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ABSTRACT  
Nation branding is a relatively new concept, and it is about image of countries. This article discusses to the growing body of research on 
nation branding, arguing for an expanded critical research on this topic. It begins with an extensive overview of scholarly writing on nation 
branding, based on many sources across disciplines. The discussion organizes the sources in two categories, teasing out key themes within 
and across them. Second, some directions for future critical research on nation branding and its challenges and implications are outlined. 
The ultimate goal of this mapping exercise is to stimulate more work informed by critical theories on the global of nation branding. 
Therefore this paper links the conceptual and theoretical foundation of nation branding as an idea to leading researchers in the marketing 
field. 
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INTRODUCTION 
 
The World Economic Forum (2013, p. 3) emphasizes that a “nation’s human capital endowment – the skills 

and capacities that reside in its people – can be a more important determinant of its long-term economic success 
than virtually any other resource.” Modern economies require educated and skilled workforces at all levels, 
especially in managerial and technical roles [1][2] As human capital becomes increasingly essential to economic 
growth and competiveness, the question of how and where to source talent – especially international mobile 
skilled professionals – is becoming ever more important not only for companies, but for industries as well as 
nations [3][4][5]. Nation branding is one of the newest subjects in the field, and it can either attract or dispel 
tourists.  Generally speaking, destination branding is the marketing of tourist destination and its objective is to 
sell the attributes of the destination.  With nation branding however, the country would prosper further in the 
long run for it enhances not only the competitive advantage against competitors, but also improves the country’s 
economy on the overall.  Furthermore, the perception gap between the brand identity (projected by the country) 
and brand image (perceived by the rest of the world) will be reduced through nation branding.  Nation branding 
is a collaborative effort of the country’s people and the government to help build the nation’s brand.  Every 
country has its own reputation, brand image, brand identity, and brand value.  The people, tourism, culture, 
governance, economic strategies (exports, investment and immigration), could and would contribute to the 
country’s image.  The efforts put forth in all these areas will help build or destroy (with bad decisions) the 
nation’s brand equity or brand value. 
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Literature Review: 
With the idea that anything can be branded: a car company (Volkswagen), computers (Apple), or 

corporations (Johnson & Johnson), is it possible that taking corporate branding and placing it on things such as 
countries or cities is as effective as other forms of branding? 

The same product can develop completely different brands, or personalities based on how they are branded. 
This often happens by the reputation that they build over time. Many consider Johnson & Johnson as a reputable 
and trustworthy company. This does not happen overnight, but with appropriate branding and public relations 
tactics. These same tactics that brand objects and companies are now being applied to countries and regions. 
Nation branding is the concept of applying corporate branding strategies to promote cities, countries, and 
nations [6] 

One of the main concepts of nation branding is to manage and alter the reputation of a particular branded 
state. Although nation branding is a relatively new idea, it has been practiced by nations such as the United 
States, China, South Africa, and France. Simon Anholt, the man that coined the term nation branding, developed 
a nation branding index, known as the Anholt-Gfk Roper Nations Brand Index. This index categorizes nations 
branding skills by calculating scores for criteria such as people of the nation, governance, heritage, tourism, 
exports, culture, immigration and investments [7] 

If nations can see where their investments help and do not help, they have the ability to make changes that 
could affect their image globally. Governments have been using these nation branding ideas and hiring public 
relations teams to help them launch campaigns to increase their overall global influence, an example of this can 
be seen in the 1990s with the evolution of the “Cool Britannia” campaign in the United Kingdom. The rapid 
advancement of globalization has made nation branding almost a necessity rather than an option. All nations are 
competing with one another for tourists, investors, businesses, students, schools, cultural events, government, 
and media attention. With all of   these countries trying to gain attention in any way they can, they often draw on 
some stereotypical images to draw in the consumer. 

Most individuals do not have the time or the means to travel all over the world and gain first hand 
knowledge of particular locations. Instead, they draw on clichés or stereotypes. We tend to think of these 
countries in particular ways; hence these images are difficult for us to change (Elizur, 1987). 

If people look at the covers of brochures in any travel agency, they will see the various ways in which 
countries represent themselves to the world. Ireland is shown as a green island covered with golf courses and 
red-haired children. Brazil is bright and colorful, swarming with beautiful people; Australia is imprinted with 
the idea that it is covered with kangaroos and the character, Crocodile Dundee. Some of these stereotypes might 
be true, they might be exaggerated or, they might be completely opposite of how a nation or city actually is. 
Regardless of the stereotype, this is often how people shape their attitudes about a place or a culture. Some 
might simply call this tourism promotion, but this could also be seen as nation branding. These issues raise the 
following questions, why is it that these stereotypes are overly used to describe nations? Do these extreme 
advertisements actually just show us cultural stereotypes to sell us a “product?” Is it necessarily bad for 
countries to boast or exaggerate certain qualities if it will increase their countries revenue? 

Countries that have these positive stereotypes are by far luckier than those that have been burdened with the 
stamp that they are poor, dangerous, and corrupt. Anholt stated[8], “Compare the experiences of a Swedish and 
an Iraqi manager in the international job market”… “Compare the way consumers in Europe or America will 
willingly pay over the odds for a product they have never heard of before just because it is ‘made in Japan’ 
rather than the identical product that is ‘made in Vietnam’” (p.207). Building these positive brands for countries 
that might be going through crisis situations, whether it be a political, economical, or even natural disasters, they 
should try to build their reputation as attractive and useful to their economy. Nielsen (2001) discusses the 
difficulty of gaining a positive image, specifically when there is an image-related crisis: “Promoting a 
destination in normal circumstances is a difficult task, but promoting a destination that faces tourism 
challenges—whether from negative press, or from infrastructure damage caused by natural disasters or man-
made disasters—is an altogether more arduous task” 

By branding places, countries are no longer a location that we can find on the map ora globe; they are an 
experience, a personality. They begin to develop emotional ties with global consumers. If a consumer can find a 
positive connection with these brand states, these advertisements are effective. According to Van Ham (2001), 
“A brand is best described as a customer’s idea about a product; the ‘brand state’ compromises the outside 
world’s ideas about a particular country.” Anholt mentioned (as cited in Clifton & Ahmad[8] that most nations 
that have a brand image, are given the brand image that they deserve; if a country is warlike, there is rarely a 
dramatic change in reputation if they stop going to war, or even go to war with an enemy again. “National 
reputation evolves over time, and although it generally lags a long way behind reality, its relationship to the 
truth depends on the intensity and frequency of that country’s dialogue with the rest of the world”[7][8]. With 
this thought in mind, it’s in a country’s best interest to get involved internationally, whether it be culturally, 
politically, etc. 
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 By countries branding themselves internationally, they develop a personality that other countries can 
understand and help build narratives around. It is a common theme for America to be related with “Made in the 
U.S.A.” and to stand for freedom and prosperity among the people. It has also become common for brands and 
states to merge in the minds of consumers, particularly internationally. McDonald’s has become not just a brand, 
but to some, McDonald’s might be considered America. Van Ham [9] discussed that those countries that do not 
partake in these forms of branding have a difficult time attracting economic and political attention. He talked 
about how image and reputation are essential parts of the state’s equity. Van Ham argued, “Like branded 
products, branded states depend on trust and customer satisfaction. We talk about the states personality in the 
same way we discuss the products we consume”  Because there is a lot of emphasis on brands, globalization and 
the media have made states more aware of themselves and their image. Van Ham mentioned that the Prime 
Minister of Belgium hired a team of “image-makers” to rebuild the country’s reputation after years of scandals 
involving government corruption and child pornography.  Nation branding has become a common form of 
pulling nations out of slumps, repairing images, and building “personalities.” Knowing that reputation can affect 
the way other countries view one another, it is important to constantly be branding and rebuilding a nation’s 
brand. 

One of the most important parts of branding is developing a brand personality, even in the case of nations. 
Aaker defined brand personality as human characteristics that consumers associate with particular brands. She 
comprised five brand personality dimensions: sincerity, excitement, competence, sophistication, and ruggedness. 
Research has even suggested that brands actually do have personalities which are given to them by interactive 
participants [10]Some research suggests that consumers might seek out brands that seem to have similar 
personalities as themselves; possibly making certain brands “stick” more than others [11]. If you apply this 
concept to nations, one could say that people identify with a nation’s personality. An example of this could be 
the relatively new campaign that Iceland put out in 2012. In this campaign, locals humorously offer tourists to 
come and experience fun activities such as knitting with the mayor, or having pancakes with the president. By 
doing this, Iceland, who hasn’t necessarily had the best reputation due to things such as the economic downfall 
in 2008, comes off as a quirky, endearing nation. A person that relates and respects this “personality” of 
community, hospitality, and kindness might relate to Iceland as a nation and in return might choose to vacation 
there versus a different nation. 

There has been a significant increase in the field of nation branding research. The interest in nation 
branding has become pronounced for many national governments as well as The National Tourism 
Organizations (NTO). This could be due to the increasing competitions between countries, regions, cities and 
states for tourism since they are all trying to reach the same consumer [12]. From a public relations standpoint, 
using nation branding in response to crisis situations could increase revenue for a country. Crisis situations can 
cause nations to lose immense amounts of income from possibly a downturn in the economy, a natural disaster, 
a man-made disaster or a number of other events. One of the best ways to come back from a crisis event could 
be to use nation branding. If a branding campaign is successful, it has the ability to increase tourist revenue, 
which could help a damaged nation. According to Hasan, effective nation branding campaigns can increase a 
country’s economic growth by attracting potential tourists, investors and citizens.[13] 

Another factor that could attract tourists and investors is how a nation’s image and reputation are portrayed. 
Image and reputation are built on variables such as customer satisfaction, trust and reliability. Van Ham 
mentions that like corporate brands that help audiences identify with a company and buy their products and 
services, branding has become necessary between territories and individuals. Place branding, or nation branding, 
should be used by nations to stand out and capture market shares since they must compete with one another for 
tourism, investments, and political power [14] 

Recently, the idea of nation branding has gained popularity in local governments, authorities and similar 
institutions [15] Moor discusses that using certain branding techniques can improve the image of nations, which 
could result in the improvement of tourism and diplomatic relations. Although measuring the success of nation 
branding can be difficult, Van Ham established a list of practices that might help a nation. In this list of best 
practices, Van Ham said that nations should consider themselves to be corporate brands, such as Unilever. They 
shouldn’t consider themselves as one simple product, but they should act as a corporate brand that offers a wide 
variety of products. 

Anholt summed up his position on nation branding saying, “Just as companies have learned to ‘live the 
brand,’ countries should consider their reputations carefully—because… in the interconnected world, that’s 
what statecraft is all about” (pg. 1) [16] Nation branding can be directed at both domestic and international 
audiences, and they are most often funded with public money. 

There are many theoretical debates when dealing with nation branding. One of the largest arguments 
dealing with nation branding is that the production of national images isbarely any different than branding 
products or organizations [17] While it is clear that nations are much more complex than products are, Olins 
argues that when it comes to national identity, people can be easily motivated, inspired, and manipulated with 
the use of the same techniques that are used in branding products [18] So why should nations not use these 
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techniques if it can benefit their economy? Van Ham (2008) stated, “One has to recognize that the unbranded 
state has a difficult time attracting economic and political attention. Why would we invest in or visit a country 
we do not know, and why would we pay attention to its political and strategic demands if we have no clue what 
the country is all about and why we should care? 

Even within nation branding, different authors use different ideas and frameworks to describe and 
categorize nation branding. Fan (2005), defined three different terms for nation branding: product related, 
national level, and cultural focus. He referred to product related as products that are associated with their 
country of origin (ex. French wine, or German cars), national level refers to a country’s overall image and/or 
positioning (ex. Japan being considered a technological powerhouse), and finally, cultural factors are considered 
a country’s culture and national identity. As mentioned earlier in Van Ham’s (2008) article, a country should 
market themselves in many different ways, not as one simple product. If this idea would be applied to nation 
branding in crisis situations, a nation should utilize all of these factors going into their “brand.” They should 
market themselves through a product level, national level, and with a cultural focus. Showing all of these 
different dynamics could help different people relate to the nation as well as help position them in the global 
economy. 

There are generally three main assumptions about the state of nationhood: they assume the hegemony of 
global markets and global competition among nations; second, national wellbeing is considered securing an 
economic competitive advantage, while nation branding is expected to contribute to this by pulling in 
investments, tourism, trade and human capital; lastly, a parallel between nations and brands is necessary for the 
success of nation branding (Kaneva, 2009). Anholt (2008) discusses that nation branding should be seen as a 
long-term project and that results would not be immediate. Anholt also went on to discuss that there are two 
different “schools” of nation branding, communication-based, and policy-based. While communication based 
branding is the more common of the two, he believes that only policy-based branding can really have results 
[19] 

Kaneva (2009) mentioned that an important theme emerges in which nation branding limits the range of 
national identity narratives and tends to shape them in way that will benefit Western audiences[17] Roy (2007) 
describes nation branding as discourse that puts America in a position that is superior to other nations and 
cultures[20]. Volcic (2008) discovered that there is a tendency for Eastern European cultures to reproduce 
stereotypical representations purely for the purpose of selling them back to Western audiences[21]. Kaneva & 
Popescu (2008), did a study comparing nation branding between Romania and Bulgaria, they discovered that 
there were similar tourism-oriented branding texts. They argue that nation branding seeks to satisfy the wants 
and desires of a “tourist gaze.” This critical approach to nation branding questions the equivalence of global 
marketization by connecting nation- branding discourse to constructive ideas of nationhood. When one 
examines these images and text, one can see nation branding and its linkage to social power internationally. 
Through this context, it appears that the United States is considered a social power that other nations try to 
imitate as a means to pull Westerners to their branded nation[22]. 

 As Jansen (2008) stated, “Branding not only explains nations to the world, but also reinterprets national 
identity in market terms and provides new narratives for domestic consumption.” Researchers have discussed 
that smart states are building their brands around reputations in the same manner that companies do. Van Ham 
(2001), talked about how Estonia no longer likes to be referred to as a “Baltic” state, but as a “post-Soviet state”, 
while Estonia is also pushing itself as a “green country” as a means to attract the environmentally conscious 
individuals while also gaining foreign investments. In seems as though these different countries are following 
the model of the “Cool Britannia” campaign, launched by Prime Minister Tony Blair, as a means to rebuild 
themselves[9][23]. 

 Cool Britannia was created in the 1990s as a rise in pride in the United Kingdom. Tony Blair is respected 
with the success of this campaign because he created feelings of optimism in the[24]. “Cool Britannia” was 
quickly adopted in the media and in advertisements because it seemed to capture the cultural diversity of 
London at the time, as it was celebrated in a 1996 Newsweek magazine cover, headlined, “London Rules”. 

Research previously done on a cultural approach to nation branding focuses on critical theories of culture, 
communication and society. The focus here is on elaborating on a critique of nation branding’s practices in 
relation to national identity, governance, and culture. National identity from a cultural approach sees national 
identity as a struggle shaped by local and extra-local agents, over individual and collective meanings [25] One 
researcher analyzed branding materials from five different countries—Latvia, Sweden, South Africa, 
Liechtenstein, and Estonia—to conclude that “instead of fighting stereotypes [nation branding] reproduces and 
enhances them” [26] 

More recently, international governments are hiring public relation firms to apply brand management theory 
to the domain of countries [6] Branding efforts have gone well beyond just trying to attract tourists. Different 
countries are now hiring firms to help them launch campaigns aimed at attracting investments from foreign 
markets, improve tourism, as well as trying to facilitate new efforts of trade. Potentially, nation branding could 
heighten a county’s revenue and reputation, which would be a favorable system for the country. 
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The Difference between Product Branding and Corporation Branding: 

Branding a product is different from branding a corporation [27].The difference requires positioning the 
whole corporation rather than on a product.  Knox (2004) agrees that marketing an organization is at a broader 
level and the traditional four “P’s” approach cannot be applicable to branding a corporation.  Balmer (2001) 
presents the differences between corporate branding to product branding in numerous characteristics (see table 
1).  The first and most obvious is that brand focus is on the company rather than the product.  Second, the chief 
executive officer (CEO) rather than middle manager manages the brand.  Third, the corporate brands relate the 
attraction and support to all organization stakeholders (i.e. organization, community, investors, partners, 
suppliers, and others).  Fourth, the brand efforts go to the entire company rather than the marketing department. 
The communications mix is the fifth contrasts and it involves the total corporate communication. The time 
horizon is the sixth characteristics and the corporate brand is as long as the life of company rather than the life 
of the product.  The final difference is the corporate brand takes on a strategic role while the product brand takes 
on a functional role (Balmer, 2001a).  Hatch et al proposed a strong brand name first taps into corporate 
decisions made by the different stakeholders such as the top management, employees and business associates or 
community.  The success of a corporate brand comes from a framework that links strategic vision, organization 
culture, and corporate image to be the foundation of the corporate brand [27] 

Brand is usually build around the corporation’s reputation for its offerings, quality, including service.  The 
outcome of successful brands is several years of investment and strategic planning [28].Dannie (2008) has 
presented that the original application of branding on a product has revolutionized to service branding and 
corporation branding.  And both service and corporation branding has in turn evolve into nation branding .It is 
easy to draw similarities in branding a corporation and a nation.   The focus attention will be on the nation, the 
country leader will manage it, and the process would involve multiple stakeholders.  The brand would be 
delivered by the nation; the communications mix would become total nation communication.  The time horizon 
would be the life of the nation, and it is a strategic importance to the nation.  The table below is adapted from 
Balmer (2002) “How corporate branding differs from product branding” to draw similarities in branding 
between corporate brands to nation brands[29].It is important to note here that the past decade or so, many 
marketing practitioner have applied corporate branding techniques on nations [7] . 

The term destination branding has evolved over the years.  Destination marketing, simply said is the 
marketing of tourist destinations.  Traditionally, this is done by destination marketing organization (DMO), a 
business entity that promote destination to increase the number of visitors.  It is still in use in various parts of the 
world where the nation’s airline would champion the country.  The role of DMOs has always been the forefront 
promoter of any destination.  Unless the DMOs take a more active role in the area of branding and promoting 
the brand, otherwise, the larger operators and transportation companies (such as the airlines) will take what they 
think is appealing to the market and dilutes the destination brand identity.  DMOs are most effective with which 
markets [30] 

Various authors in the marketing field have different definitions for place branding. Place branding is 
defined as an “extremely complex, and highly political activity that can enhance a nation’s economy, national 
self-image and identity.” [30]  Gold and Ward (1994) define place branding as a deliberate attempt to use 
publicity and marketing effort to communicate a specific message or images of a particular geographic location 
or areas to a selected target audience.  While Simon Anholt describes that “place branding encompasses 
measuring that identity, evaluating its strengths and weaknesses and building and communicating differentiating 
and winning characteristics.” [7]  Meanwhile, Skinner defined place branding as:  

 “a place’s promotional activities, contextualized in the domain of marketing communications, marking the 
place with a distinct identity in the minds of the various target groups targeted by the incorporated place, from 
an inside-out approach, assuring the place’s multiple stakeholders, in partnership, manage and communicate the 
place’s brand identity to a wider world as they wished it to be presented.” [31]  

Branding is very costly, it is therefore critical to get the right branding from the onset.  Furthermore, the 
adopted branding proposition must have the potential to evolve during the branding campaign.  Good 
destination branding must be original, different, sustainable, believable, and relevant [30].The authors presented 
five phases in destination brand building: 

(1) Perform a market investigation, analysis, and strategic recommendations,  
(2) Brand identity development,  
(3) Brand launch and introduction: communicating the vision,  
(4) Brand implementation,  
(5) Monitoring, evaluation and review.  
  
It is important to mention that many authors, consultants, and even governments have used the terms place 

branding or destination branding to describe the branding of a country [7] but the fact remains this description is 
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no more than a “product” (destination) promotion, public relations (media communications), and corporate 
identity like a product or corporation.    

 
Why Countries Should Get into Nation Branding?: 

Kotler suggested four critical reasons explaining why cities should brand themselves.  These four reasons 
are also applicable to a nation branding because every nation go through the same process just as a city would 
but in a wider context. These adapted reasons are: (1) Countries has to adjust and adapt to stay highly relevant 
and current due to changes in the global environment.  (2) As time changes, country evolves due to urbanization.  
A strong brand would withstand difficult times to deal with urban decay and negative publicity.  (3) Countries 
are more competitive these days for affluent residents and tourists.  To sustain competitive advantage, countries 
are now more attentive to become a more attractive destination for tourists.  (4) Self-governance and local 
funding is the final reason.  Countries these days understand the power of creating international events to place 
them on a world market, it is also through these efforts, that different types of funding (advertisements, live 
telecasts’ fee, tickets revenue, food and beverage, hotels, etc) can be genera.   There are five objectives for 
nation branding.  Nation brand itself to:  

(1) Stimulate export growth,  
(2) Increase inbound tourism for tourism receipts,  
(3) Attract foreign investment into the nation,  
(4) Enhance political influence internationally, and  
(5) Manage negative stereotypes. All of these play a role to the brand identity and brand image. [32] 
 

Nation branding for Future Critical Inquiry: 
some critical studies examine nation branding’s attempts to commodify the physical and symbolic 

dimensions of place and space, as well as the ideas of collective identity and solidarity associated with 
nationhood.  In this respect, nation branding can also be analyzed as an ideological project which reinterprets 
nationhood in relation to neoliberalism and, in the process, invents a form of “commercial nationalism” [33]As 
Jansen points out: “Branding not only explains nations to the world but also reinterprets national identity in 
market terms and provides new narratives for domestic consumption.”  There are important political and cultural 
consequences to this reinterpretation which remain understudied at this point. 

Furthermore future critiques should extend beyond the ideological claims of nation branding to examine the 
political economy of its practices.  Here, research would look at the particular agents, at both the national and 
transnational levels (e.g., branding consultancies, national agencies, local government elites, and global 
institutions), that are involved in perpetuating nation branding projects and the specific benefits they stand to 
gain.  This is an important direction for analysis, because nation branding has now moved beyond the realm of 
ideas, into the realm of influencing national policies.  It is “supported by public policy and funding, and 
encouraged by international development and trade organizations including the United Nations, World Bank, 
World Trade Organization and others” [31] 
 
The Challenge of Nation Branding: 

It is now more critical than ever to create a unique identity for destination because it is now more 
competitive for survival in the global market place[30]The authors believe there are four major challenges - 
limited budget, little management control, and political pressures with consideration to stakeholders.  External 
environment factors such as economic downturn, natural disasters and pandemics can affect the tourism industry 
drastically.    

Quelch and Jocz has presented the nation brand challenges.  One of the challenges includes the people 
buying in to nation branding and is cynical to the idea.  Another challenge is when the tourists’ visit the 
destination and found the reality does not match the projected image from the pre-trip information gathered 
prior to trip, the gap will lead to disappointment and they will become brand terrorists.  This would lead to low 
repeat visitation and damage the brand image indirectly. Local governors and mayors have different objectives 
to promote their own region and cities rather than the nation.  Lastly, the government cannot control the flow of 
information through the Internet that shape the national image[34] 

Anholt, argued that even if the nation could all get together to speak in one voice, that solves only part of 
the solution.  It is not sufficient to enhance the national image on the overall.  The challenge is to have all of the 
stakeholders (government, corporations, people, and so on) to become committed and dedicated to the 
development, and help build the nation’s image.  On top of that, everyone (different stakeholders) has to partake 
a proactive role to take charge to fulfill the commitment independently to improve the image with an impact.  
Each of these groups (tourism, brands, Policy, Investment, culture & People) has to embrace an attitude that 
they make a difference. 
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When they contribute towards the common goal (build the nations brand).  People will notice the new 
and/or improve image.  The author advocates that the government’s initiative must carried out with a real 
purpose or it would be mistaken as propaganda.  This would waste taxpayer’s money.  Management of the 
country’s reputation should be a nation policy, and not a campaign for the tourism board, or a political activity.  
The most efficient of corporations would embrace the brand strategy as their business strategy; a nation should 
do the same by incorporating the brand strategy into their policymaking[7].   

  
Summary: 

Perhaps the key lesson for nations to learn is the need to coordinate their nation-branding efforts. As more 
and more nations turn to the techniques of nation branding, and as nation branding begins to gain academic, 
practitioner and government recognition as an important phenomenon, and a proliferation of new approaches, 
tactics and strategies should occur. Policymakers at a national level will become more aware of the power of 
branding to help achieve national goals, and there will be increasing understanding of the need for nations to 
manage their reputations rather than passively endure the malign and humiliating effects of persistent, outdated 
national stereotypes Without such coordination, a country’s nation-branding strategy will stagnate and the 
nation’s image will drift, almost certainly in a negative direction. The concept and practice of nation branding is 
not, as its detractors claim, cultural commodification; it is quite the opposite, in that nation branding aspires to 
allow cultural diversity to flourish and to enable all nations, regardless of size or power, to compete effectively 
on the global stage. Nation branding campaigns are designed to project a favorable image of a country relative 
to attracting a specific type of “talent” in the form of expatriates, em/migrants and other skilled professionals. In 
this study, our findings provide insight into the “macro” factors that draw internationally mobile skilled 
professionals to some countries over others. The contribution of this study is that it allows a more objective 
comparison of these factors across a broad array of country attraction factors based on variables that the 
literature suggests matter to this cohort of professionals. Future studies would ideally seek to confirm or further 
test our findings by using the same or alternative research methodologies to identify other economic, social and 
institutional factors that might matter for attracting internationally mobile skilled professionals. 
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