
HOME  ABOUT  LOGIN  REGISTER  SEARCH  CURRENT  ARCHIVES  SUBMIT

EDITORIAL
BOARD

FOUNDING
EDITORS

Manuel
Castells 
USC Annenberg
School for
Communication
& Journalism

Larry Gross 
Editor
International
Journal of
Communication|
USC Annenberg
School for
Communication
& Journalism

EDITOR

Larry Gross 
Editor
International
Journal of
Communication|
USC Annenberg
School for
Communication
& Journalism

Journal Help

U SER

Username

Password

 Remember me

Login

ARTIC L E TO O L S

 Indexing

metadata

 How to cite

item

 Email this

article (Login required)

 Email the

author (Login
required)

J O U RN AL
C O N TEN T

Search

Living the Brand': Nationality, Globality,
and the Identity Strategies of Nation

Branding Consultants.

International Journal of
Communication

Home > Vol 2 (2008) > Aronczyk

'Living the Brand': Nationality,
Globality, and the Identity Strategies of
Nation Branding Consultants
Melissa Aronczyk

Abstract

“Nation branding” as a concept and practice has captured the political,
cultural and economic resources of countries with established capitalist
economies and emerging market economies alike. Drawing on in-depth
interviews with nation branding consultants in London (UK), this essay
examines the strategies employed in the creation and communication of a
national brand identity. In its ability to assemble diverse motifs of heritage
and modernization, domestic and foreign concerns, and economic and moral
ideologies in the projection of national identity, nation branding appears to
some as a “benign” way to communicate national interests, one that lacks the
chauvinistic and antagonistic elements of more reactionary nationalisms. Yet
the implications of the practice are far from benign. 
The essay advances a twofold proposition. First, by enlisting the symbolic
resources and resonance of nationalist discourse which perpetuate the

#
#
#
#
#
#
#
#
#
#
#
#
#
#
#
#
#
#
#
#
http://blogxd.info/dspace/pr/TGl2aW5nIHRoZSBCcmFuZCc6IE5hdGlvbmFsaXR5LCBHbG9iYWxpdHksIGFuZCB0aGUgSWRlbnRpdHkgU3RyYXRlZ2llcyBvZiBOYXRpb24gQnJhbmRpbmcgQ29uc3VsdGFudHM=


MANAGING
EDITOR

Arlene Luck 
Managing
Editor, USC
Annenberg
Press,
University of
Southern
California

EDITORIAL
BOARD

Sean Aday 
George
Washington
University

Jonathan
David
Aronson 
USC Annenberg
School

Ilhem
Allagui 
Northwestern
University-
Qatar

Sandra Ball-
Rokeach 
USC Annenberg
School

Svetlana
Balmaeva 
Liberal Arts
University

Sarah Banet-
Weiser 
London School
of Economics

Francois Bar 
University of
Southern
California

Lance
Bennett 
University of
Washington

Howard S.
Becker 
San Francisco

Yochai
Benkler 
Harvard Law
School

Bruce
Bimber 
UC Santa
Barbara

Pablo Javier
Boczkowski 

All

Search

Browse
By Issue
By Author
By Title

F O N T SIZE

IN F O RMATIO N

For Readers
For Authors
For Librarians

PUBLISHED BY:

ED ITO RIAL
STAF F

Frank Miuccio
IT Director

Alexandra Broome
Jin Huang
Jillian Kwong
Anna Loup
William McClain
Pamela Perrimon
Raffi Sarkissian
Sulafa Zidani
Research Editors

OPEN JOURNAL
SYSTEMS

C U RREN T ISSU E

 

 

ISSN: 1932-8036

Follow @USCApress

nation-state as a necessary frame of identity, allegiance, and affiliation,
nation branding maintains and extends the nation as a legitimate entity in the
context of globalized modernity. Yet the practice alters the cultural context in
which national identity is articulated and understood. By transposing
authority from elected government officials to advertising and branding
professionals, by replacing accountability with facilitation, and by fitting
discussions of the nation into categories that privilege a particular kind of
collective representation over diverse expression, nation branding affects the
moral basis of national citizenship.
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as it may seem paradoxical, monotonically bites spectral class, not accidentally, the
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the modality of the statement is difficult to describe.
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