© Netherlands Institute of International Relations ‘Clingendael’ Library and Documentation Centre

Literature on Branding

Compilation: Ali Molenaar, Library and Documentation Centre Clingendael Institute, July 1, 2010

Your comments and additions to this list are very welcome: amolenaar@clingendael.nl

Most of the literature in this list is not available in the library of the Institute.

The series of Diplomacy literaturelists consists of; ‘Branding’, ‘Citizen and Track Il diplomacy’, ‘City Diplomacy’,
‘Cultural Diplomacy’, ‘Economic diplomacy’, ‘European level diplomacy and the European diplomatic service’,
‘Public Diplomacy’, “Negotiation, Negotiation techniques and Diplomatic Relations’, ‘Negotiation, Culture and
Intercultural Communication’, “‘Nederland: diplomatieke betrekkingen’, ‘Soft power and public diplomacy in (East)
Asia’, ‘United States: diplomatic relations’.

For more information visit our website: www.clingendael.nl/library

ALLAN, M. ... [ET AL.] (2004): Place branding: how to apply marketing and brand strategies to countries regions
and cities. - Kogan Page.

ANDERSSON, M. (2007): Region branding: the case of the Baltic Sea region, in: PLACE BRANDING AND
PUBLIC DIPLOMACY, 3(2) April: 120-130.

ANHOLT, S. (2010): Definitions of place branding: working towards a resolution, in: PLACE BRANDING AND
PUBLIC DIPLOMACY, 6(1) February: 1-10.

ANHOLT, S. (2009): Should place brands be simple?, in: PLACE BRANDING AND PUBLIC DIPLOMACY,
5(2) May: 91-96.

ANHOLT, S. (2008): The importance of national reputation, in: Engagement: public diplomacy in a globalised
world / ed. by J. Welsh; D. Fearn. - London: Foreignh and Commonwealth Office [FCQO]: 30-43. (CE2343)
ANHOLT, S. (2007): Competitive identity: the new brand management for nations, cities and regions. -
Houndmills: Palgrave Macmillan. - xiii, 134 p. (B-R 352)

ANHOLT, S. (2007): Competitive identity: new brand management for nations, in: GAIKO FORUM, 7(1) Spring:
11-20.

ANHOLT, S. (2007): "Brand Europe": where next?, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 3(2)
April: 115-119.

ANHOLT, S. [ED.] (2007): The role of culture in branding places [special issue], in: PLACE BRANDING AND
PUBLIC DIPLOMACY, 3(4) October: 268-331.

ANHOLT, S. (2006): Public diplomacy and place branding: where’s the link?, in: PLACE BRANDING 2, 271-
275

ANHOLT, S. (2005): Brand new justice: how branding places and products can help the developing world. - rev.
ed. - Amsterdam [etc.]: Butterworth Heinemann. - 173 p. - (B-P 92)

ANHOLT, S.; HILDRETH, J. (2005): Let freedom and cash registers ring: America as a brand, in: PLACE
BRANDING, 1(2) March: 164-172.

ANHOLT, S. [ED.] (2004): Place branding [special issue], in: PLACE BRANDING, 1(1) November: 110 p.
ANHOLT, S.; HILDRETH, J. (2004): Brand America: The mother of all brands . Cyan Books.

ANHOLT, S. (2004-05): Brand America at the crossroads, in: CRITICAL EYE, 30-33

ANHOLT, S. (2003): Brand new justice: the upside of global branding. - Butterworth-Heinemann, February: 179 p.
ANHOLT, S. (2002): Foreword special issue about nation branding, in: JOURNAL OF BRAND
MANAGEMENT, 9(4-5): 229-239.

ANHOLT, S. (2002): Nation branding: a continuing theme, in;: JOURNAL OF BRAND MANAGEMENT, 10(1)
September: 59-60

ANHOLT, S. (2002): The importance of national origin and the decline of ‘brand America’, in: MARKET
LEADER, Autumn: 2-7

ANHOLT, S. (2000). Another one bites the grass. - London.

ANHOLT, S. (2000). The nation as brand, in: ACROSS THE BOARD, November-December

ANHOLT, S. (1998): Nation-brands of the twenty-first century, in: JOURNAL OF BRAND MANAGEMENT,
5(6) July: 395-406

AVRAHAM, E. (2009): Marketing and managing nation branding during prolonged crisis: the case of Israel, in:
PLACE BRANDING AND PUBLIC DIPLOMACY, 5(3) August: 202-212.

AVRAHAM, E.; KETTER, E. (2008): Will we be safe there?: analysing strategies for altering unsafe place images,
in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(3) August: 196-204.

BARBER, B.R. (2009): Brand America or America the beautiful?: public diplomacy in the Obama era, in: PUBLIC
DIPLOMACY MAGAZINE, (1) Winter: 46-48. (CE4581)

BASU, P.P. (2007): "Brand Buddha" in India's west Bengal: the left reinvents itself, in: ASIAN SURVEY, 47(2)
March/April: 288-306.


mailto:amolenaar@clingendael.nl
http://www.clingendael.nl/library

© Netherlands Institute of International Relations ‘Clingendael’ Library and Documentation Centre

BAUM, T.; HEARNS, N.; DEVINE, F. (2008): Place branding and the representation of people at work: Exploring
issues of tourism imagery and migrant labour in the Republic of Ireland, in: PLACE BRANDING AND PUBLIC
DIPLOMACY, 4(1) February: 45-60

BERGQVIST, R. (2009): Place marketing in a logistics context: a Swedish case study and discourse, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 5(1) February: 54-66.

BRABAZON, T. (2009): Brand Wellington: when city imaging is GLAM'ed; a personal view, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 5(4) November: 260-275.

BRAND USA (2002), in: ADBUSTERS MAGAZINE, (39)

BRUSSE, P. (2002): Branding Britain, in: INTERNATIONALE SPECTATOR, 56(7-8) juli-augustus: 360-363.
BRUSSE, P. (2003): Zuinig zijn op Hiddink: hoe Nederland zich moet verkopen, in: VRIJ NEDERLAND, 20
september: 34-39.

COAFFEE, J.; HAM, P. VAN (2008): "Security branding": the role of security in marketing the city, region or
state, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(3) August: 191-195.

COAFFEE, J.; ROGERS, P. (2008): Reputational risk and resiliency: the branding of security in place-making, in:
PLACE BRANDING AND PUBLIC DIPLOMACY, 4(3) August: 205-217.

COOPER, A.F.; MOMANI, B. (2009): The challenge of re-branding progressive countries in the Gulf and Middle
East: opportunities through new networked engagements versus constraints of embedded negative images, in:
PLACE BRANDING AND PUBLIC DIPLOMACY, 5(2) May: 103-117.

CULL, N.J. (2009): Public diplomacy: lessons from the past. - Los Angeles: Figueroa Press, October. - 62 p. -
(CE6136)

CURTIS, J. (2001): Branding a state: the evolution of brand Oregon, in: JOURNAL OF VACATION
MARKETING, 7(1): 75-81.

DANIELS, R. [ET AL.] (2002): The branding of China: utilizing the 2008 Olympics to propel a nation forward:
global initiatives in management. - Kellogg School of Management, Northwestern University Internal Paper,
September 27.

DARAMOLA-MARTIN, A. (2009): Liverpool One and the transformation of a city: place branding, marketing and
the catalytic effects of regeneration and culture on repositioning Liverpool, in: PLACE BRANDING AND
PUBLIC DIPLOMACY, 5(4) November: 301-311.

DENIG, E. (2004): A branding concept for the Netherlands, in: Public diplomacy and media: international
conference, Dubrovnik, Croatia, November 7-8, 2003. - Zagreb: Diplomatic Academy, Ministry of Foreign Affairs:
69-82. (B-P 4)

DIJKINK, G.; BRUNN, S. (2002): De paradox van de postmoderne staat: gemerkt en gebrandmerkt door beelden,
in: INTERNATIONALE SPECTATOR, 56(7-8) juli-augustus: 352-356.

DOMEISEN, N. (2003): Is there a case for national branding?, in: INTERNATIONAL TRADE FORUM, 1
DUIJVESTIIN, H.H. [ET AL.] (2004): Branding nl: Nederland als merk. - Den Haag: Stichting Maatschappij en
Onderneming [SMO], november. - 87 p. - (CB1186 + CB1187)

DZENOVSKA, D. (2005): Remaking the nation of Latvia: anthropological perspectives on nation branding, in:
PLACE BRANDING, 1(2) March: 173-186.

FEHLMANN, R. (2003): From reputation quotient® to country reputation index®: adapting a tested tool to
measure a country’s reputation. - Paper submitted to the 7th International Conference on Corporate Reputation,
Identity And Competitiveness May 22 — 24.

FETSCHERIN, M.; MARMIER, P. (2010): Switzerland's nation branding initiative to foster science, technology,
higer education and innovation: a case study, in; PLACE BRANDING AND PUBLIC DIPLOMACY, 6(1)
February: 58-67.

FORRISTAL, L.J.; LETHO, XINRAN Y. (2009): Place branding with native species: personality as a criterion, in:
PLACE BRANDING AND PUBLIC DIPLOMACY, 5(3) August: 213-225.

FRASHER, S. [ET AL.] (2003): A brand for the nation of Latvia: report. - Oxford Said Business School,
September 1: 60 p.

FREIRE, J.R. (2006): 'Other tourists": a critical factor for a geo-brand-building process, in: PLACE BRANDING,
2(1) January: 68-83.

FREIRE, J.R. (2005): Geo-branding, are we talking nonsense?: a theoretical reflection on brands applied to places,
in: PLACE BRANDING, 1(4) November: 347-362.

FULLERTON, J.A.; KENDRICK, A.; KERR, G. (2009): Australian student reactions to US tourism advertising: a
test of advertising as public diplomacy, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 5(2) May: 141-
150.

FULLERTON, J.; KENDRICK, A.; WALLLIS, C. (2008): Brand Borat? Americans' reaction to a Kazakhstani place
branding campaign, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(2) May: 159-168.

FULLERTON, J.A. [ET AL.] (2007): Attitudes towards American brands and Brand America, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 3(3) July: 205-212.



© Netherlands Institute of International Relations ‘Clingendael’ Library and Documentation Centre

GAGGIOTTI, H.; LOW KIM CHENG, P.; YUNAK, O. (2008): City brand management (CBM): the case of
Kazakhstan, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(2) May: 115-123.

GARBACZ RAWSON, E.A. (2007): Perceptions of the United States of America: exploring the political brand of
a nation, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 3(3) July: 213-221.

GEORGESCU, A.; BOTESCU, A. (2004): Branding national identity. - Masters’ thesis, Lund University
Department of sociology, Spring semester

GERBERT, E. (2001): Images of Japan in the digital age, in: EAST ASIA, 19 (1-2) Spring: 95-122.

GILMORE, F. (2002): A country: can it be repositioned? Spain: the success story of country branding, in:
JOURNAL OF BRAND MANAGEMENT, 9(4-5) April: 281-293.

GINNEKEN, J. VAN (2002): Natie-besef en issues management, in: INTERNATIONALE SPECTATOR, 56(7-8)
juli-augustus: 357-359.

GNOTH, J. (2002): Leveraging export brands through a tourism destination brand, in: JOURNAL OF BRAND
MANAGEMENT, 9(4-5) April: 262-280.

GRUNIG, J.E. (1993): Public relations and international affairs: effects, ethics and responsibility, in: JOURNAL
OF INTERNATIONAL AFFAIRS, 47(1) Summer: 137-162.

GUDJONSSON, H. (2005): Nation branding, in: PLACE BRANDING, 1(3) July: 283-298.

HALL, D. (2002): Brand development, tourism and national identity: The re-imaging of former Yugoslavia, in:
JOURNAL OF BRAND MANAGEMENT, 9(4-5) April: 323-334.

HAM, P. VAN (2010): Social power in international politics. - London: Routledge. - xii, 257 p. - (B-R 1108)
HAM, P. VAN (2008): Place branding within a security paradigm: concepts and cases, in: PLACE BRANDING
AND PUBLIC DIPLOMACY, 4(3) August 2008: 240-251.

HAM, P. VAN (2008): Place branding: the state of the art, in: ANNALS OF THE AMERICAN ACADEMY OF
POLITICAL AND SOCIAL SCIENCE, (616) March: 126-149. (B-R 628)

HAM, P. VAN (2005): Branding European power, in: PLACE BRANDING, 1(2) March: 122-126.

HAM, P. VAN (2002): Branding territory: inside the wonderful world of PR and IR theory, in: MILLENNIUM,
31(2): 249-269.

HAM, P. VAN (2002): Merk toch hoe sterk: hoe branding het politiek toneel verandert, in: INTERNATIONALE
SPECTATOR, 56(7-8) juli-augustus: 347-351.

HAM, P. VAN (2001): The rise of the brand state: the postmodern politics of image and reputation, in: FOREIGN
AFFAIRS, 80(5) September-October: 2-6

HAMPSON, F.O.; OLIVER, D.F. (1998): Pulpit diplomacy, in: INTERNATIONAL JOURNAL, 53(3) Summer:
379-406

HANKINSON, G. (2001): Location branding: A study of the branding practices of 12 English cities, in:
JOURNAL OF BRAND MANAGEMENT, 9(2): 127-142

HANNA, S.; ROWLEY, J. (2008): An analysis of terminology use in place branding, in: PLACE BRANDING
AND PUBLIC DIPLOMACY, 4(1) February: 61-75.

HARRISON, S. (2002): Culture, tourism and local community: the heritage identity of the Isle of Man, in:
JOURNAL OF BRAND MANAGEMENT, 9(4-5) April: 355-371.

HERSTEIN, R.; JAFFE, E.D. (2008): The children's city — The transition from a negative to a positive city image,
in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(1) February: 76-84

HILDRETH, J. (2010): Place branding: a view at arms length, in: PLACE BRANDING AND PUBLIC
DIPLOMACY, 6(1) February: 27-35.

HOSPERS, G.-J. (2009): Lynch, Urry and city marketing: taking advantage of the city as a built and graphic image,
in: PLACE BRANDING AND PUBLIC DIPLOMACY, 5(3) August: 226-233.

HOUSTON, TH. (2002): Scotland the brand — case study. -projecting value: is there a case for national branding? /
International Trade Centre Executive Forum 2002 Papers.

IKUTA, TAKAFUMI; YUKAWA, KOU; HAMASAKI, HIROSHI (2007): Regional branding measures in Japan:
efforts in 12 major prefectural and city governments, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 3(2)
April: 131-143.

JANSEN, E. (2002): Opleuken van Europa is onbegonnen werk: het verhaal van de beeldschone prinses, in:
INTERNATIONALE SPECTATOR, 56(7-8) juli-augustus: 369-373.

JOHANSSON, J.K. (2005): The new ‘brand America’, in: PLACE BRANDING, 1(2) March: 155-163.
KAVARATZIS, M. (2009): Cities and their brands: lessons from corporate branding, in: PLACE BRANDING
AND PUBLIC DIPLOMACY, 5(1) February: 26-37.

KAVARATZIS, M. [ET AL.] (2006): City branding [special section], in: PLACE BRANDING, 2(3) July: 183-
220.

KEILLOR; B.D.; HULT, G.; THOMAS, M. (1999): A five-country study of national identity: implications for
international marketing research and practice, in: INTERNATIONAL MARKETING REVIEW, 16(1).
KEMMING, J.D.; SANDIKCI, O. (2007): Turkey's EU accession as a question of nation brand image, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 3(1) January: 31-41.



© Netherlands Institute of International Relations ‘Clingendael’ Library and Documentation Centre

KONECNIK M. (2004): Evaluating Slovenia's image as a tourism destination: a self-analysis process towards
building a destination brand, in: JOURNAL OF BRAND MANAGEMENT, 11(4), April: 307-316

KOTLER, P.; GERTNER, D. (2002): Country as brand, product, and beyond: a place marketing and brand
management perspective, in: JOURNAL OF BRAND MANAGEMENT, 9(4-5) April: 249-261.

KOTLER, PH. ... [ET AL.] (2003): Marketing places Latin America. - Wiley.

KOTLER, PH. ... [ET AL.] (2002): Marketing Asian places: attracting investment, industry, and tourism to cities,
states and nations. - Singapore: Wiley.

KOTLER, PH. ... [ET AL.] (1999): Marketing places in Europe: attracting investment, industry and tourism to
cities, states and nations. - Financial Times Prentice Hall, October

KOTLER, PH.; JATUSRIPITAK, S.; MAESCINCEE, S. (1997): The marketing of nations: a strategic approach to
building national wealth. - New York: Free Press.

KOTLER, PH.; HAIDER, D.H.; REIN, I. (1993): Marketing places: attracting invenstment, industry and tourism to
cities, states and nations. - New York: Free Press.

LABNO-FALECKA, E. (1993): Promotion Polens: Polen braucht ein Konzept fiir eine auswartige Kulturpolitik:
Promocja polski, in: DIALOG: DEUTSCH-POLNISCHES MAGAZIN, 13(2) Herbst-Winter: 102-104
LANGER, R. (2002): Place images and place marketing, in: J. Helder & S.U. Kragh [eds.]: Senders and Receivers.
Frederiksberg: Samfundslitteratur Senders and Receivers: 59-96

LASN, K. (2000): Culture jam: the uncooling of America™ . - New York: HarperCollins.

LEE, HONGJU; JAIN, D. (2009): Dubai's brand assessment success and failure in brand management: part 1, in:
PLACE BRANDING AND PUBLIC DIPLOMACY, 5(3) August: 234-246.

LEE, HONGJU J. (2009): Dubai's brand assessment success and failure in brand management - part 2: negative
factors reduce Dubai's competitiveness, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 5(4) November:
312-324.

LEONARD, M. (1999): The brand called UK, in: FAST COMPANY, February-March.

LEONARD, M. (1997): BritainTM: Renewing Our Identity. - London: Demos

LINDSAY, M. (2000): “The brand called Wisconsin™: can we make it relevant and different for competitive
advantage?’: Economic Summit | White Paper

LODGE, C. (2002): Success and failure: The brand stories of two countries, in: JOURNAL OF BRAND
MANAGEMENT, 9(4-5) April: 372-384.

MARAT, E. (2009): Nation branding in Central Asia: a new campaign to present ideas about the state and the
nation, in: EUROPE-ASIA STUDIES, 61(7) September: 1123-1136

MARTIN, D. (2007). Rebuilding Brand America. - New York, NY: Amacom.

MARTINOVI, S. (2002): Branding hrvatska: a mixed blessing that might succeed: the advantage of being
unrecognisable, in: JOURNAL OF BRAND MANAGEMENT, 9(4-5) April: 315-322.

MAYES, R. (2008): A place in the sun: the politics of place, identity and branding, in: PLACE BRANDING AND
PUBLIC DIPLOMACY, 4(2) May: 124-135.

MORGAN, N.; PRITCHARD, A.; PIGGOTT, R. (2002): New Zealand, 100% pure. the creation of a powerful
niche destination brand, in: JOURNAL OF BRAND MANAGEMENT, 9(4-5) April: 335-354.

MORGAN, N.; PRITCHARD, A.; PRIDE, R. (2001): Destination branding: creating the unique destination
proposition. - Butterworth-Heinemann.

MULDER, H. (2002): Het merk Nederland [respons], in: INTERNATIONALE SPECTATOR, 56(12) december:
620-623.

The MULTIPLE mandates of national park systems / A.C. Gross; J. Poor; Z. Sipos ... [et al.], in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 5(4) November 2009: 276-289.

NANDAN, L. (2010): Incredible India, in: PUBLIC DIPLOMACY MAGAZINE, (3) Winter: 87-93. (CE6360)
NEWMAN, B.I. (1999): The mass marketing of politics: democracy in an age of manufactured images. - Thousand
Oaks, Calif.: SAGE.

NIJHUIS, T. (2002): Een oud land - een nieuw imago: Duitslands succesvolle politiek van image building na de
Tweede Wereldoorlog, in: INTERNATIONALE SPECTATOR, 56(7-8) juli-augustus: 364-368.

OLINS, W. (2005): Making a national brand, in: J. Melissen (ed.): The new public diplomacy: soft power in
international relations. - Basingstoke [etc.]: Palgrave Macmillan:

OLINS, W. (2002): Branding the nation: the historical contexts, in: JOURNAL OF BRAND MANAGEMENT,
9(4-5) April: 241-248.

OLINS , W. (1999): Trading identities: why countries and companies are taking on each other’s roles. - London:
Foreign Policy Centre.

0OO0I, CAN-SENG (2008): Reimagining Singapore as a creative nation: the politics of place branding, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 4(4) November: 287-302.

OO0I, CAN-SENG (2003): Poetics and politics of destination branding: Denmark. - Frederiksberg: Copenhagen
Business School.



© Netherlands Institute of International Relations ‘Clingendael’ Library and Documentation Centre

PANT, D.R. (2005): A place brand strategy for the Republic of Armenia: 'quality of context’ and 'sustainability’ as
competitive advantage, in: PLACE BRANDING, 1(3) July: 273-282.

PAPADOPOULOQOS, N.; HESLOP, L. (2002): Country equity and country branding: Problems and prospects, in:
JOURNAL OF BRAND MANAGEMENT, 9(4-5) April: 294-314.

PARK, A. (2009): "Selling" a small state to the world: Lithuania's struggle in building its national image, in:
PLACE BRANDING AND PUBLIC DIPLOMACY, 5(1) February: 67-84.

PETERSON, J.E. (2006): Qatar and the world: branding for a micro-state, in: MIDDLE EAST JOURNAL, 60(4)
Autumn: 732-748.

POTTER, E. (2009): A new architecture for Canadian public diplomacy: excerpt from "Branding Canada:
projecting Canada's soft power through public diplomacy", in: PUBLIC DIPLOMACY MAGAZINE, (2) Summer:
35-40. (CE3965)

POTTER, E.H. (2004): Branding Canada: the renaissance of Canada's commercial diplomacy, in:
INTERNATIONAL STUDIES PERSPECTIVES,5(1) february: 55-

PREFECTURAL branding in Japan: tourism, national parks and the Shinshu brand / T. Jones; Shin Nagata; Monta
Nakajima ... [et al.], in: PLACE BRANDING AND PUBLIC DIPLOMACY, 5(3) August 2009: 192-201.
PYLES, N. (2008): Building political will: branding the nuclear-free-world movement, in: NONPROLIFERATION
REVIEW, 15(3) November: 441-458.

RAMO, J.C. (2006): Brand China. - London: Foreign Policy Centre, September. - 30 p. - (CA2522)

RAUSCH, A.S. (2008): Place branding in rural Japan: cultural commodities as local brands, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 4(2) May: 136-146.

ROSE, M. (1998): Image und Realitét Brasiliens: Brasilien startet Imagekampagne in Deutschland, in TOPICOS,
37(3): 8-11.

RYAN, J.; SILVANTO, S. (2009): The world heritage list: the making and management of a brand, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 5(4) November: 290-300.

RYAN, M.M.; MIZERSKI, K. (2010): Place branding for sustainable futures: a case study, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 6(1) February: 49-57.

SIMONIN, B.L. (2008): Nation branding and public diplomacy: challenges and opportunities, in: FLETCHER
FORUM OF WORLD AFFAIRS, 32(3): 19-34. (CE5439)

SINGLETON, H.; MCKENZIE, F.H. (2008): The re-branding imperative for the Western Australian Pilbara
region: Status quo to transformative cultural interpretations of local housing and settlement for a competitive geo-
regional identity, in; PLACE BRANDING AND PUBLIC DIPLOMACY, 4(1) February: 8-28

SNOW, N. (2009): Managing brand Obama, in: PUBLIC DIPLOMACY MAGAZINE, (1) Winter; 91-93.
(CE4587)

STOCK, F. (2009): The Borat effect, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 5(3) August: 180-
191.

STOCK, F. (2009): Identity, image and brand: a conceptual framework, in: PLACE BRANDING AND PUBLIC
DIPLOMACY, 5(2) May: 118-125.

SUPPHELLEN, M.; NYGAARDSVIK, I. (2002): Testing country brand slogans: Conceptual development and
empirical illustration of a simple normative model, in: JOURNAL OF BRAND MANAGEMENT, 9(4-5) April:
385-395.

SYA, L.S. (2004): Malaysia — Inviting. - Brandchannel Brandprofile, 4 October

SYSSNER, J. (2010): Place branding from a multi-level perspective, in: PLACE BRANDING AND PUBLIC
DIPLOMACY, 6(1) February: 36-48.

SZONDI, G. (2008): Public diplomacy and nation branding: conceptual similarities and differences. - The Hague:
Netherlands Institute of International Relations 'Clingendael’, October. - (CD DSP112)

SZONDI, G. [ET AL.] (2007): The challenge of place branding in emerging, transitional, negatively viewed and
newly industrialised nations [special issue], in: PLACE BRANDING AND PUBLIC DIPLOMACY, 3(1) January:
3-113.

TEINOWITZ, 1. (2001): Affairs of state: looking for love through branding, in: ADVERTISING AGE, 72(15) 9"
April: 8.

TEINOWITZ, I. (2001): Gov't eyes ad attack, in: ADVERTISING AGE, 72(43 i.e. 42) October 15: p. 1, 49
TEINOWITZ, I. (2003): Beers draws mixed review after one year, in: ADVERTISING AGE, 73(38) September
23(3) 57.

TRUEMAN, M.; COOK, D.; CORNELIUS, N. (2008): Creative dimensions for branding and regeneration:
Overcoming negative perceptions of a city, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(1) February:
29-44

TUOMI-NIKULA, P.; SOEDERMAN, R. (2009): Finland: paying back its debt and conducting public diplomacy,
in: PUBLIC DIPLOMACY MAGAZINE, (2) Summer: 61-63. (CE3965)

YOUDE, J. (2009): Selling the state: state branding as a political resource in South Africa, in: PLACE
BRANDING AND PUBLIC DIPLOMACY, 5(2) May: 126-140.



© Netherlands Institute of International Relations ‘Clingendael’ Library and Documentation Centre

VASUDEVAN, S. (2008): The role of internal stakeholders in destination branding: observations from Kerala
tourism, in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(4) November: 331-335.

WAESTBERG, O. (2009): The symbiosis of Sweden & IKEA, in: PUBLIC DIPLOMACY MAGAZINE, (2)
Summer: 58-60. (CE3965)

WANG, JIAN (2006): Localising public diplomacy: the role of sub-national actors in nation branding, in: PLACE
BRANDING, 2(1) January: 32-42.

WARD, S. (1998): Selling places: the marketing and promotion of towns and cities (Spon Press, 13 August.
Studies in History, Planning & the Environment)

WESTHUIZEN, J. VAN DER (2003): Beyond Mandelamania ?: imaging, branding and marketing South Africa
ten year review, commissioned by the Policy Coordination and Advisory Unit, Presidency of the Republic of South
Africa and the Swedish International Development Agency, May

WESTWOOD, S. (2000): Re-Branding Britain: sociology, futures and futurology, in: SOCIOLOGY, 34(1): 185-
202.

WETZEL, F. (2006): Brand England, in: PLACE BRANDING, 2(2) April: 144-154.

WIDLER, J. (2007): Nation branding: with pride against prejudice, in: PLACE BRANDING AND PUBLIC
DIPLOMACY, 3(2) April: 144-150.

WILLS, D.; MOORE, C. (2008): Securitising the Caucasus: from political violence to place branding in Chechnya,
in: PLACE BRANDING AND PUBLIC DIPLOMACY, 4(3) August: 252-262.

XIFRA, J. (2009): Building sport countries' overseas identity and reputation: a case study of public paradiplomacy,
in: AMERICAN BEHAVIORAL SCIENTIST, 53(4) December: 504-515. (CE6244)

YAN, J. (2003): Branding and the international community, in: JOURNAL OF BRAND MANAGEMENT, 10(6)
August: 447-456



