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Country as a Corporate Brand. Developing a Framework
for Place Brand Communication: a Case Study of Poland
Summary
Place branding requires a complex approach and thinking in the categories of
various stakeholders and target groups. The purpose of the paper is to indicate the
possibilities of using the procedures of developing the corporate brand communication strategy in place branding. We explain how to make use of the comprehensive
approach to country brand communication, taking into account the complexity of
goals, target groups and the multidimensional nature of place brand communication. The paper combines theoretical discussion made on the basis of the literature
studies with the case study leading to the formulation of strategic implications for
brand communication of Poland. The analysis of the country brand potentials was
supported by the results of qualitative research. We used also the mind-mapping
method which allowed us to identify key words integrating various potentials and
define a clear brand idea. We applied the procedure of corporate brand communication planning to country branding, pointing out the possibility of comparing the
country brand to the corporate brand.
Key words: place branding, country brand, corporate brand, brand communication,
brand idea.
JEL codes: M31, M38, Z33

Introduction
In the age of global competition places (countries, cities and regions) need to market
themselves Anholt (2010b). Marketing has become an integral part of managing the development of many countries, which results from the increasing global competition and the necessity to take actions for retaining and attracting residents, tourists, highly qualified human
capital, business and investments. The complexity of target markets and processes enforces
strategic thinking and close association of marketing communication with branding.
The purpose of the paper is to indicate the possibilities of using the procedures of corporate brand communication planning in place branding. We explain how to make use of the
comprehensive approach to country brand communication, taking into account the complexity of goals, target groups and the multidimensional nature of place brand communication.
The paper combines theoretical discussion made on the basis of the literature studies with
the case study, leading to the formulation of strategic implications of for brand communication of Poland. For the purpose of this paper, we made an attempt to apply the procedure of
corporate brand communication planning to country branding of Poland. The analysis of the
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country brand potentials was supported by the results of exploratory research of a qualitative nature: an online survey and a drop and collect survey with the use of free association
questions, and focus group interviews. In order to diagnose the country brand, we used the
analysis of the results of the research on the image of Poland, commissioned by the Ministry
of Foreign Affairs. We used also the mind-mapping method, which allowed us to identify
keywords integrating various potentials and define clear brand idea. During the process we
also searched for corporate brands whose characteristics and values are similar to the characteristics of Poland. To the best of our knowledge, such an approach has not been applied
before, what constitutes the innovative contribution of the study.

The rationale of branding places
Place marketing requires a complex approach and thinking in the categories of diverse
target groups, which perceive, evaluate and choose places as suitable for their life, work,
investment, tourism and recreation. Place marketing not only concerns a broad group of
stakeholders but also actions are taken by a range of entities and typically they are all different from each other, due to their objectives, resources and capabilities. Many authors
combine the effectiveness of place marketing, particularly place marketing communication
with branding and mention place branding among key success factors of place marketing
(Moilanen and Rainisto 2009).
Although there are not many studies which investigate the rationale of branding places
(Anholt 2002; Ashworth, Kavaratzis, Warnaby 2015; Cai 2002; Caldwell and Freire 2004;
Freire 2005; Pritchard and Morgan 1998), nonetheless, some voices have being raised questioning the possibility to construct and manage places as brands. Girard (1999) argued that
a nature places is totally distinct from corporations, and therefore according to him speaking
of place branding seemed to be nonsense. Doubts related to the use of branding concepts to
places are primarily related to the question: Maybe places are too complex for branding?
They have too many stakeholders and to little management to control. So can we talk about
place branding, country branding, city branding?
According to Anholt (2010a), there is no question that the concept of brand is relevant
and useful to places, both at the sectoral level and in their roles as umbrella brands. Freire
(2005) emphasizes that “the geo-brand concept can be seen as an intelligent answer for local sustainable development” (Freire 2005, p. 350). Govers and Go (2009) underline that
through communication and experience place branding links place identity and perceived
images.
The complexity related to orientation towards a broad and diverse group of customers
and stakeholders as well as the necessity to undertake planned and systematic actions concerned with communication of a place as a whole, brings thinking about place brand close
to corporate brand.
The convergence between place branding and corporate branding was noticed and described by various scholars (Caldwell and Freire 2004; Hankinson 2007; Kavaratzis 2009;
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Kavaratzis, Ashworth 2006; Parkerson, Sounders 2005; Trueman, Klemm, Giroud 2004).
Hence, starting from the definition of corporate brand (Daszkiewicz, Wrona 2014), country
brand could be defined as: a unique set of visual, verbal and behavioural components, which
can ensure the country permanent distinction and recognition in the broadly defined environment.

Country brand communication planning
The universality of branding makes that we can talk about the brand of a country. We may
also try to use procedures that are appropriate for corporate brand communication planning
in strategic planning of country brand communication. In this part of the paper, we show
the procedure reflecting a comprehensive approach to country brand communication, taking
into account the complexity and the multidimensional nature of country branding.
Figure 1
Country brand communication – planning process
Country brand diagnosis
Country communication audit and strategic recommendations
Country brand idea and identification keys
Country Brand Communication Program
Source: based on: Olins (2009, p. 73); Daszkiewicz, Wrona (2014, p. 69).

We start the planning procedure with a country brand diagnosis. For this purpose, we carry out the analysis of collected information that leads us to definition of major characteristics
of the country and elements of national identity, which create the potential for country brand
communication. The next step is a communication audit based on a review of country brand
communication activities. The analysis of the communication activities should provide answers to questions about: management of place communication and the level of integration
of communication activities. For this, we need information about organizations/units that
deal with the promotion of the country, strategic recommendations (a brand communication
framework) and communication activities (campaigns, events etc.).
Building a strong country brand requires having features which distinguish it from others
and will be permanently associated with the country (keys of identification). There is also
a need to find a brand idea, which may be regarded as a generalization of the characteristics,
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values and vision of development of a country. Establishing a clear brand idea enables communication with different groups of stakeholders in a long-term perspective and facilitates
the creation of coherent communication programs.

Brand communication – strategic recommendations for Poland
For the purpose of this paper, we made an attempt to apply the procedure of corporate
brand communication planning to country branding of Poland. The analysis of the country
brand potentials was supported by the results of exploratory research of a qualitative nature:
an online survey with the use of free association questions, carried out on a sample of 127
respondents (Polish students, the survey concerned their own opinions and what, according
to respondents, other people think about Poland), a drop and collect survey (free association
questions) in a group of 69 Portuguese students (who haven’t had contact with Poland before) and focus group interviews (two groups of Erasmus students, studying in Poland). The
qualitative material was subjected to content analysis and categorised for the purpose of describing major characteristics, features and attributes used to describe Poland. The groups of
associations and details of the answers given by the respondents are presented in the Table 1.
Table 1
Characteristics, features and attributes used to describe Poland
Group of
associations
Landscape and
nature
Climate and
weather conditions
National symbols
History and
national heritage
People –
characteristic
features
Famous people
Polish cities
Polish cuisine and
beverages
Language
Politics and
economy

Example answers
Beautiful landscapes/nature; greenery (forests, meadows), landscape diversity (sea,
lakes, mountains etc.)
Cold weather, raw climate, little sunshine, inter, four seasons of the year
White and red flag, emblem, hymn, eagle, stork, European bison, amber
Rich/interesting history, Solidarity, World War II, Auschwitz, the Warsaw Uprising,
the Battle of Grunwald, castles and palaces
Hospitable, open, cheerful, fun-loving, resourceful, hardworking, creative,
educated, brave, ambitious, modest, malcontent, traditional, conservative, catholic,
beautiful women/girls, blond
Frederic Chopin, John Paul II, Lech Wałęsa, Copernicus, Andrzej Wajda, Robert
Lewandowski
Cracow, Warsaw, Wroclaw, Gdansk, Zakopane, Czestochowa
Polish dishes (bigos, pierogi, cucumbers in brine) and beverages (vodka,
żubrówka)
Difficult for foreigners, complicated grammar, rustling, hissing, and hushing
sounds
Eastern European country, post-communist country, member of the European Union,
fast economic development, country between East and West, low cost of life.

Source: based on own research.
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The results of the research on the image of Poland, commissioned by the Ministry of
Foreign Affairs, pointed to the dominance of historical associations and associations related
to the natural landscape and climate. The results of this study indicated that Poland did not
have a clear international image. There are no explicit and contemporary elements or characteristics that could act as identification keys. (Określenie wizerunku, który Polska powinna
promować za granicą 2013).
However, Poland has a positive potential to build its brand in the world. Poland is a country with many attractive areas of nature, some of which are exceptional and not encountered
in other European countries. The country is also characterized by relatively large natural and
cultural diversity. Foreign visitors give particular attention to a rich cultural offer in Poland.
People are increasingly aware of changes in Poland and fast economic development. For
this reason Poland can be seen as a country that links the east and the west. Poland is also
perceived as a country that has successfully undergone transformation from a post-communist country to a member of the European Union.
Although the elements of the image of Poles vary from one country to another, we can find
the common core: the typical Pole is resourceful, hardworking, cheerful, hospitable, brave,
ready to face new challenges and relatively easily adapting to new conditions. Research
results confirm that the image of Poles is in most cases better and more expressive than the
image of the country itself. However, among the names of famous Poles, respondents rarely
mention contemporary characters (Badania wizerunkowe Polski i polskiej gospodarki 2011;
Określenie wizerunku, który Polska powinna promować za granicą 2013).
The potential for the Poland brand development can arise from coupling of seemingly
contradictory characteristics: those that are conservative and tied to tradition, history, culture
and natural resources with modern attributes, which are dynamic and forward-looking. It
should be stressed that a study conducted by Olins (2006) led to similar conclusions. Olins
also saw a potential for development of the brand of Poland in coexistence of opposing traits
(“Poland is part of the West and also understands the East; Polish people are passionate and
idealistic and also practical and resourceful; the Polish character is ambitious and also down
to earth”) and he put forward the idea of Creative Tension (Olins 2006).
The review of country brand communication activities leads to the conclusion, that
in a case of Poland we are facing a problem with strategic communication management
and a low level of integration of communication activities. Many different institutions are
involved in promotion of Poland, but the primary responsibility lies with the Ministry of
Foreign Affairs of the Republic of Poland, the Ministry of Development and the Polish
Tourism Organisation. Among other organizations dealing with the promotion of the country there are: the Polish Investment and Trade Agency, the National Chamber of Commerce,
the Polish Agency for Enterprise Development, the Institute of Public Affairs etc. Each of
them carries out its own promotional activities and campaigns with the use of different brand
identity elements (logos, slogans etc.). Although, time and again there are attempts to coordinate marketing communication activities of Poland, unfortunately such actions are lacking in continuity and longevity. New institutions are created, in 2016 the Interdepartmental
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Team for the Promotion of Poland Abroad replaced the Council for the Promotion of Poland.
Poland also lacks a long-term country brand communication strategy, which could combine
different aspects of the development strategy and enable coordination of communication
with different groups of stakeholders in a long-term perspective.
The last serious attempt of defining Poland’s promotion framework is a document “Rules
for Communicating the POLSKA Brand” (2014). Development of the Creative Tension
concept led to the creation of the brand idea “POLSKA empowers” (POLSKA empowers
through experiences, imagination, resourcefulness and initiatives). The presented idea does
not translate into explicit marketing communication recommendations. “POLSKA empowers” is not a slogan and is not used verbatim in promotional campaigns or materials. The
only clear indication for constructing promotional messages is that they need to focus on
people and stress unique characteristics of our national psyche. (Rules for Communicating
the POLSKA Brand 2014).
Recognizing that the promotional activities are not coherent, both in the organizational
and a longer time perspective, we attempted to create our own proposal of the framework for
the brand communication of Poland. The crucial point here was the formulation of a clear
brand idea, which would combine different potentials and different goals and also integrate
long-term communication with different groups of stakeholders. For this purpose we used
the mind-mapping method, which allowed us to identify keywords integrating various potentials of Poland. During the process we also searched for corporate brands whose characteristics and values are similar to the characteristics of Poland. This led us to find similarities
between brands Poland and Ikea, which products are simple in design but visually appealing, affordable to many people, available, functional, adaptable and innovative. Among the
features that make up the Ikea personality are: sincere, cheerful, spirited, full of energy,
imaginative, intelligent, creative, down-to-earth, straightforward and successful. The Ikea
distinction is based on simplicity, which is expressed in the way of thinking and acting.
IKEA is a brand full of energy and movement (Summary of Brand Equity: IKEA 2014; The
values that characterise IKEA 2013).
The mind mapping process allowed us to create a proposition of the brand idea that could
be used in promoting Poland: “SimPLe Choice”1. To get the best value associated with the
potential of the keyword “simple”, we also decided to use it in proposed slogans, which refer
to the brand potentials: “SimPLe charm” (nature, people), “SimPLe champions” (famous
Poles – Chopin, Andrzej Wajda, John Paul II, Lech Walesa and contemporary champions –
talented Poles with international successes), “SimPLe channel” (the east-west connection,
linking tradition and history with modernity), “SimPLe chilly” (weather, food, entertainment, nature). As we can clearly see, in each slogan we use the characteristic Polish “ch”.
The key message we want to communicate is that Poland gives many opportunities arising
form from its diversity, availability and affordability. Our idea of branding and communication of Poland enables communication with different groups of stakeholders in a long-term
perspective and facilitates the creation of coherent communication programs.
1

We used „PL” (the acronym of Poland) in the word “SimPLe” (utilizing its linguistic potential).
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Conclusions
In the paper we showed that despite complexity and multidimensional nature, the concept
of branding is relevant and useful in place marketing. We indicated the possibilities of using
the procedures of developing the corporate brand communication strategy in place branding.
We applied the procedure of corporate brand communication planning to country branding,
pointing out the possibility of comparing a country brand to a corporate brand.
There are many challenges associated with country branding, communication strategy
development and implementation of strategic recommendations, both in the organizational
and the long-time perspective. As in the case of corporate brands, country branding requires
the definition of a communication framework with a clear brand idea, which combines different brand potentials and constitute a basis for the integration of communication with different groups of stakeholders.

Acknowledgement
Special thanks to my Erasmus students – Michala Mydlova (University of Economics in
Prague) and Fabrizio Ghirardi (School of Management and Economics, University of Turin)
– for their contribution to the research (especially analysis and mind-mapping process) and
sharing their ideas leading to the formulation of strategic implications of for brand communication of Poland.
Bibliography
Anholt S. (2010a), Definitions of place branding – Working towards a resolution, “Journal of Place
Branding and Public Diplomacy”, No. 6(1).
Anholt S. (2010b), Places. Identity, image and reputation, Palgrave Macmillan, New York.
Anholt S. (2002), Foreword to the special issue on place branding, “Journal of Brand Management”,
No. 9(4/5).
Ashworth G.J., Kavaratzis M., Warnaby G. (2015), The Need to Rethink Place Branding, (in:)
Kavaratzis M., Warnaby G., Ashworth G.J. (Ed.) Rethinking Place Branding Comprehensive
Brand Development for Cities and Regions, Springer International Publishing, Switzerland.
Badania wizerunkowe Polski i polskiej gospodarki w krajach głównych partnerów gospodarczych.
Raport końcowy z badań wizerunkowych, Ageron Polska, Ageron Internacional S.L. na zlecenie
Ministerstwa Gospodarki (2011),
https://www.mr.gov.pl/media/15471/6_Streszczenie_badan_wizerunkowych_ax_ante.pdf
[access: 14.01.2017].
Cai L. (2002), Cooperative branding for rural destinations, “Annals of Tourism Research”, No. 29(3).
Caldwell N., Freire J. (2004), The differences between branding a country, a region and a city: Applying the brand box model, “Journal of Brand Management”, No. 12(1).

handel_wew_6-2017.indd 62

2017-11-23 12:53:21

MAGDALENA DASZKIEWICZ

63

Daszkiewicz M., Wrona S. (2014), Kreowanie marki korporacyjnej, Difin, Warszawa.
Freire J. (2005), Geo-branding, are We Talking Nonsense? A Theoretical Reflection on Brands
Applied to Places, “Place Branding”, No. 1(4).
Girard M. (1999), States, diplomacy and image making: What is new? Reflections on current British
and French experiences, paper presented to conference in Image, State and International, London
School of Economics, Relations, Vol. 24, cited in: Moilanen T., Rainisto S.K. (2009), How to
brand Nations, cities and destinations, Palgrave Macmillan, New York.
Govers R., Go F. (2009), Place Branding. Glocal, Virtual and Physical Identities, Constructed, Imagined and Experienced, Palgrave Macmillan, New York.
Hankinson G. (2007), The management of destination brands: Five guiding principles based on recent developments in corporate branding theory, “Brand Management”, No. 14(3).
Kavaratzis M. (2009), Cities and their brands: Lessons from corporate branding, “Place Branding &
Public Diplomacy”, No. 5(1).
Kavaratzis M., Ashworth G. (2006), City branding: An effective assertion of identity or a transitory
marketing trick?, “Place Branding”, No. 2(3).
Moilanen T., Rainisto S.K. (2009), How to brand Nations, cities and destinations, Palgrave Macmillan, New York.
Określenie wizerunku, który Polska powinna promować za granicą. Badanie opinii. Raport końcowy
(2013), http://www.msz.gov.pl/resource/972c041f-58a2-4119-bc2a-a54a1d896f63:JCR [access:
12.12.2016].
Olins W. (2006), Wally Olins on nation branding and Brand Poland,
http://nation-branding.info/2006/06/14/wally-olins-branding-poland [access: 12.12.2016].
Olins W. (2009), Podręcznik branding, Instytut Marki Polskiej, Warszawa.
Parkerson B., Saunders J. (2005), City branding: Can goods and services branding models be used to
brand cities?, “Place Branding”, No. 1(3).
Pritchard A., Morgan N. (1998), Moodmarketing – The new destination branding strategy: A case
study of ‘Wales, The Brand’, “Journal of Vacation Marketing”, No. 4(3).
Rules for Communicating the POLSKA Brand (2014),
http://www.msz.gov.pl/resource/096aa594-87a8-4ba2-9af1-0c713be337a6:JCR [access: 12.12.2016].
Summary of Brand Equity: IKEA (2014),
https://mujikea.wordpress.com/2014/12/07/summary-of-brand-equity-ikea/ [access: 12.12.2016].
The values that characterise IKEA,
http://www.ikea.com/ms/en_GB/about_ikea/press_room/values.pdf [access: 12.08.2013].
Trueman M., Klemm M. Giroud A. (2004), Can a city communicate? Bradford as a corporate brand,
“Corporate Communications: An International Journal”, No. 9(4).

Kraj jako marka korporacyjna. Rozwój nowej strategii komunikacyjnej
dla marki terytorialnej: studium przypadku Polski
Streszczenie
Branding terytorialny wymaga złożonego podejścia i myślenia w kategoriach
różnych grup interesariuszy. Celem artykułu jest wskazanie możliwości wykorzystania procedur stosowanych w budowaniu strategii komunikacji korporacyjnej
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marki w brandingu terytorialnym. Złożoność celów, grup docelowych i wielowymiarowy charakter marki kraju wymaga kompleksowego podejścia do komunikacji. Praca łączy rozważania teoretyczne przeprowadzone na podstawie studiów literaturowych ze studium przypadku, prowadzącego do sformułowania strategicznych
implikacji dla komunikacji marki Polska. Analiza potencjałów marki kraju została
wykonana na podstawie wyników badań jakościowych. Wykorzystano także metodę mind-mapping, która pozwoliła na wyłonienie kluczy identyfikacji integrujących różne potencjały i definicję klarownej idei marki. Zastosowano procedurę
planowania komunikacji marki korporacyjnej do brandingu kraju, wskazując na
możliwość porównań marki kraju z markami korporacyjnymi.
Słowa kluczowe: branding terytorialny, marka kraju, marka korporacyjna, komunikacja marki.
Kody JEL: M31, M38, Z33

Страна как корпоративная марка. Развитие новой
коммуникационной стратегии для территориальной марки:
изучение примера Польши
Резюме
Территориальный брендинг требует сложного подхода и мышления в категориях разных групп стейкхолдеров. Цель статьи – указать возможности
использования процедур, применяемых в формировании стратегии коммуникации корпоративной марки в территориальном брендинге. Сложность целей,
целевых групп и многомерный характер марки требуют комплексного подхода к коммуникации. Статья объединяет теоретические рассуждения, проведенные на основе изучения литературы, с изучением конкретного случая,
что ведет к формулировке импликаций для коммуникации марки «Польша».
Анализ потенциалов марки страны провели на основе результатов качественного изучения. Использовали также метод mind-mapping, который позволил
выделить ключи выявления, интегрирующие разные потенциалы, и дефиницию четкой идеи марки. Применили процедуру планирования коммуникации
корпоративной марки для брендинга страны, указывая возможность сравнить
марку страны с корпоративными марками.
Ключевые слова: территориальный брендинг, марка страны, корпоративная
марка, коммуникация марки.
Коды JEL: M31, M38, Z33
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