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PREFACE

The previous edition in the International Place Branding Yearbook series k
looked at ‘Place Branding in the New Age of Innovation’ (Go and Govers 
2010). Research confirms that those capable of employing innovation to 
enhance their processes or differentiate their services tend to outperform
their rivals. But those who perceive the management of innovation as being 
inherently hard and risky, as Anholt (2010) observed, ‘fail to challenge 
their normative beliefs’. Organizations and individuals ‘whose opinions 
and behaviour continue to be guided by those norms are at particular risk of 
making the wrong decisions’ (Anholt 2010, p. 179). Risk may be defined 
as the possibility of incurring misfortune or loss. One way to prevent future 
loss is improve our perception of causality based on patterns we recognize
in the events surrounding us and subsequently adapt our normative beliefs 
accordingly. The average fertility rate in industrialized countries has dropped
below the critical replacement rate, causing their population numbers to 
flatten and be projected to decline during the  twenty- first century. However,
these populations are relatively well educated, skilled and wealthy. In con-
trast, the populations of the  less- developed countries are  relatively youth-
ful, poor, and with millions trying to enter the labour  market but lacking the 
skills to do so. At one time, these  less- developed  countries were considered 
to be ‘failed states’. However, much of the wealth in the developed world
is based on debt providing people both the leverage and the freedom to buy 
things that they otherwise could not afford. But it is also a liability both for 
the borrower and the creditor, which became evident when the economy
turned bad in 2008. This two-edged effect of debt described so dramatically 
by Shakespeare in The Merchant of Venice imposed harsh terms on those
who had taken on too much and changed the planet’s economic and politi-
cal settings. It serves to ‘disconnect’ the growth rates of countries such as
China, India and Brazil, where citizens devote an increasing share of their 
rising incomes to consumption, from the USA, Europe and Japan, which
are plagued by austerity,  budget- cutting and deleveraging. It is within this
landscape that global risks arise and  territorial actors must run the  place-
 branding race to ensure that they manage their reputations. To regain public 
confidence in the wake of the economic crisis, overcoming the trust melt-
down requires more than vaguely worded marketing practice.

In the previous edition of this yearbook (Go and Govers 2010) we 
looked through the lens of organization and inclusive structures as  potential



 catalysts for stimulating innovative processes in place branding in both 
 theory and practice. This volume focuses on perceptions and chang-
ing attitudes to understand how  decision- makers can manage and protect 
their  place- brand reputation. In a ‘high speed’ society, effectiveness is at 
a premium. But in the dynamic semiotics and media context, credible com-
munication is more difficult than before. There are, for example, multiple 
issues with potentially negative overtones that have the potential to dam-
age nation brand reputation. In turn, the latter might influence relationships
with stakeholders at the (supra) national, regional and business levels. To 
date, much research remains focused on issues concerning economic order-
ing, and discourses that condition the parameters and possibilities of conflict 
resolution. Because of the need to deliver along efficiency, effectiveness 
and equity metrics, decision- making has become increasingly difficult, 
not only for corporate leaders, but in particular for territorial actors. Too 
often,  decision- makers navigate the treacherous waters of global risks on
the basis of their bounded rationality. Corporate  decision- making increas-
ingly relies on a set of screens, including the laptop, tablet and Smartphone.
Too great a focus on events covered by the media – only the tip of the pro-
verbial iceberg – increases one’s risk of losing touch with reality. Media
events, in turn, depend on an underlying structure where causes drive effects 
in one or another direction. By relating trends across time responsible navi-
gators can detect that events are not random, but display a certain pattern. 
Today’s captains of place branding can apply pattern recognition to steer 
an uncertain future away from a reputational risk. Thereby, metaphorically
speaking, safeguarding their city or country from the threat of focusing on 
the tip of the iceberg, an error that sunk the Titanic. That is most relevant 
because, especially in turbulent times, reputation is a territorial actor’s most 
precious asset.

Frank M. Go
Robert Govers
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ABOUT THE BOOK

2011 INTERNATIONAL PLACE BRANDING: MANAGING 
REPUTATIONAL RISK

This edition of the International Place Branding Yearbook defines reputa-k
tional risk as a consequence of the failure to manage other risks effectively. 
It underscores the importance of culture and society and raises a central 
question: What happens when that  deep- felt connection between identity 
and landscape is ruptured, and how do such ruptures affect people, as cit-
izens, consumers and tourists? People are members of a shared space we
refer to as community. It is therefore important, as Keith Dinnie, Academic
Editor of Place Branding and Public Diplomacy (2010, p. 182), observes, to
include disciplines such as international relations, political science, and his-
torical and development studies in the burgeoning  place- branding  literature.

The representation of these disciplines in the literature is crucial to
understanding the shifts in the reputational landscape; that is, a contested
space, which governs the idea of progress and its perils. The reputational 
landscape of nations, cities and regional jurisdictions is affected by glo-
bal risks that tear the memories and  place- associations from the past out 
of the familiarity of the landscape, and consequently undermining peo-
ples’ beliefs and expectations for the future. Collins English Dictionary
defines the word ‘nation’ as ‘an aggregation of people or peoples of one
or more cultures, races, etc., organized in a single state: e.g. the Australian 
nation. Alternatively, a nation can be ‘a community of persons not consti-
tuting a state but bound by common descent, language, history, etc., e.g. 
the  French- Canadian nation’. In either case, identity is inevitably linked
to the collective memory and a sense of connection with one’s roots, a cul-
ture – that is, a pattern of shared values, beliefs and norms, which, in turn 
contribute to the reputation of a community of people.

This volume explores the significant contribution a public approach can 
make, including the measurement of peace, defined as the absence of vio-
lence, to stimulate growth by narrowing the gap between territorial actor 
identity and place- brand reputation. Within this framework, new, more 
inclusive concepts can contribute to an understanding of the nature of 
place branding that results in the capabilities of brand  co- creation, with
 implications for governance – one of the salient challenges posed by global
risks. In this respect, the theory and practice of place branding can become 



a civilizing influence, yielding the benefits of a ‘good’ reputation while
mitigating the consequences of a ‘bad’ one.

A subsequent volume is scheduled and will address themes complement-
ing the present volume: International Place Branding 2012 – Smart Growth
and Sustainability.

YEARBOOK OBJECTIVES

The International Place Branding Yearbook 2011 has the following
 objectives:

■ To improve understanding of the  place- branding phenomenon, through
synthesis and drawing material together for practitioners, researchers 
and educators.

■ To provide a ‘ state- of-the-art’ review of research through the lens of 
selected individual case studies.

■ To interpret the challenges of reputational risk that place brands face, 
particularly through the exploration of the theme of perception method-
ology research and content analysis.

OVERVIEW

This volume features perspectives of place branding that have been
reviewed by an editorial board. It is not academic in the sense of labori-
ously expounding theory, and contributions have been screened with an eye 
to the use of relevant techniques, methods and tools geared toward a focus 
on management for action.

The various approaches are set out in three parts:

Part 1 Examines the essential concepts and theories that underpin  place-
 branding practice.

Part 2 Provides  state- of- the- art research, techniques, methods and tools.

Part 3 Consists of chapters that address individual case studies of coun-
tries, regions, cities and so on.

We trust that the reader will appreciate the breadth of contributions and use
these to view place branding through a new lens.

About the Book xv



AUDIENCE

This Yearbook is aimed at place branding practitioners and consultants; gov-k
ernment agencies, ministries of economic development, cultural institutes
and foundations; regional and city governments, mayoral offices; regional, 
cantonal, state and city tourism; economic and development agencies; 
investment promotion agencies; academics and researchers in marketing, 
international politics, public affairs, international marketing, international 
relations, globalization, economics and diplomacy; and journalists who 
serve a wider public to debate place marketing and branding issues.
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INTRODUCTION

Frank M. Go and Robert Govers

‘How is it that the country that invented Hollywood and Madison Avenue 
has such trouble promoting a positive image of itself overseas?’ (Fraim
2003, p. 328). This query hints at a fundamental change in the US reputa-
tional landscape, anticipated by Paul Kennedy in The Rise and Fall of the 
Great Powers (1987). His argument that American power was on the decline
angered many in the United States. Neither a hard nor a soft power, par-
ticularly its popular culture, which imagines the USA, as superpower (Ham 
2008, p. 140) has been able to arrest America’s ‘slide’ in the face of a series 
of disruptive forces. These had their antecedents in historical turning points, 
such as the opening of the Berlin Wall, the creation of the World Wide Web,
the mass protest at Tiananmen Square in Beijing, and the meeting between
F. W. de Klerk and Nelson Mandela in South Africa, all in 1989, set the 
tone for a new era (Time 2009). The representation of culture and its ensu-
ing discourse between the cultural landscape and the experiential landscape 
informs our basic understanding of nature, offering new models that provide 
a bridge to the immaterial world. This led the British painter Walter Sickert 
(1924) to suggest: ‘Paintings should not be regarded as signs of culture, but 
as utensils of memory and vicarious experience.’ Similarly, the social media 
(Fouts 2010) and the  e- branding of places (Govers and Go 2010) aren’t signs 
of culture but simply a tool; the landscape interface with memory and expe-
rience. And the recent uprisings across Middle Eastern and Maghreb coun-
tries underscore that it is hardly possible to predict how powerful external
variables, political events, macroeconomics and technology will conspire to 
create new opportunities and threats. So how, if they must operate continu-
ally in an uncertain environment, can  place- brand managers prepare for the
future? The use of pattern recognition and an understanding of historical 
precedents can help to transform analysis from one of uncertainty to one 
of risk. In this regard,  learning from the experience of others can provide 
 place- brand managers with a good set of historical patterns for interpreting 
their own experience of managing risk and developing a firm grasp of the 
‘reputational landscape’ (Fombrun and Van Riel 1997). This is needed in 
contrast to the present  state- of- the- art, which focuses on crisis management,
a reactive approach designed to limit  damage in place- branding practice. 
The Introduction, underpinned by theory, tools and techniques, looks at the



practice of managing reputational risk more  proactively. For this purpose,
it draws on the following journals in particular: Place Branding and Public 
Diplomacy, Journal of Brand Management and Corporate Reputation 
Review. Also, on Eccles et al. (2007), who examined the reputation–reality
gap, changing beliefs and expectations, and the issue of ‘weak internal co-
ordination’. It concludes by providing five steps for managing reputational 
place- brand risk; that is, avoiding or mitigating the possibility of incurring
reputational misfortune or loss in future. A linking thematic diagram is pre-
sented in Figure I.1.

DEFINING THE REPUTATIONAL LANDSCAPE

What Has Changed?

Strong forces change the landscape in which place- branding stakeholders 
interact. Forces such as globalization, individualization, information and 

Low High

Low

Traditional, arms-length
approach to engage
consumers while ignoring
other stakeholders;
transparency restricted to
providing performance
data; takes on risks of
secrecy (e.g. inauthentic,
untrustworthy)

Organization takes risks
by exposing its culture
and management
practices but does not
manage these through
dialogue and access, and
thus risks looking
foolish or being ‘robbed’
or hacked by ‘competitors’

High

Effort by territorial actor
to get ‘members’ to live
the brand results in greater
dialogue and access with
stakeholders and
transparency of
organizational culture and
management practices;
risks hypocrisy if
company does not live up
to brand promise  

Total organizational
involvement and full
stakeholder mode; likely
to engage some
stakeholders in core
work of organization,
with reputation risk of
exploiting stakeholders

Organizational Self-Disclosure
(Transparency + Risk)

Organizational/Stakeholder
Engagement
(Dialogue + Access)

FIGURE I.1  Integrated framework for brand co-creation 

based on Prahalad and Ramaswamy’s building blocks

of dialogue, access, transparency and risk

Source: Hatch and Schultz (2010).
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communication technologies are seen to transform the reputation landscape
at the conceptual level. Views and predictions about the impact these forces
may have on territorial actors, including countries, regions and cities, vary 
significantly between geographies and from criticaster to scientist. In Speed 
and Politics (1986), Paul Virilio summarized their effects as follows: ‘The 
loss of material space leads to the government of nothing but time ... The 
violence of speed has become both the location and the law, the world’s
destiny and its destination.’ The events of 11 September 2001 (9/11) and
the subsequent Madrid train bombings on 11 March 2004 and the London 
bombings of 7 July 2005 exacerbated public anxiety and reinforced the 
popular sentiment that there is no escaping the consequences of, what has
been described as a Runaway World (Giddens 2000);d Liquid Modernity
(Bauman 2000); and a World Risk Society (Beck 1999). But whatever label 
one selects, the outcome is paradoxical: as a consequence of industrialism,
scientific and technological progress risk might be increased rather than
abated by their advancement.

The impact propensity of global interconnectedness, particularly of eco-
nomic, social and political activities, is increasingly ‘stretched’ across the 
globe. The global nature of the current financial and economic turbulence 
results in imbalances in the global system which trigger feelings of uncer-
tainty. In turn, crisis management encourages a reactive approach to limit-
ing damage. Currently strong negative motives, some of which are listed 
below, are driving  place- brand managers to focus more proactively on iden-
tity, branding and reputation.

First, the decline in the levels of trust and consumer confidence, fol-
lowing in the wake of territorial actors’ continued struggle with ‘hard
power’ issues, such as severe reductions in the economy, including pub-
lic goods, dwindling investments in infrastructure and education, and 
the raising of taxes (Fraim 2003, p. 32). This implies that ‘Europe’s 
consumers are likely to be caught in the worst of all possible worlds:
a prolonged period of slow growth with high unemployment, coupled
with rising prices as the rest of the world powers ahead ... any politi-
cian looking for  re- election soon should beware – high rates of inflation 
and falling real wages can make people very angry indeed’ (Wall Street 
Journal 2011a, p. 2).

Second, the prolonged negative media coverage focuses on (armed)
 conflict, terror and violence (Avraham 2009). Within this context, the 
powerful symbols of Ancient Egypt entice tourists to travel long distances 
and spend considerable sums of money to experience, among other tour-
ist sights, the Great Pyramid of Giza and the Sphinx. But enjoyment of 
these powerful images was rudely disrupted. The  self- immolation on 17
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