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Foreword

GUY J. GOLAN

In past decades, public diplomacy emerged as a growing area of academic schol-
arship. Multidisciplinary in nature, public diplomacy draws upon literature from
international relations, mass communications, peace studies, law, and political sci-
ence. Breaking across academic silos, the field enjoys many advantages, while at
the same time facing key challenges. Chief among these challenges is the lack
of theoretical underpinnings unique to the discipline. Public diplomacy scholars
approach key questions relevant to the field of study from a variety of disciplinary
perspectives. This allows for intellectual multiplicity and a diversity of voices. On
the other hand, the multidisciplinary nature of the field often causes confusion
regarding basic definitions, assumptions, and, in many instances, the very purpose
of public diplomacy scholarship.

A review of decades of public diplomacy literature indicates that Nye’s con-
cept of soft power (1990) is ever present in the field’s literature. Nye argued that
a nation’s soft power may help secure the support of foreign publics for its foreign
policy by means of the attractiveness of its culture, political values, and foreign
policy. Nye would later argue (2004) that a nation’s soft power, combined with
hard power, can produce smart power.

As reflected in the growing body of public diplomacy scholarship, dozens
of studies examine a wide variety of governmental and non-governmental pro-
grams focused on soft power promotion. In what I refer to as the fill-in-the-blanks
diplomacy approach (see Golan, 2014), scholars have focused on such soft power
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programs and tactics as food diplomacy, music diplomacy, gastro-diplomacy, water
diplomacy, exchange diplomacy, sports diplomacy, dance diplomacy, and others.

While many scholars argue for the long-term benefits of such relation-
ship-building soft power programs, others have criticized soft power as a norma-
tive concept that is often presented as a key function of public diplomacy, but that
fails to show direct outcomes in terms of international public support for foreign
policy (see Roselle, Miskimmon, & O’Loughlin, 2014). Furthermore, while soft
power is an interesting concept, it fails to provide scholars with the predictive
capabilities of a social scientific theory.

Over the course of the past two decades, several public diplomacy researchers
have presented a variety of models and taxonomies that aim to clear the confu-
sion regarding such key concepts as government-sponsored broadcasting, nation
branding, country reputation, foreign public opinion, and their relationship to
one another in the context of public diplomacy as an academic discipline (see
Entman, 2008; Gilboa, 2008; Cull, 2008; and Golan, 2014). The current volume
builds upon previous public diplomacy studies and provides scholars and prac-
titioners a new framework as well as guidance regarding the interrelationship
among key concepts through the presentation and application of the Model of
Country Concept.
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“The only remaining superpower is international public opinion,” declared policy
adviser Simon Anholt in a 2014 TED talk. Both scholars and researchers contend
that attitudes held by the international public about other countries are critical to
a nation’s security and economic well-being. In this era of globalization under-
standing how international public opinion is shaped is a critical area of study and
practice, yet one that historically has suffered the angst of two competing para-
digms—nation branding and public diplomacy.

Researchers and professionals from a variety of disciplines have pursued the
practice of both nation branding and public diplomacy, not surprisingly by employ-
ing existing discipline-specific theories, models, and terminology to frame their
work. A core group of communication scholars, for instance, has developed around
the study of public diplomacy as public relations (see, e.g., Golan, Yang, & Kinsey,
2014). Scholars from marketing continue to explore ways in which a country’s image
can be managed like a brand (Kotler & Gertner, 2002). While many have written
about the overlaps and intersections of nation branding and public diplomacy (see,
e.g., Kaneva, 2011; Szondi, 2008), few have attempted to integrate the two fields—
and their many related areas—holistically. This book presents a model that attempts
to bridge the “two camps” in the field—nation branding and public diplomacy—
through its introduction of the Model of Country Concept. The Model of Country
Concept is a cohesive framework through which scholars, teachers, practitioners,
and students can better research, teach, practice, and understand the field.

For Alice and me, this book results from more than a decade and a half of
study, research, and teaching in the field of nation branding and public diplomacy.
We began our journey after 9/11 when President George W. Bush asked, “Why
do they hate us?” This question intrigued and inspired us to embark on a journey
to understand how attitudes toward countries are formed and how they might
be changed. We were energized by the period shortly after the 9/11 attacks on
the United States when advertising guru Charlotte Beers went to Washington to
“re-brand America.” That campaign became the subject of our first book, and we
continued our involvement in advertising-as-public-diplomacy when we served
on the initial research advisory board for the newly formed Brand USA. In the
summer of 2013, a sort of conceptual culmination occurred as the model emerged
from our scholarship. We trialed the model through our own data sets, but it was
not until others from various fields found it intriguing enough to explore that
we were convinced that the Model of Country Concept deserved presentation in
book form.

As advertising professors and media effects scholars, the metaphor of a coun-
try as a brand has been one that we could easily understand and embrace. How-
ever, we recognize that this position has often set us apart from our colleagues who
believe that the honorary work of government (public diplomacy) should never be
compared to “brash” marketing tactics (nation branding). We don’t hold this view;
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instead we try to step outside the stereotypes and traditional paradigms to under-
stand the milieu in which global citizens form impressions of faraway places—
notions of nations, if you will—and the factors that might alter or mitigate those
views. We believe that, as the world in which we live becomes smaller and smaller,
this is worthwhile work, which in turn makes understanding the roots of global
opinions all the more critical.

At its core, The Model of Country Concept illustrates the various factors,
or integrants, that influence how global citizens shape their opinions about other
countries. The model is fully described in Chapter 2. The purpose of this chapter
is to provide background, an explanation, and an introduction to the individual
chapters that make up the bulk of the text. This edited collection contains 14
chapters written by a combination of 22 authors, including Alice Kendrick and
myself. The authors were chosen from among dozens of scholars and practitioners
who responded to a call for a symposium on the topic of the Model of Country
Concept in the summer of 2015. The selected authors, who cover a wide academic
spectrum, contributed essays and empirical research to comment on and test the
model. The best papers were presented at a full-day symposium in San Francisco
prior to the Association for Education in Journalism and Mass Communication’s
national conference. Most of the chapters in this book evolved from those paper
presentations. Authors were asked to situate their research on the Model of Coun-
try Concept. Therefore, at the beginning of each chapter, the model is featured
with the integrants under study in that chapter highlighted.

The first section of the book focuses on the ultimate outcome of the model—
Country Concept—and contains four chapters that examine this newly proposed
notion in various ways. Because, according to the model, country concept consists
of two underlying elements—country reputation and country image—chapters in
this section incorporate one or both of these dimensions in their discussion. Chap-
ter 3 provides a much-needed overview of scholarship about country image that
goes back to World War II. In this chapter, authors Michael Elasmar and Jacob
Groshek explain how history and external forces drove research on country image
and how the field waxed and waned over the decades, leading to the most recent
flurry of interest in country image that has taken place since the attacks of 9/11. In
Chapter 4, Claudia Labarca takes the reader beyond image and reputation as she
positions the element of #rust as a critical factor in shaping country concept. The
final two chapters in this section provide quantitative research that explores coun-
try concept. In Chapter 5, Dane Kiambi uses Ghana as a case in which to apply the
model and its variables. Kiambi arrives at the factor of familiarity with a country
as an important mediating influence. In Chapter 6, Jacob Groshek and co-authors
Lei Guo, Chelsea Cutino, and Michael Elasmar introduce a fascinating approach
to tease out country concept from big data—in this case millions of Twitter posts
about the country of Cuba at a critical time in its history.
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The middle section of the book explores nation branding, its many inte-
grants, and how they influence country concept. Chapter 7 is written by
Ibrahim Abusharif, a former journalist who is now a professor in Qatar. Abusharif
explores the global media coverage of the 2014 Ferguson, Missouri, shooting of
a black man by a white police officer. In the chapter he draws attention to the
paradox of beautiful U.S. tourism advertising running on Middle Eastern sat-
ellite TV against a backdrop of anti-American news coverage about Ferguson.
Abusharif employs this chapter to question the impact of global media on the
nation brand of the United States. The remaining chapters in this section explore
specific integrants of nation branding, including cultural exports, brand exports,
and tourism. In Chapter 8, Fang Yang and Bruce Vanden Bergh examine the
influence of movies in shaping country concept by testing college students’ atti-
tudes toward Japan after viewing either a violent film or a non-violent film set
in Japan. To explore the impact of country-of-origin effect on country concept,
Fang Liu, Jamie Murphy, and Jing Li (Chapter 9) employ an interesting field
experiment to measure preference for wines from Australia, France, and China
among Chinese consumers. This section concludes with Chapter 10, by Imran
Hasnat and Elanie Steyn, who present a nation-branding case about a recent
tourism campaign in Bangladesh—a beautiful country that has suffered from a
debilitating international image.

The final section of the book contains four chapters on various aspects of pub-
lic diplomacy. The first two investigate relational public diplomacy. Chapter 11, by
Mallorie Rodak, who admirably provides a much-needed taxonomy to classify and
evaluate various relational public diplomacy programs, includes cultural exchanges,
educational exchanges, and visitor programs. In Chapter 12, Olga Zatepilina-
Monacell, Hongwei “Chris” Yang, and Yingqi Wang dissect the influences of
country concept on attitudes and intentions toward study-abroad programs in
China by U.S. students. The third entry in this section, Chapter 13, by Janis Teruggi
Page and Lawrence Parnell, highlights the intersection between public diplomacy
and brand exports via the State Department’s Award of Corporate Excellence
(ACE). Chapter 14, which concludes the book, was written by Alice Kendrick,
Mallorie Rodak, and myself, and chronicles the U.S. public-private partnership
known as Brand USA, whose mission is to promote international tourism to the
United States and improve America’s image abroad.

Taken together, the chapters both affirm and challenge the Model of Country
Concept by providing data-driven research and informed commentary about pro-
grams and phenomena that influence how people around the world shape and
re-shape their attitudes toward other countries. More important, the chapters pro-
vide much fodder for additional research in the field and establish a foundation
from which to conduct such research. In editing the book, we have attempted to
solidify definitions and clarify concepts in this multi-disciplinary field.
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Shoemaker, Tankard, and LaSorsa (2004) describe a theoretical model as “a
tool that can promote theory construction” (p. 107). Gilboa (2008) noted the need
for a model of public diplomacy in his paper “Searching for a Theory of Public
Diplomacy” when he wrote: “Models are needed to develop knowledge because
they focus on the most significant variables and the relationships between them”
(p. 3). Through its introduction and explanation of the Model of Country Con-
cept, this book attempts to answer Gilboa’s call, and in doing so creates a blue-
print for use in building theory about public diplomacy and country concept. It is
through the explanatory power of the model that this book makes its contribution.
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