders.

2 Within the framework of this research trust is accepted as a variable that appear as a key to the
development of a nation brand. Trust is a confidence that a brand has ability to deliver promises and brand
trust provides a form of guarantee for quality [Anholt, 2003, p. 12]. Trust stimulates public support for
different nation branding activities and communications.
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main nation branding goals. Section two reveals the peculiarities of the nation brand-
ing communications, relevant digital communication tools and identifies the benefits of
the selected tools, also identifies the most relevant tools for nation branding goals. Sec-
tion three matches digital communication tools and nation branding goals. The research
findings and directions for future research are summarized in conclusion.

NATION BRAND AND NATION BRANDING: DEFINITIONS AND GOALS

A nation brand increases the competitiveness of the country [Hassan, 2019] in the
struggle to attract limited global resources [Steenkamp, 2019]. A strong positive image
of the country attracts foreign investment, promotes business development, increases
exports, and raises the level of confidence in nation products [Pop at al., 2020]. The most
common reason for a country to develop a nation brand is economic factors [Anholt,
2004; Gudjonsson, 2005; Dinnie, 2008; Alam, Almotairi, Gaadar, 2013; Hao et al., 2021].
However, the nation brand increases the competitiveness of companies operating on the
territory of the country, not only due to economic factors, but also social, political, cul-
tural, etc. [Martens, Starke, 2008; Fan, 2010; Kaneva, 2011; Pop et al., 2020].

The image of a country is formed in the minds of people based on a set of associa-
tions based on various manifestations of the country. The process in which associations
are the result of the purposeful management efforts to create specific meanings is called
nation branding [Kotler, Gertner, 2002]. One of the most important features of nation
branding is the involvement of government agencies, businesses, and local communities
in the nation brand management process [Anholt, 2004]. Accordingly, nation branding
is aimed at creating a certain image among external and internal stakeholders [Bolin,
Stahlberg, 2010].

The manifestations of a country could be carried out by internal or external stake-
holders and could be controlled or uncontrolled by the country. Those acts of com-
munication between the country and the rest of the world that support and reinforce
nation brands are called nation brand communications [Anholt, 2005]. That means that
communications of nation branding imply managerial efforts, and a nation brand is not
a spontaneously created entity and it could and should be managed.

Nation branding bridges the gap between how the country positions itself and how
itis actually perceived. Communications become a tool for the development and promo-
tion of values which are the fundamental components of the nation brand.

According to one approach, nation branding is derived from place branding and
takes over the features of its implementation [Kotler, Gertner, 2002]. Place branding
originates from the type of branding that is found in the commercial sphere and operates
within the commercial concepts in branding, such as corporate identity, public relations,
advertising and graphic design. But at the same time the aims of place and nation brand-
ing are different. Place branding is about promoting a product or service to the target
audience. Nation branding is another direction, since there is no product or service to
sell, no advertising purpose, and nation branding appeals to people to see the country
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from a different angle [Fan, 2010]. For this reason, the copying of commercial methods
and tools is not relevant for nation brands and cannot be used in the implementation of
nation branding.

Place branding focuses on the import of foreign economic assets (for example, tour-
ists, talents, investments, etc.), while nation branding also focuses on the export of do-
mestic tangible goods and services. “Nation branding occurs when the public speaks to
the public” [Anholt, 2003, p. 123] and it helps the country to protect national business
activity, increase the value of national brands, improve the standard of living of its citi-
zens and increase national prosperity [Gudjonsson, 2005]. Accordingly, nation branding
has a positive effect on economic results. And this influence of the national brand on
economic goals underlines its similarity to the place branding [Kotler, Gertner, 2002].
On the other hand, nation branding differs from place branding by taking into account
political activity [Rodner, Kerrigan, 2018]. And in this aspect nation branding appeals to
the idea that country images perceived by both internal and external audiences should
be close to each other. That means all nation brand communications should be intercon-
nected translating the same meaning by relevant tools.

A nation brand is mainly perceived as a way of recreating nations both through
ideology and through actions. Nation branding is seen as a political tool to strengthen
its economic position and compete with the economic, financial, or military influence
of other countries.

Regardless of the idea the nation brand is based on, it is important to promote it
purposefully and systematically to the world community [Olins, 1999]. That is why the
process of communicating a nation brand is always preceded by careful and critical ana-
lytical work, which allows us to understand what the current ideas about this country
are. And it also allows us to identify the main “carriers” of these ideas and to find out the
reasons why such ideas are formed.

A successful nation brand allows to improve the external and internal political im-
age of the country [Kaneva, 2011]. It could also increase the level of the country’s politi-
cal influence in the international arena, increase the volume of exports of branded goods
and services, strengthen international interactions and partnerships, stimulate feelings
of nation identity, and increase the overall competitiveness of the country. However,
the lack of a link in the form of a single idea and set of values leads to the fact that all
industries in the country work separately, form different meanings, and do not achieve
a synergistic effect in creating a nation brand. All areas: business, science, population,
and tourism should be linked by values and communicate the ideas of the nation brand
to create synergy. It is also necessary to systematically cover all channels of mass com-
munication, designed to enhance the promotion of a positive image of the country.

One of the most common concepts for developing, managing, and maintaining a
nation brand is the nation brand “hexagon™: a comprehensive, diversified approach op-

3 Nation brand hexagon, also known as the Anholt-GfK nation brands hexagon, is a visual metaphor
of a concept developed to assess the nation brand across six main variables that identify country reputation
and nation brand strength.
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posed to one specialised and with a focus on a single aspect (e.g., tourism) [Anholt,
2005]. This model was created by S. Anholt, whose research interests cover both place
branding and nation branding. The components of the nation brand hexagon form the
method of accounting used in nation brand ranking “the Anholt Ipsos nation brands
Index (NBI)”. It is presented in the form of a hexagon that shows the six elements of a
nation brand: tourism, exports, policy, investment and immigration, culture and herit-
age, and people (Figure).

Tourism Exports
People Governance
Culture and Investment and
heritage immigration

Figure. Nation brand “hexagon”

Source: [Anholt, 2005, p. 297].

Six points of the nation brand are identified as follows [Anholt, 2005]:

1) tourism. This point of the hexagon determines the level of interest in visiting the
country and the attractiveness of natural and cultural landmarks;

2) exports. This point means that the perceptions of goods and services from a coun-
try are established, when consumers purposefully use services from a particular supplier
country. It is exports that determine the degree of interest of buyers who actively seek (or
avoid) purchasing products produced from a particular country;

3) governance. This point reflects public opinion on the integrity, competence, and
legality of the country authorities and describe the level of individual confidence in the
government of each country. It also includes the perception of the government’s policy
on such global issues as democracy, justice, poverty, social policy, and environmental
protection;

4) investment and immigration. This point appeals to the ability of a country to at-
tract financial as well as human capital. Investment and related migration determine the
attractiveness of a country in terms of living, working, or studying, and demonstrate the
perception of the economic and social situation in the country;

5) culture and heritage. This point is aimed at reflecting the world’s perception of the
country’s cultural heritage, assesses the modern culture, including cinema, music, fine
arts, literature, and sports;
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6) people. This point of the hexagon relates to human capital and measures the opin-
ion on the level of education, knowledge acquisition, the skills of the workforce, the
openness and friendliness of society, the hospitality of the nation, and non-discrimina-
tion.

Each element has a positive impact on the nation brand value, which means, the
more successful the nation brand is, the more business investments it has, the more ac-
tively tourism develops, etc., and vice versa.

Based on the elements of the nation brand, the goals of nation branding are as fol-
lows: 1) attracting foreign investment, businesses and talents; 2) promoting the country’s
cultural heritage among internal and external stakeholders; 3) creating a positive image
of the country’s internal stakeholders; 4) boosting export trade; 5) increasing domestic
and foreign tourism; 6) forming a positive image of the country’s policy among external
and internal stakeholders.

The overall nation brand is improved when all the elements of the hexagon follow a
single strategy. It is less effective to reduce the nation branding campaign only to the pro-
motion of one of elements of the nation brand hexagon since there may be dissonance in
the perception of the nation brand.

DIGITAL COMMUNICATION TOOLS: GAINING NATION BRANDING GOALS

The most common approaches to differentiating communication tools do not add
value when it comes to the digital communications of a nation brand. Above the line
(ATL), below the line (BTL), through the line (TTL)* combine all digital communica-
tions into an extremely large group [Burke, 2009; Igbal, 2013]. The paid, owned, earned
(POE)° model is not relevant to the country, since for the country, POE communication
tools are grouped differently depending on the internal characteristics of the country,
and “paid” communications are often perceived as propaganda [Pollay, David, Wang,
1990]. However, communications in nation branding are not identical to propaganda,
because, according to the logic of nation branding, they do not communicate what is not
true. The communications of the nation brand aim at reflecting relevant information to
relevant audiences through relevant channels. Therefore, the role of digital communica-
tion tools in the formation of a nation brand in the modern world is significant.

Traditional digital communication tools (search engine optimization — SEO%) —
digital banners, prerolls, etc. — are well studied in the context of nation branding [Din-
nie, 2008; Vlasova, Kulikova, 2018; Papp-Vary, Farkas, 2019]. The implementation of na-

4 The division on ATL, BTL, TTL communications — an approach to differentiate communication
tools. ATL communications focus at directing the communication towards the mass market. BTL
communications are focused and directed towards specific groups of customers. TTL communications
involves an integrated approach where both ATL and BTL are combined.

> POE model — an approach to differentiating content distribution tools based on the nature of the
content origin.

6 SEO — the science of improving a website to increase its visibility when people search for products
or services.
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tion branding communications has peculiarities due to the specific features of the nation
brand itself. The basis for achieving the goals of nation branding is to build trust among
various groups of internal and external stakeholders through communications [Olins,
1999; Anholt, 2005]. In addition, the nation brand, to a greater extent than product or
corporate brands, depends on the reasons to believe (RTB)”. Every communication im-
plemented by a nation brand through any of its representatives (business, government
agencies, non-profit organisations, etc.) must be confirmed by RTBs. The brand does
not allow false promises, because in this case, all its value for both external and internal
stakeholders will be damaged [Olins, 1999; Fan, 2010]. The most important risk, in this
case, appeals to the fact that the nation brand has a large number of stakeholders, and
the effect of “breaking promises” will be large-scale, as it will affect all stakeholders and
affect all the messages of the nation brand. For the same reason, translating the brand
idea nation branding has limits in tools, channels, and methods of communications. Ac-
cordingly, the communications of the nation brand should be modern and at the same
time patriotic, reflect the traditions and policies of the country, form a consistently posi-
tive image of the country, and maintain trust among external and internal stakeholders.

For the analysis, five digital communication tools were selected. These tools meet
the requirements of nation branding, but the ways to implement them within the frame-
work of nation branding are not obvious. Thus it is necessary to identify and reveal the
opportunities selected tools create in the context of gaining nation branding goals. The
selected tools are: 1) blogging and social networks; 2) video hosting; 3) digital TV; 4) eL-
earning; 5) In-game advertising.

Blogging and social networks. Social networks create a space where opinions are ex-
changed, where all sorts of events are discussed, and where public opinion is formed and
can be influenced. Bloggers carry out their activities mainly on social networks. Today
they are the media and are gradually replacing professional journalists. Journalists are
obliged to state the facts, while bloggers have the right to express their opinion. They
both find themselves in the digital space and the one who is listened to more and who
influences the most people is the “right” one.

The boundaries between social networks and messengers are blurred and success-
fully executed features and directions are being implemented in various platforms. Mes-
sengers are turning into multifunctional platforms. So, for example, WeChat includes
integrations with various companies and the user can interact with these companies
through WeChat. Telegram provides the opportunity to conduct your own channel, fill-
ing it not only with text, audio, and video content but also with links, questions, voting,
and other interactive tools.

The development of blogging, its formats, platforms and tools for its implementa-
tion have led to the emergence of influencers. Influencers in social networks are opin-
ion leaders and reliable sources of information for their followers. They influence the

7 RTB — the grounds for assurance, the factors through which the brand confirms its promises to
various stakeholders.
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formation of the views and decisions of their followers [Magno, 2017; Kay, Mulcahy,
Parkinson, 2020]. They strengthen the influence of the information they receive and
pass on to others [Uzunoglu, Kip, 2014; Jalilvand, 2017]. The most important advantage
of influencers is that they give access to a specific audience. This audience is relatively
constant, so influencers carry out targeted communications.

Thus, social networks provide an opportunity to interact with different audiences,
and to participate in the formation of public opinion. Influencers are able to communi-
cate with a targeted, positive audience.

Video hosting. Video hosting is a platform that provides the ability to store video
content. The most popular video hosting® service is YouTube. YouTube has more than
2 billion registered users, and people watch more than 1 billion hours of videos every day.
Taking into account the reach, it is obvious that one of the main advantages of YouTube
is access to a wide audience. YouTube provides various ways to interact with the audi-
ence, including not only uploading content to the platform but also advertising within
someone else’s content (for example, prepolls). Video hosting services have the advantage
of creating audience engagement. Therefore, call-to-actions (CTA) can be implemented
effectively, aimed at the transition of the audience to third-party organisations.

An important feature of video hosting is security. Although the posted content is
stored on third-party resources, the video hosting service is responsible for its security.
Video hosting also provides the opportunity to track statistics of how the audience inter-
acts with video content and provides management tools [Lu, Cheng, 2020].

Video hosting platforms are developing in various directions. Some develop a va-
riety of tools for interacting with the audience, while others transform themselves into
online cinemas or digital TV. Remaining exclusively a video hosting service, YouTube
has formed new areas of interaction with a young audience, and at present, for a young
audience, it is the main source of information about the world [Chiang, Hsiao, 2015]. It
is also used as a search engine.

Digital TV. The importance of brand promotion in movies and TV shows has been
discussed for a long time. The Hobbit Trilogy brought significant effects on tourist arriv-
als in New Zealand [Li et al., 2017] and made it possible to form a New Zealand nation
brand based on the landscape features of the country [Insch, 2013]. Digital TV at present
is a serious competitor to the traditional film industry (which was made especially evi-
dent during the pandemic) and provides exceptional opportunities for communication
not only for product brands but also for nation brands.

Among digital TV platforms, the trend towards own content generation is clearly
noticeable. Digital TV platforms such as Netflix, Disney+, and Okko are not just video
hosting companies, but also content producers. Content available exclusively in digital
TV is not inferior in quality. Digital TV platforms give opportunities to evaluate objec-
tively the effectiveness of content, interact more closely with the audience, instantly re-
spond to requests and also track emerging trends. Knowing the mood of their audience,

8 Video hosting — a server on the internet that is used to store and deliver video-content.
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such platforms can create relevant content, including the interests and values choosing
them based on the data gathered about the audience.

Cinema has a significant impact on society. This impact is so high that it affects not
only the psychology of an individual, but also forms a certain consciousness in society.
The society in which politicians operate also determines how they use cinema for their
own purposes. The more open and democratic society becomes, the more relevant it is
to study the peculiarities of how films and their images influence the public conscious-
ness and how film productions influence mass moods and mass behaviour.

Through the cinema, the character of the nation could be formed, and the guiding
principles and values of the nation and the country as a whole could be reflected. Cin-
ema is able to give an impulse to the development of various areas of a country’s activity.

eLearning. eLearning is a separate communication tool since it creates interactions
with wide and diverse audiences and is developing rapidly. Learning is a significant part
of human life, and the pandemic has demonstrated a desire to learn something new
[Paudel, 2021]. Educational content is actively developing, and traditional educational
institutions are no longer the only channels for obtaining knowledge.

The boundaries of eLearning are wide, including massive open online course
(MOOOQC) platforms, video content on hosting platforms, and educational content on the
digital systems of companies and educational organisations. eLearning is not a digital
analog of offline education, as it provides a personalised format of interaction, and the
users choose their own path and speed of learning. In addition, eLearning creates a more
comfortable learning environment, partially eliminates the stress associated with offline
learning, and creates a healthy emotional environment.

eLearning as a communication tool is not well-studied at present. There are still
many questions concerning the details of how eLearning should be used during the re-
alisation of nation branding. Commercial brands do not have the answers either. This
direction is still evolving, but the benefits that eLearning provides for interactions with
a wide range of audiences is promising.

In-game advertising. In-game advertising is delivered dynamically and could be de-
pendent on the time, the geographical location of the player, and other parameters that
could be taken from, for example, the player’s profile (gender, age, etc.). In-game ad-
vertising significantly increases the reach of the target audience. The gaming audience
is diverse in terms of age, gender and geography, but the core of that audience could be
revealed according to the game’s theme and mechanics. A large number of games are
aimed at a young audience. Introduction to esports gives an opportunity to “grow” a
young audience from a young age and learn to speak the same language as them as early
as possible.

The gaming audience is characterised by their high engagement and readiness for
interactive communications [Zhang et al., 2017]. However, they need high-quality con-
tent and well-developed integrations. The necessary requirement for in-game advertis-
ing is the relevance of the content to the game and its audience. Therefore, this kind of
communication can be implemented using a wide range of mechanisms and tools (since
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communication is carried out in the game space) and can form a completely new con-
sumer experience.

The practice of using games to achieve non-commercial goals is no longer a novelty.
In an attempt to reach young people, the Obama re-election campaign placed ads in 18
games, including Burnout Paradise [Sinclair, 2008]. In-game advertising gives opportu-
nities to manage image by forming positive associations. It also allows reaching a specific
audience that is difficult or impossible with other communication tools.

Interestingly, the boundaries among the mentioned digital communication tools are
blurring. For example, gaming is combined with eLearning, and in the Minecraft online
game, universities hold various educational events’. Video hosting services are becom-
ing digital TV, as, for example, ivi (LLC IVL.RU) which initially was a video hosting plat-
form became an online movie theatre, and now it produces its own content and is one of
the main players of digital TV platforms in Russia [Henni, 2019]. Since the digital space
is practically unlimited, the integration of various digital communication tools provides
broad opportunities for implementing relevant interactions with different audiences.

It is important to note that the mentioned digital communication tools belong, as a
rule, to commercial organisations, universities, or individual entrepreneurs. And in any
case, it is all about making a profit. Accordingly, providing these tools for use within the
framework of nation branding implies the need to obtain benefits. But a successful na-
tion brand creates a competitive advantage for organisations functioning in the country.
And the management of the nation branding should include representatives not only of
the government but also of business, non-profit organisations, educational institutions,
and the population. The inclusion to the nation brand management committee, the or-
ganisations and people who could contribute to the communication of the nation brand
will lead to a mutually beneficial partnership.

MATCH DIGITAL COMMUNICATION TOOLS AND NATION BRANDING GOALS

Selected digital communication tools generate certain benefits for brands in case of
usage. These benefits relate not only to the scope but also to the capacity to form experi-
ences and opinions. For nation branding, trust is of great importance, and it should be
accepted as a fundamental principle of nation branding. The highlighted digital commu-
nication tools contribute to the achievement of nation branding goals in different ways.
The most important characteristics are presented in the Table.

As illustrated by Table, selected digital communication tools could be used to achieve
various nation branding goals. The advantage of the table is that it highlights the main
principles that need to be taken into account when identifying appropriate communica-
tion tools for nation branding. The advantages of each tool should be compared not only
with the results anticipated, but primarily with the nation branding goals. And the choice
of the tool is based on its compliance with the goals that the nation branding follows.

9 For example: HSE Minecraft. URL: https://www.youtube.com/channel/UC8-nftlzgfUp2R3Aeur2wg
(accessed: 15.05.2022).
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Table. Digital communications tools in reaching the goals of nation brands

Social networks

the audience
Targeted
communications

Digital
communication Tool's benefit Relevant nation brand's goal Comment
tool
1 2 3 4
Attracting foreign investment,
businesses, and talents
Building trusted Prqmotmg the cpuntrys cultural | Less gseful in:
. . ) heritage among internal and forming a positive
. relationships with .
Blogging and external stakeholders image of the

Creating a positive image of the
country’s internal stakeholders
Boosting export trade
Increasing domestic and foreign
tourism

country’s policy
among external and
internal stakeholders

Access to a wide

Less useful in:
attracting foreign

culture and rituals

. investment,
audience . , .
Wide range Promoting a country’s cultural businesses and
8 heritage among internal and talents
of formats for :
. . . external stakeholders boosting export
. . interactions with . o
Video hosting the audience Creating a positive image of the | trade
country’s internal stakeholders forming a positive
Targeted . . . .
— Increasing domestic and foreign | image of the
communications tourism country’s polic
Audience S POlcy
RN among external
&ag and internal
stakeholders
Attracting foreign investment,
businesses, and talents
Promoting the country’s cultural
heritage among internal and
external stakeholders
Ability to form Creating a positive image of the Usefulness depends
Digital TV Y country’s internal stakeholders b

Boosting export trade
Increasing domestic and foreign
tourism

Forming a positive image of the
country’s policy among external
and internal stakeholders

on the platform
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create a brand-
new consumer
experience

external stakeholders
Boosting export trade

End of theTable
1 2 3 4
Attracting foreign investment, Less useful in:
Ability to form businesses, and talents boosting export
cul tutri and rituals Promoting the country’s cultural | trade
Personalised heritage among internal and forming a positive
eLearning interaction external stakeholders image of the
Tarceted Creating a positive image of the | country’s policy
corrglmunica tions country’s internal stakeholders among external
Increasing domestic and foreign | and internal
tourism stakeholders
Less useful in:
creating a positive
Access to a specific image of the
ien . L ntry’s internal
auc.h.e « Attracting foreign investment, countrys inferna
Ability to form . stakeholders
businesses, and talents ) : .
culture . , increasing domestic
In-game Promoting the country’s cultural . .
L Image management . ) and foreign tourism
advertising oo heritage among internal and . o
Opportunities to forming a positive

image of the
country’s policy
among external
and internal
stakeholders

The other important advantage of the table is that it evolves an approach to com-
munication tools with the focus on understanding aims that a tool is less relevant to gain.
Communication tools in branding and especially in nation branding do not work sepa-
rately. In a holistic manner they are used to achieve strategic goals [Dinnie et al., 2010].
Hence benefits and weaknesses of each tool should be revealed in context of gaining na-
tion branding goals. The following sections present a closer look at the implementation
features of the selected tools.

Blogging and social networks. Blogging and social networks could be used to achieve
almost all the goals of nation branding due to the possibility of building trusting re-
lationships with the audience. Influencers communicate with an audience that trusts
them. It is important that this audience could be both internal and external for a nation
brand. And this makes it possible to spread communications beyond geographical bor-
ders. Therefore, influencers can indirectly stimulate the development of exports.

In the context of nation branding, influencers stimulate the beginning of a dialogue
between nation brands and audiences. Influencers do not carry out advertising or propa-
ganda in its purest form. In their messages, there is no unnecessary obsession and there
are no aggressive sales techniques. But there is a personal recommendation or review
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from an opinion leader who is not directly related to the nation brand. Such content
is often perceived as a reliable source of information. Therefore, influencers can com-
municate information about the advantages of the country to both external and internal
stakeholders, stimulate the development of tourism, reflecting the attractiveness of the
country as a tourist destination.

Influencers, to a lesser extent, are effective in forming a positive image of country
policy, if they are not the kind of influencers whose main subject is related to politics.
Influencers differentiate according to topics and have a trusting relationship with the au-
dience and within a specific subject. Politics is a rather sensitive topic and the influencer
risks losing the trust of his or her audience by getting involved in the communication
of a certain attitude to politics. On the other hand, the use of this tool confronts nation
branding, the corrective principle of which is to build trust among stakeholders.

Video hosting. Video hosting services provide access to a wide audience, attracting
attention by video content. Most people perceive information primarily through vision.
Therefore, in tasks of communicating information or persuading somebody, visualisa-
tion is one of the most effective tools. Video content is easy to distribute, and users ac-
tively share interesting and useful videos.

Video hosting services create less interactive communication with users, and due
to this, they do not create trust. They affect the attraction of investment and boosting
export trade. At the same time, they can support the attraction of talent as an advanced
level of tourism development.

Video hosting services are less appropriate for the formation of attitudes towards
the policy of the country. On such platforms, there is an abundance of communication
noise with various kinds of content, themes, speakers, etc. To communicate a certain
idea through such a level of noise, intensive communication is necessary, which in the
case of nation branding, could be perceived negatively as pressure on opinions. Since
trust plays a significant role in nation branding, video hosting should be used in mod-
eration and within the framework of the goals for which it is relevant.

Digital TV. Digital TV is a relevant tool for all the nation branding goals mentioned
before. The main thing here is that content producers use stereotypes while relying on
public opinion surveys and other sources of information about nation characters. At
the same time, movies, cartoons, and TV shows help the viewer to form an opinion
about a particular nation, country, or phenomenon by using stereotypes. This helps to
increase the ideological impact of film production, as it involves imitating the external
and internal features of movie characters according to the principle “it is accepted so,
it is right so”. At the same time, stereotypes in the cinema are a socially significant phe-
nomenon, since they are generated by the appropriate culture and are presented in the
nation mentality.

Digital TV could stimulate the development of domestic and foreign tourism. And
this is one of the most widespread nation branding goals that digital TV implements at
present. In general, it can be noted that the opportunities of digital TV in promoting na-
tion priorities are not used intensively by various countries, including Russia. Digital TV
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is rapidly replacing traditional TV and even partly “stealing” cinema viewers (to which
the pandemic made a great contribution). Accordingly, the possibilities of digital TV in
the communication of certain values corresponding to the nation brand of the country
are growing.

However, it is important to keep in mind that achieving the goals of nation brand-
ing depends on the choice of digital TV platforms. The values of the digital TV platform
should not contradict the values of the nation brand. This does not mean that the brand
of the platform should be based solely on the values of the nation brand. It is important
that there should be no direct contradiction, as this leads to a blurring of the platform’s
brand. And also, such a kind of situation could lead to a decrease in the trust of the audi-
ence. Therefore, the choice of a digital TV platform should be based on the nation brand
values.

eLearning. eLearning plays the role of useful video content. At the same time, it
has the capabilities for personalised interaction. This feature of eLearning allows it to
benefit in attracting business investment and talents. eLearning does not have territo-
rial borders, but in itself reflects a certain country affiliation, which contributes to the
promotion of domestic and foreign tourism.

Education is a significant part of society. Education translates the internal culture
of the country and its heritage. The transition to digital technologies has not reduced
the importance of education, so eLearning contributes to the promotion of the country’s
culture and heritage among internal and external stakeholders.

As mentioned earlier, the culture of electronic education has not yet developed, so
the value boundaries of communication are not defined. This provides opportunities
for nation branding to lay down a base of eLearning culture including its meanings and
communication than through the framework of the electronic education processes. In
other words, the nation brand can stimulate the “consumption” of eLearning, determine
the rituals of eLearning implementation and traditions of the development of eLearning,
not only among consumers, but also among the creators.

eLearning and education itself is not perceived by general public as a politicized
tool. And the public is not afraid that eLearning can be aimed at forming an attitude to
the country’s politics. Accordingly, to a lesser extent, eLearning as a tool is relevant to
the goal of nation branding related to forming a positive image of the country’s policy
among external and internal stakeholders. eLearning has a limited impact on exports,
but this impact is usually associated with the export of educational materials. Since to-
day, this is a rather narrow direction compared to other types of exports, eLearning is
not effective enough in achieving the goal of boosting export growth through the frame-
work of nation branding.

In-game advertising. In-game advertising is actively developing. For nation brand-
ing, the most important thing is that this digital communications tool provides access to
specific audiences. As a rule, gamers are the audience that is difficult to identify in other
channels. Interaction with them on “their territory” is effective and allows you to form
positive experiences.
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In-game advertising capabilities in creating a new consumer experience provide a
wide range of opportunities for promoting a country’s cultural heritage among internal
and external stakeholders, as the boundaries of virtual reality are not limited.

As part of the virtual world, in-game advertising is less relevant to nation branding
goals related to the real world. In-game advertising is not aimed at stimulating tourism.
At the same time, in-game advertising allows attracting investment, businesses, and tal-
ent, as it indirectly reflects the level of development of the digital infrastructure. In gen-
eral, the possibilities of implementing In-game advertising are quite wide, and modern
practices demonstrate only a limited list of them.

CONCLUSION

Nation branding is aimed at developing the image of the country and its communi-
cation, both inside and outside the country, based on positive values and ideas about the
country. And the nation brand is used as the semantic basis for targeted communication
campaigns aimed at promoting trade, tourism, and domestic investment. In these pro-
cesses, the role of digital communication tools is significant. They allow us to take a fresh
look at the nation brand and provide opportunities for communicating the meaning of
the nation brand, not only to internal, but also to external stakeholders. Digital com-
munication tools are able not only to create personalised access to specific audiences,
but also to manage communications and measure their effectiveness. The five digital
communication tools analysed in the study stand out among other tools because they
are able to form an image, can ensure the unity of the meanings of the nation brand, and
also affect all six components of the nation brand.

To sum up, the study suggests that the use of digital communication tools not only
encourages the development of the nation brand, but also contributes to the identi-
fication of new practices in the use of the tools themselves. Nation branding is not
propaganda, so it is looking for creative ways to communicate nation priorities. Nation
branding is different from corporate and product branding, so it pursues other goals
related to building trust among internal and external stakeholders. And finally, nation
branding promotes more than one of the country’s industries or sectors, so the imple-
mentation of nation branding includes representatives of various areas of the country’s
activities.

As for directions for future research, we should note the study of the selected tools
within the framework of product branding since their effectiveness seems relevant to
evaluate on the example of product brands. Besides, the relationship between nation
branding activities and the ratings of nation brands remains a big question. Therefore,
it seems reasonable to assess the impact that specific digital communication tools of
nation branding made on the various components of the nation brand's value. Third,
it seems interesting to study the factors that impact the effectiveness of various digital
communication tools within the framework of nation branding. Finally, attention could
be paid to the effect of sharing the usage of: 1) various digital communication tools, and
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2) the combination of digital and traditional communication tools in achieving the goals
of nation branding.
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Pocrt rno6anusanuy u nudpoBu3anuy IpUBOAUT K TOMY, YTO TPAHMIIBI MEXKY CTPAaHAMU pas-
MBIBAIOTCA U B PE3y/IbTaTe yTPAaYMBAETCs UX YHUKATIbHOCTD. BsauMopeiicTBue MeXxmy CrpaHamMu
YCUIMBAETCS, a HALOHA/IbHbIE IIPMOPUTETDI I MJENM CTAHOBATCA BCE MeHee oTYeTIMBbIMM. Ha-
LMIOHA/IbHbI OPEHIMHT IIOMOTaeT IIPEOf0/IeTh Pa3PbIB MEX]LY TeM, UTO TOCYAPCTBO 3asAB/IAET
o0 cebe, 11 TeM, KaK OHO BOCIIPMHMMAETCA B JielicTBUTeNbHOCTU. PasBuTue nudpoBusanmm Kak
OJIHOTO 3 IIPMOPUTETOB LA CTPAHDI, a TAK)XKE YBE/MMIEHNE YMC/IA «IUPPOBBIX» ayIUTOPUIL 06-
YCTIOBNMBAIOT HEOOXOAMMOCTD JMCIIONb30BAHMUA M(POBBIX KOMMYHVKAIIVIOHHBIX MHCTPYMEH-
TOB IIPU peaju3aly HaIMOHAIbHOTO OpeHpyuHra. HecMOTpA Ha TO YTO B HacToOAlljee BpeM
UCIIOIb30BaHMe LUPPOBBIX NHCTPYMEHTOB KOMMYHUKALIMH MIVPOKO PACIPOCTPAHEHO B KOM-
MEpPYECKOM M HEKOMMEPYECKOM CEKTOPaX, CYLIECTBYET HEOCTATOK MCCIENOBAHMIT, B KOTOPBIX
YCTaHAB/IMBAETCA B3aMMOCBA3b MEXNY LEIAMY HALMOHAIbHOTO OpeH[VHra U LQpOBbIMU
KOMMYHUKAIVIOHHbIMJ MHCTPYMEHTAaMM JI1 X NOCTMXXeHus. B crarbe aHanmusupyoTcs BO3-
MOXXHOCTM IMIPOBBIX MHCTPYMEHTOB KOMMYHMKAIIMM B JOCTVDKEHNUM Liefleil Hal[IOHaTbHOTO
Openpunra. OmnpefieNieHbl MOHATUA HAIMOHAIBHOTO OpeHJa U HAI[VIOHANbHOTO OPEeH/MHTIA, a
TaKKe BbIIE/IEHbl OCHOBHBIE (YHKIMM HALMOHA/IBHOTO OpeHAMHra. BbifesieHo mATh MHCTPY-
MEHTOB I11()POBBIX KOMMYHMKALINIL, IPECTaB/IAOUINX HaMOO/IbIINIT MHTePeC /IS peannsalnm
HAIVIOHA/IbHOTO OPEHIMHIA, M PACKPBITHI MX IPeUMYyIecTBa. VIHCTPyMEHTBI IIM(POBBIX KOM-
MYHUKALIUIT COIIOCTAB/IEHBI C LIe/IIMY HAallMOHA/IbHOTO OpeHiuHra. OnpesieneHbl BO3MO>KHOCTH
111PPOBLIX KOMMYHMKALMOHHBIX MHCTPYMEHTOB B JOCTVDKEHWN 1IeJIell Hal[IOHa/IbHOTO OpeH-
JVIHTA.

Kniouesvie cno6a: HALMOHAIbHBI OpeH, HALVOHA/IbHBI OpeHANHT, 11(poBble KOMMYHMKa-
LUV, MHCTPYMEHTbI KOMMYHUKALINI, 1{e/I HAIIMIOHA/IbHOTO OPEHANHTA, FUPKATAIU3ALUA.
Crarbs nocTynumia B pegakuuio 31 aprycra 2022 1.

Crarba peKkoMeH/joBaHa K neyatn 3 masg 2023 1.
KonrtakTHas madopmanus

Kycpaesa Onvea AHamonveéHa — KaHJ,. 5KOH. HayK; okusraeva@hse.ru
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